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This presentation does not constitute an offer or an invitation to subscribe for or purchase any securities.

The securities referred to herein have not been registered and will not be registered in the United States under theutitiSs et of 1933, as
F'YSYRSR O00GKS d{SOdzNAGASE ! OGévT 2NJAY 1 dzaiNIfAlFZT /rnwlddRehuirethd W LIy 2
approval of local authorities or otherwise be unlawful. The securities may not be offered or sold in the United StatdsSqoeécsons unless such

securities are registered under the Securities Act, or an exemption from the registration requirements of the Secuiitiagatlable. Copies of

this presentation are not being made and may not be distributed or sent into the United States, Canada, Australia or Japan.

This presentation contains forwardisoking information and statements about IGD SIIQ SPA and its Group.

Forwardlooking statements are statements that are not historical facts.

These statements include financial projections and estimates and their underlying assumptions, statements regardingjgdtvss aind
expectations with respect to future operations, products and services, and statements regarding plans, performance.

Although the management of IGD SIIQ SPA believes that the expectations reflected in suchifmoWiagistatements are reasonk)
investors and holders of IGD SIIQ are cautioned that ford@rking information and statements are subject to various risk @mecertainties,
many of which are difficult to predict and generally beyond the control of IGD SIIQ; that could cause actual resultslapthdetseto differ
materially from those expressed in, or implied or projected by, the fori@olling statements.

These risks and uncertainties include, but are not limited to, those contained in this presentation.
Except as required by applicable law, IGD SIIQ does not undertake any obligation to update anylfmkagdnformation or sitements
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IGD at a glance

IGD is one of the main players in the Italian retail real estate sector: we develop and manage
shoppingcentresacross the country. We are also present in the retail sector in Romania

26 shopping mall sfse?%%?rkéts _ 14 shopping Development
in Italy@® pin Italy c.€2.4bn portfollo value malls in Romani & others®@
65%of value 6%of value 4.%of value

24%o0f value

Of which full ownership of 16
shoppingcentres(mall +

hypermarket)

5.4%EPRANIY EPRANNNAV €1,190M
5.4%net initial yield toppeeup #1 Italian €10.78/share

) d Retail SIIQ P .
80.0%EBITDA margif (REIT) FFO/sharee0.72/share(ry201s)
+260bps since 2014 (77.4%) 23% CAGR ov20142018

( ) ) )

. 0

96.6%financialoccupancy Dividend 2018 48.2% LTV .
Constantly> 96% since IPO (2005) € 0.50 (excl.IFR$6 c. 47%)

L ) (p.s.paid in 2019) Target 2021 < 45%

) J

Dataasat 30/06/2019unlessdifferently indicated

1) 27including 50% owneBarsenaCity shoppingentre (2 Includesmainly the Porta a Mare project in Livorno
3) Margin from freehold properties




An intense growth journey to reach a suitable size...

~| Realestate portfolio marketvalue
emn

~420 i

Interestinggrowth
~830 opportunities seized
on the market

Disposalqat book
valueor highervalueg
andchangein fair

; value
Extraordinary
investmentsfor the
Completedan acquisitionof 10
important pipeline assets
Openings Averageyield > 6.5%
9 shoppingmalls
5 hypermarkets
Market value FY2008 Total committed investments Total extraordinary investments Total disposal and change in fair value®  Market value FY2018

A decadeof intensegrowth to reachanideal sizeand leadership in Italy
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Our business model

A distinctive competitive positioning in the fragmented Italian retail property market

. Large portfolio of retaiproperty assets with a strong customer base
generating sound and visible revenues and growing cash flows

Aunique control on 16 Shoppingentres(mall + hypermarket) for a more simple and
swifter dayto-day management
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e Presence of a strong food anchor (COOP), intimately integrated in the Italian territory,

Presence throughout Italy but mairflycused on strategic areas
in North and Central Italyeaturing average GDP per capita above EU average

Medium sizedandeasily accessible shoppiragntresy Ay f Ay S A OGK LGOI €

structure which is characterized by medium sized cities and provinces
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contributes to keep d&igh and steady level of footfalls

[

/

Strong trackrecord ofdirect management proactive approach, carefully selected merchandising
mix, marketing activity adapted to each context and wide offer of customer related services

Low exposure to commercialization riskelated to development activities
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Our shareholding structure

i 5iQ

Listedon the Italian Stock Exchange in the STA&gmMents « K A 3 K
requirement€ 0

Coop
Alleanza 3.0 A Numberof shares 110,341,903
40.92% . ,
90 A ShareCapitat about 750mn
Free float A NetEquity. about 1.2 bn € (30/06/2019)
47.05%

Unicoop A Market Capitalizatiort aboute 700 mn

Tirreno (averagemarketprice01/07/201830/06/19)

12.03% A Averagedailytrading: about 147,572 share®1/07/201830/06/19)

Freefloatequalto 47.05% majority of institutional investors of which(®

27% 27% 14% 6% 7% 19%

US & Canada UK &lreland Italy France Luxembourg Restof the World
Black Rock GWM Mediolanum Lyxora.m. Netherlands UBS
Vanguard BaillieGifford =~ CoopLombardia Aviva Belgium CodanForsikring

XOPD XPP Eurizon X0 Lupus Alpha Bayerninvest
XD Stichting XOo0
pensionfund..

s |

1. Internalprocessing on Bloomberg dadaat July26th 2019




Keydata of theentire Coop world and obur two main

Shareholders

Cegp

7 LEGAL ENTITIES THROUGHOUT ITALY

OQP Cop

COOP LOMBARDIA

P

Novacoop

NOVACOOP

cop

Liguria

o &

Alleanza 3.0
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‘ COOP CENTRO ITALIA

Unicoop Tirreno

UNICOOPTIRRENO

COOPLIGURIA

Centroltalia

unicoopfirenze

UNICOQP FIRENZE

Coop worldkey data*:

Turnover~14.7bn € (13.6% ofitalian large scaleetail)
No. of stores>~1,200
Employees ~52,000

Members~ 6.7 million people

* data as at 31/12/2018

A Sources: Cooplleanza3.0 andUnicoopTirrenofinancial reports, www.goop.itand RapportoCOOP 2018 9
A Coop Alleanzisthe merger of Coop Adriatica; Coop Estense; Coop Consumatori Nordest

17 Regions covered by Coop

Alleanza 3.0
* | *
Revenues — —41pne ~960mne
NAof stores ~421 ~100
Employeess >22,000 3,650
Members ~2.2million ~ 647,000
Depositsfrom members ; ~3.6bne ~633mne

strategicinvestmentsin listed companies:

UnipolSai UNIPOL GRUPPO FINANZIARIO
e (Insuranceand banking)

igdg IGD SIIQ SPA




Governance the Board of Directors

On 1June2018 theSharheolder® a S &ppdinedthe new Board of Directors (in offiemtil the approvalof the
2020 fullyearresults)

Chairman CONFIRMED
ChiefExecutiveOfficer CONFIRMEBOURTH MANDATE
Numberof directorsfurther reduced(from 13to 11)

Independence professionatompetence- internationalprofile asmaincharacteristics

> > > > D>

Specifieexpertise in thaeal estate,retail, legalandfinancialfields

ﬁ@n 63.6%Independent(7) @ 63.6% Male?)
% 36.4% Norndependent4) 36.4%Female@)




Governance Directors andCommittees

LD5Qa 3JA20SNYIFyOS KIFIa 0SSy Ay ftAYS 6AGK GKS ONARGSNALI. 27F
An internal Corporate Governance Code has been in use since 2008.
CHAIRMAN CEO
EXECUTIVE Elio Gasperoni Claudio Albertini
VICE CHAIRMAN . . . . .
RossellzSaoncella @ Eric JeaVeron @ SergioLugaresi Timothy Santini @
INDEPENDENT Granarolo Vailog - General Manager Consultant- ABI, EBA, IMF FormerEurocommerciaHead of
Italian activities
FormerGeneral Manager
LucaDondi5 I £ £ Qh ! @2 3 A FlisabettaGualandri LiviaSalvini @ @
Nomisma- CEO Universita di Modena Professor Lawyer
Universita LUISS di Rom&rofessor
NON EXECUTIVE = Gjan Maria Menabo Alessia Savino
NON INDEPENDENT cqop Alleanza UnicoopTirreno
Head ofAssetManagement and Development Head of Finance andssetManagement

COMMITTEES:
@ Nominations and compensation Committee
Controland RisksCommittee
@ Committeefor RelatedPartiesTransactions

INTERNAL CONTROL AND RISK MANAGEMENT SYSTEM
Held by the Chairman, including the Internal Audit and Risk Management

@
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Our Top management

€
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ELIO GASPERONI (1953)

Chairman

Chairman of IGD's Board since April 2017
Vice Chairman of Codjlleanza

Board member of IGD since 2015

He has held numerous roles in Public Administrations and Local
institutions

DANIELE CABULI (1958)
Chief Operating Officer

More than 20 years of experience in retail distribution

Joined IGD in 2008 as Network Management Director and COO since

2009
Worked for Coop\driaticasince 1986 with several roles: Head of

Projects in the Marketing Division (1989), Head of different geographical
areas and Hypermarket Manager (until 2003), Director of Marketing and

Commercial Development (from 2003)

ANDREA BONVICINI (1963)
Director of Finance Division
I SIR 2F (GKS LD5 DNRdzLIQ&

In July 2012 he was appointed Director of Finance and Treasury
Department

More than 20 years of professional experience in the world of credit,
first in Cooperbancand, subsequent to 1997, in the Bank of Bologna

CARLO BARBAN (1978)
Director of Administration, Legal & Corporate Affairs

Director of Administration, Legal & Corporate Affairs since Jan 2019
CEO oWinmarktgroup in the period Apr 201dDec 2018. Worked in

Winmarktas Operating & Reporting Manager since January 2009 with
responsibilities also for administration, planning and control and finance

Previously working as a qualified accountant and for international
consultancy companies

Graduated in Economics and Commerce

CAYl yO$

L

5ADAa

X
&
¥

u»

CLAUDIO ALBERTINI (1958)
Chief Executive Officer

Appointed in May 2009
Board member at IGD since 2006

More than 20 years of experience withmipol Group, where he
ultimately acts as General ManagerUriipol Merchant

Certified financial auditor registered in Bologna

ROBERTO ZOIA (1961)
Director of Asset Management and Development

& &

2]

&

Director of Asset Management and Development since 2006

Joined GS Carrefour Italia Group in 1999 as Head of Hypermarket and
Shoppingcentre Development

In 2005 became Head of Asset Management and Development for
Carrefour ltalia

Previously, Business ManageiGiiopsettewith responsibility in

projects involving mainly shopping centres (since 1986)

RAFFAELE NARDI (1976)
Director of Planning, Control and Investor Relations

Head of the division to which 3 different departments report: planning,
control and investor relations.

Joined IGD in October 2010

Formerly head of the Advisory Service of UGF Merchant, bank of the
UnipolFinancial Group, where he matured more than ten years of
professional experience

Graduated in Business Economics
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IGD:a portfolio of highquality assets dominantin their
catchmentl NB | X

IGD¢ Main
Italian Asset

NORTH memd>

CENTRO SARCA LE MAIOLICHE CENTRO BORGO CENTRO LAME CENTRO LEONARDO
SESTO S. GIOVANNI (MI) FAENZA (RA) BOLOGNA BOLOGNA Imola (BO)

A 'ﬁ ‘i'. | | o 1,‘ ¢
CENTR®IAVE CLODI CENTROIOVA MONDOVICINGC & RP MILLENNIUM GALLERY LA FAVORITA GRAN RONDO LUNGO SAVIO
{!'b 5hb! Q 5L 1 ICHIOGGIA(VE) VILLANOVA DI CASTENASO (ECMONDOVKCN) ROVERETO (TN) MANTOVA CREMA (CR) CESENA

T

P PR by - il | | CENTE AN n- 2
CENTRO LUNA | BRICCHI H PIAZZA MAZZINI TIBURTINO CENTRO PORTO GRANDE CITTA DELLE STELLE FONTI DECORALLO
LA SPEZIA ISOLA D'ASTI (AT) LIVORNO GUIDONIA (RM) PORTM'ASCOLI ASCOLI PICENO LIVORNO

= 13

/6 S By 3 - - =
e s . [ o ; K > « % 3 T ! i l I""!
) e & ; ; ’ A L iR i G ’ z
IR | AT S et R e
CASILINO CENTRO D'ABRUZZO LE PORTE DI NAI KATANE (@] 2=\ I\ GH OFFICINE STORICHE
ROMA PESCARA AFRAGOLA (NA) CATANIA LIVORNO

1. Dominant assets: assets that are reference points for the consumers in their catchment area in tattrescti¥ity and offer quality
B Key assets malls witheyOmn mkt value



http://www.google.it/url?sa=i&rct=j&q=&esrc=s&source=images&cd=&cad=rja&uact=8&ved=0ahUKEwj79_7j-N7XAhXCDsAKHQlTAtsQjRwIBw&url=http://www.sartinimpianti.it/cms/it803-mantova-centro-commerciale-la-favorita.asp&psig=AOvVaw1c2Me0jrQ-8ZObt0B4gLDT&ust=1511878558204675
http://www.google.it/url?sa=i&rct=j&q=&esrc=s&source=images&cd=&cad=rja&uact=8&ved=0ahUKEwj79_7j-N7XAhXCDsAKHQlTAtsQjRwIBw&url=http://www.sartinimpianti.it/cms/it803-mantova-centro-commerciale-la-favorita.asp&psig=AOvVaw1c2Me0jrQ-8ZObt0B4gLDT&ust=1511878558204675

ITALY 61 properties in 12 regions

>80% of value oitalian portfolio
(93.7%o0f total IGD market Value)

concentrate in Northern & Central Italy

v

()ROMANIA

12.2%
properties
O
C 1H2019
27.2% € 2,388.2
)
17.2k
NE
40.3%
('NO 175k
14.0% v
B >10.0% 5.9%¢ 0.1% B €34.6k¢ €42.6k €20.6k¢ €29.9k
¥ 9.9%¢6.0% © 0.0% B €30.0kc€34.5k  €16.8kc €20.5k
. €28,500 €29,200
% of PortfolioMarket Value (T m—— U
Dataasat 31/12/2017

Dataasat 30/06/2019 Dataasat 30/06/2019
iw o Sources
e Istat, Eurostat, IM




Themain characteristicof our portfolio

U 2,388.3mn

other 4.3%
(100.%&mn)

Romania 6.3%
(151.Z2mn)

Malls 65.0%
(1,553,1emn)

MEDIUM
35.6%

Key malls: assets with mkt value > G70mn;

KEY
53.9%

Total GLA(Ita) 665,000m? (market share c. 4%)

Ayoungportfolio: old onaverage7 years(sinceopening or last
restyling)

Fullownershipof 16 Shoppingentres(mall+hype) in Italy
(63.2%o0f Italy core marketvalue)

18 of 25HyperSuper(lta) are small(Sale area <6000 A

Averagefiguresfor L D 3t&ian shopping centres:
CatchmentArea~ 370,000inhabitantsin 20minutes
Easilyreacheable ca. 4 km from the citycentre
footfalls 3.5mn peryear (2018)

GLA~25,000m?

Too To o I

Mall Tenant€) { (Itd)) geBGLANZ2,800 (aug2018jul 2019)




Strong repositioning of the Romanian portfolio

N Y KeyStrategicalpoints
-l 4 mgm' AFurthere4.5 mn capexfor safety,
) maintenanceand commerciaimprovements
ot Vaslui
AGrowth trend of rents
Galati
@ ® AAttention on operational costs
g Ramnicu Valcea @ 9 5® e fuced )
& Poiesti - . .
— o . / ArFocus orsustainability
\ Satic Buc:vesﬁ "/
Alexandria

2008 2009 2010 2011 2012 2013 2014 2015 2016 2017 2018 20192021

Surfaces recovery/Tenant Repositioning and complete external / internal refurbishment

Consolidation

Selffinancingof the investments . . e C.e62mn of dividendsgenerated
Nofinancialleverage 2018)for the upgrade and . )
sincethe acquisition®

SRt repositioningof the portfolio

Romanianportfolio considerablyrepositioned, currently generatingimportant free-cashflow

‘ 1. UntilJune2019




Propertyinvestmentsasat 30/06/2019

I EPRA

EUROPEAN PUBLIC

|

|

I REAL ESTATE ASSOCIATION I

" Net Initial : . |

FY 2018 1H 2019 Kes CHE ML hte Vi i e L :

Yield occupancy

up I

Italy Malls 1,573.79 1,553.06 (-1.32%) 6.43% I 95.05% Tot. Italy |

Italy Hypermarkets 585.63 583.38 (-0.38%) 6.07% | 100.0% e EAN |

i |

Romania 154.79 151.17 (-2.34%) 6.94% 1 5.80% 6.20% 96.45% |

I |

Porta a Mare tlevelopment+ other 97.94 100.72 | I
1

|

Total IGD Portfolio 2,412.15 2,388.33 (-0.99%) I
1

Leaseholgproperties(IFRS16) N.A. 61.21 . o _!

Total IGD Portfolio withleashold 2,412.15 2,449.54 + 1.55%
o =280 1.1 4,7 1.1 0.0
—_— e e == — -
2,412.2 TheChangen FVis due forabout 2 388.3

for about 40% toother changesn
cash flow*

|
|
I 60% tochangein marketratesand
|
|

emin
Asset value as at  Italy project and Capex Change in market value Romania project and Change in market value Porta Medicea project Change in market value  Asset value as at
31/12/2018 Italy capex Romania and capex Porta Medicea 30/06/2019

*linked specificallyto aforecastreductionin variablerents




EPRA NNNAYV per shassat 30/06/2019

€ per share 31/12/2018 30/06/2019 k
EPRA NAV 11.77 11.34 -3.6%
EPRA  NNNAV 11.45 1078 1 58%
€ -0.50

€ -0.20 €038 €-0.35

€ 11.45
€ 10.78

EPRA NNNAV 31 DEC Dividend Change in Debt Fair FFO Asset Fair Value EPRA NNNAYV 30 JUN
2018 Value and other 2019




IGD performances better and more resilient than Italian GDP
and consumption trends

IGD¢ LfLRentalGrowthvs. Italyc GDPGrowth
97.4% 96.9% 97.3% 96.8% 97.2%  96.6%4"

%
310 97.5% 96.2%
: oO—0— 5 o —0— 0o —0— 9

0, 0,
1.59%-.7% 1.0% 778 g0y 1-5%85% 1.3% g,

0.0%

0.7% 0.6% 0.5% 0.2%0.1% 0-3%

(2.8%)

(5.5%)

2009 2010 2011 2012 2013 2014 2015 2016 2017 2018 1H2019

m IGD¢ LfL rental growth m Italy ¢ GDP Growth —o— |GD¢ Financial Occupancy

Alwayshigh, stableand

resilient occupancyover
time

IGD¢ Tenantsalesvs. Italy ¢ Householdsconsumption
6.7%

%

1.6% )
0% : : : 0.7% g 20, 0.5%")

(1.6%)1.9%)
(2.9%)  (3.1%)3.3%)
2009 2010 2011 2012 2013 2014 2015 2016 2017

m Italy ¢ Households consumption

2018 1H2019

m IGD¢ Tenant sales

(3)Household consumption expected for 20197 Istat Sourcesl-STAT, EGom
IMF, Eurostat

(1) Dataasat 1 August 2019
(2) Dataasat July2019




Focus on trend#taly asat 30/06/2019

Tenantsales andootfall progressive trends 2019 vs 2018

% -0.4% % +0.2%
]_Q F\@% -6.2% 2Q H@@ +0.6%

2.0% -

1.4%
1.0% -

-0.2% -0.1%
0.0% .

-1.2%
-2.0% -

-3.29
23.0% - 3.2%

-2.9%
-4.0% -
-5.0% -

-6.0% -

-6.2%

-7.0% -
—Tenant sales =——Footfalls

0.2%

Jan2019  Feb 2019 19 Apr20 May 2019 _—Jun 2019 Jul 2019
-1.0% 1 1 10 0.4%

-2.3%

Adifficult first quarterwith calendareffect (Eastej plusadverseweatherconditionsin Februaryand May

A 2Q 2019%oodsignsof recoveryof footfallsand sales

A July2019good perspectiveswith an increasein footfalls and asalesback to positive trend




Contractsin Italy andRomaniaasat 30/06/2019

N 923

Averageresidualmaturity: 4.6yrs
Total contracts 1,467 of which during 1H2019
98 renewed with the same tenant and 64
MALLS signed with anew tenant
ITALY
UpsidelH2019 +1.1% W
1 0,
Rotation Rate4.4% (% new contracton tot contr) 2H2019 2020 2021 52021
N 24
93.8%
Averageresidualmaturity: 14.2yrs
HYPER ITAL
Total number of contracts 25
N1
6.2%
2H2019 2020 2021 >2021
Averageresidualmaturity: 4.7yrs i
N 206 44%
MALLS Total contracts 585 of which during 1H2019 N 143 - ’
103 renewed with the same tenant and 93
SOLANNIVAN  signedwith a new tenant 23% —
, 13%
Upside1H2019 +8.1% (onrenewalg , , , , ,

2021

Excludingone renewalin CentroSarcamultiplex) 22




On-goingprojectsin Italy: our idea of shopping

Atailormade offer to satisfyour visitors

New brandsadded

LLOA BE NATURAegstaurant) in CentroSarca

DROGERIE MARKjFdcery) in Centro Piave and Gran Rondo
BABY STAR (beautglonand entertainment area forchildren) in
Fonti del Corallo

Weightof servicesurnover on . .
total IGDMalls turnover 5.3% More spacededicatedto services

3.8%
A+ 1 newdental clinic (Cond inadditionto the 20alreadyin
operation

A Merchandising mixonstantlyevolvingthanksto the addition
of newbrandsandservices

2.2%

1h 2015 1h 2017 1h 2019

We believein the socialrole of the ShoppingCenter
«SOCIAL BORGO Project »

c/o Centro Borgo Bologna

Shopping Centesisa space at the service of thdocal
communitythat activelyinvolvesthosewho live near-by.

s oc i a I % bo rg O Verso un centro commerciale partecipato

To becompletedby the end of theyear




Romania- Commercialactivities

2 new shops 4

(PloiestiGrandCenter k’k
& PloiestiBig)

Total network: 6 shops

Germanclothing ‘\ 3
brand e

New entryin

Winmarkt portfolio:

more and moreinternational 1 shop

and attractive merchandising (Cluj)

mix Romanianbrand
Children
equipmentand
clothing

New 5
opening in cZHdda

2H 2019 Hungarian

clothing brand




Keytenantsasat 30/06/2019

Top 10 Tenants Italian Malls Top 10 Tenants Romanian Malls
Turnover
TOP 10 Tenant Product category ﬁl:r:z(;\é?r Contracts TOP 10 Tenant Product category impact Contracts
camw 9 supermarket 10.0% 11
PLAGELS AL clothing 3.0% 13
clothing 7.5% 6
OVS clothing 2.9% 12
clothing 4.1% 11
& shoes 2.2% 9
ORELLARUBING clothing 2.3% 6
MSEM [ pm clothing 2.2% 29
A B e
drugstore 2.5% 5
AM clothing 2.0% 10
i jewellery 2.2% 6
_ electronics 1.9% 8
CALZEDOMNIA clothing 1.7% 27 PIETTES) 2.1% 4
Stl'OllI '_QI'O jewelley 1.3% 19 electronics 1.5% 2
DOUGI_AS perfurmery 1.3% 12 office 1.6% 1
GameStop leisure 1.3% 25 FLANCO electronics 1.5% 1
Total 19.6% 164 Total 35.3% 53
MALLS MALLS
MERCHANDISING X MALLS TENANTIX MERCHANDISING MIX MALLS TENANTIX
HOUSEHOLD GOODS SUPEMARKETS
,surfg“ RESTAURANTS LO ND
%
ELECTRONIC ONIC INTERNATIONAL
PEI 11%
INTERNATIONAL .
BRAND 36%
41%

NATIONAL
BRAND

47% NATIONAL BRAND

20%

SIQ

.g
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Sustainabilityasessentialdriver 1/2

Becomirx§

EPRA

great -

Area Ourcommittment

A 95%o0f the portfolio ISO14001 certified

Environmental certification > _
A BREEANN USHat leastat level «VeryGood»)for 5 more shoppingcenters

Measurego reduceenergy A e5mnexpectedfor structuralinterventionin order to improvethe energyefficiency
consumption > A More photovoltaicsystemswill be installed

A Interventionon electricmobility (agreementswith ENERHUBNd TESLA)
Sustainable mobility > A Definitionof afeasibilitystudyto favourcyclingmobility
A Evaluatioron the possibilityto usebike andcarsharing

Circular economy > A Startingof the operatingphaseof the Waste?Valueproject and evaluationof other projectson the sameissue

1 =
L QO
°
o




Sustainabilityasessentialdriver 2/2
becorming

g.re.a.t.

A Continuousupdateof the A Anti-corruption A Exclusivaand inclusive A Projectsto captureinsights
corporate Welfare System certificationproject events from millennialsregarding

/A Monitoring of the work A Maintaininghighest A Cooperatiorwith the local the shopping center of the
environmentanddefinition possiblescore (3Jstarg of area future and fromtenants

regardingcommon

: legalityrating A Analysis andefinition of
of follow-up actions y sustainabilityprojects

measureso favour
wellbeinginside shopping
centers

A Continuationof projectsfor
the safety and security of
the structures(anti- seismic
andanti-terrorism
measure}

L
igd:
w




Sustainability our strategy andwhat we are doing

Secomim}

g.readt.

@ 7 ShoppingCentresequippedwith photovoltaic systems

@ 1 Shopping Centre equipped with e-bike charging station
poweredby a photovoltaicsystem

@ 16 ShoppingCentresequippedwith led lighting systems

© 100% electricity from renewable sourcesin all Shopping

Centres
’ @ 90% of the Companyportfolio with ISO14001certification
ETHICAL @ 5 ShoppingCentreswith Breeani Breeamin Usecertification
@ 10 EVchargingstations installedin 5 ShoppingCentres(32 in
18 ShoppingCentresby 2020

@ 1 CircularEconomyprojectlaunched
@ A CorporateWelfare Systemfor all employees
@ Anti bribery managementsystemscertification in Romania

] About 1,000 visits carried out yearlyfor the preventionof skin

cancerandthyroid checkups




Awards and International Benchmark
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Oscar di Bilancio

Gluhal rOpery Tesearch
Salutions for customized preparty indices

NCDP

@
;E.
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EPRA sBPR Gold Award
For Sustainability Report 2014-15-16-17

Oscar di Bilancio Ferpi

For 2016 and 2017. Igd was one of the 3

finalists for the prize

GPR IPCM LFFS Sustainable GRES Index

Financial Index. IGD was included in 2017

Carbon Disclosure Project

In 2018 IGD confirmed the result obtained in
2016. The overall score obtained in the year

was level C (in a range from Ato D)

CommON/ nergy

centrosarca_’

< Consiglio
<~ Nazionale dei

< Centri Commerciali
ITALIA "

CommOnEnergy Award

For restyling_Centro Sarca

CNCC Design Award

For ESP Shopping Center

Premio Innovazione SMAU R2B

For «Waste2Value» project

Institutional  Shareholder Services

IGD obtained the risk assessment
value of 5 for Governance, 2 for

Enviroment and 3 for Social, on a

B

scale of 1 (lower risk ) to 10







FY 2018 and 1H 2018ain results

2017 2018

1H2018 1H2019Ad) 1H19Adj/1H1§
c7aam

Revenues

A Rental income €138.9mn €151.8mn  +9-2%

[
[
[
I
[
[
[
[
[
[
A NetRentallncome €111.9mn  €1240mn  *109% 1 | ¢60.7mn
[
[
[
EBITDA I
A EBITDA (Core Business) €101.2mn  €113.7mn  *124% | | e55.6mn
[
. - I
A EBITDA Margin (Core Business) 69.7% 71.9%  +220ps | 72.1% | EEERII BRRAR
[
[
A EBITDA Margin from Freehold 79.2% 80.3% +110pts :
[
I
[
A Group Net Profit €86.5mn €46.4mn  -46.3% I | €34.8mn
[
i
1
[
Core Business Funds from Operation (FFO) €65.6mn €79.7mn +21.4% ;| €38.9mn
[
. [
Core Business FF@r shardl) €0.81 €0.72 :
[

(1) Calculated on the yeaend no. ofshare
2019adjex IFRS1éoesnot considerthe applicationof the accountingprincipleIFRS16




Rentallncomeemn)

Total LFL +3.2emn
-0.6% 0.5% +1.8% +4.4%
01
77.3

1H2019 74.1

Rental income 1H 2018 Change LFL italy Non LFL Italy Change in LFL Romania Rental income 1H 2019

V Decreasen malls (-0.9%)due to anincreasein temporarydiscountsandstrategidtemporaryvacancy

V Hypermarketssubstantiallyflat
VinflationA YLI OGF b1 nolLl +12.9emn
+1.3% +2.9% +9.2%
*e'_si

D v e

FY2018 151.8

138.9

T

T T T

Rental income FY 2017 Change in LfL Italy
V Growth of malls (+1.5%)
V Growth of hypermarkets(+0.9%)

r

Non Like for like Italy

SIQ

Change in LfL Romania Rental income FY 2018

V Indexationeffectt b ¢pbn 0 LJa
’m» Aciguresmaynot addup due torounding

6.3% 0.7%

Total Rental
Income
€77.3mn

67.3%

= MALLS mHYPERMARKETZ ROMANIA = OTHER

Total Rental

Income
€151.8mn 66.6%

mMalls EHypermkt " Romania [ Other




Net rental Income emn)
+€2.8mn ltaly +4.7%
+4.6% Romania+2.1% +13.0%

1H2019
60.7 63.5 086
Net rental income Change in rental income Change in rental cost  Net rental income IFRS16 Effect Net rental income
1H_CONS_2018 1H_CONS_Adj_2019 1H_2019
+€12-1T” ltaly +11.8%
+10.9% Romania +1.6%
o 129 o8
FY2018

124.0

111.9

Net rental income FY_CONS_20 Change in rental income Change in rental cost Net rental income FY_CONS_20

&019adjex IFRS18oesnot considerthe applicationof the accountingrinciplelFRS16

SIQ

.g
SPAZIOAVIVERE




Funds From Operations (FFkBepgrowing

+€3.0mn
+7.6%
06 — 01—
22
1H2019
38.9 41.8
FFO_2018 Change in EBITDA adj Change in Financial  Change in taxes and other FFO_2019
Management adj
+21.4%
18 -0,2
79.7
65.6
FFO FY_CONS20: Change in core business EBIT! Change in financial Change in taxes and othe FFO FY_CONS20:
management (Net liability
Management)

AGroundrents Payabldeasesand adjustedcostof financialmanagemenhavebeenconsideredn orderto calculatethe FFO

SIQ

°
gm«m— Aiguresmaynot addup dueto rounding




Outlook

FFO FY2019
REVISED OUTLOOK

releasedon 2 of August

+4/5%

Reviewto the previousguidance(+6/7%)considering

A Weakconsumptiondynamics

A Slightincreasein temporaryand strategicvacancy(with aconsequentincreasein non rechargeablecost9

A Temporaryeffectsdue toremodelingactivitiesof mediumsurfacesand hypermarkets




Financialstructure (1/2)

Debt Breakdown
Net Debt €1,184.9mn* 31/12/2018 30/06/2019
48.2%
LTV 45.8% (excluding
IFRS16. 47%)
MARKET
47% 3.8X
ICR 3.5X (excluding

IFRS16. 3.7X)

AVERAGE COST OF DEBT 2 704 2.4%

CASH2.76

S&P GLOBAL RATINGS ah h 5. Q{

BBB Bal
outlookstable outlookstable
(23 April 2019) (9 April 2019)

* Netdebtincludingthe effect of IFRS16a({thout IFRS1@&pprox €1,126.7mn)




FinancialStructure (2/2)

Securedand unsecureddebt breakdown 31/12/2018 30/06/2019
c. 0.97 x
GEARING RATIO c. 0.88 x (excluding
IFRS16. 0.93x
AVERAGE LENGHT OF LONG c. 4.3vears C. 3.77vears
TERM DEBT - 43y -3y
HEDGIN®N LONG TERM DEBT
) 0
+BOND C. 92.9% C. 93.3%

2.5%

Debt maturity

Bonds
7 Bank debt unsecured
m Bank debt secured

2019 2020 2021 2022 2023 2024 2025 >2025
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Retait acontinuouslyevolvingworld

Shopping Centers
Hypermarkets Mall + Hypermarket

From a simple place of Increased interaction and
Hypermarket as a center of . T
FEATURES attraction for stores purchase to shopping and personalisationwith visitors
social gathering location Ecommerce integration
2000s FUTURE OF RETAIL

SiQ




L D Sc@r@nt positioningand long-term commitment

Supportedby strategic
Shopping experience IGDimportant relationshipwith high quality
S efforts for tenants
- High-end services repositioning #M
andlong-term

commitment
Integration with the ECommerce L'ntimissimi ‘ m

Restaurants

- PULL&BEAR
" R

+

OmnipresentRetailers

/ARA

OYSHO KASANOVAE

Focus on price BerSh ka
@tradivarius

Lowlevel fashionoffer

Risk of Obsolescence for Shopping Centers
Medium

High

Oldretail offer

CALZEDONIA




|GD Mission Statement

After a decadeof A NR & (I K X

LE W plan focusedon strengtheningthe solid and sustainable
leadershipof our shoppingcentersin their respective

catchmentarea andto be preparedfor future challenges [

;—I-i..’
= — .
'




20192021 Strategic Plan

A consolidationand enhancementplan basedon 3pillars

4/

W

Asset
management

Investmentsaimedat maintaining
andincreasinghe quality of our
portfolio favouringinnovation
merchandising mixattractiveness
the quality of materials aswell as
sustainability




Ourideaof shoppingcentersin 6 keywords 1/2

i
g SPAZIOAVI

/1 Target

Identify solutionsthat makeshopping
more engagingandexperientialin
orderto impressvisitors experience
oriented shopping center

Entrenchthe Shopping Center its
localareapromotinggoodrelations
and sociabehaviourin orderto
establishties, exchange&knowledgeand
carryout projectsof common interest.

Focus orvisitors establishingunique
andspecialelations

/1

A

A

A
A

What we doing

«Experienceo be lived» projecthasalreadybeen
introducedin 2 ShoppingentergPuntadiferroand
Citta delle Stellein 2018. 3ther ShoppingCenters
will be involvedfrom 2019

Transfemwithin the shopping centeof the rationale
anddynamicf a socialstreet, phenomenorfirst
createdin Bologna in vikondazzén 2013,now
involvingover 100thousandpeople,not onlyin Italy

Chatbot technology customerserviceby meansof
24/7 realtime chat
CRM(CustomerRelationshigManagementStrategy

Instagram integratedmanagement of thénstagram
channelin 16 Shopping Centers.

+ attractiveness + brandawareness + Faceboolinteraction




Ourideaof shoppingcentersin 6 keywords 2/2

@
;g.
isia

%

/1 Target

Introduce andmanagea setof tools
whichenableusto improveour
customers$)ourney, alsoby meansof
newtechnology

Connecthe online and offline
shoppingexperience

Offerrecreationalopportunitieswithin
ShoppingCentersenhancingheir role
asanentertainment,activityand
meeting location.

What we doing

/]
A
A
A

IntroduceEVchargingstations (in 18 Shopping
Centers) and #ike chargingpoints

More Services21 dental clinics(turnover up +9.7%)
Interactivedigital communicatiorby meansof totem
in allthe IGDcenters

Establista channelof communicationwith the 4 g-,m\lé "“v
Marketing officeof the shoppingnalltenantsin order W5

to better identify innovative and commoasolutions
regardingthe omnichannelssue

Installation of Amazofockers (21 on 27)2 Poste
Italianelockershavealreadybeeninstalled in Sarca
and Tiburtino ShoppinGenters

N1 o oiig,pick up here

Offerinnovative, exclusiveand inclusiveevents(also
throughco-marketingactivitieg aspart of the
approx 540eventsheld everyyearin the IGD
ShoppingCenters




Businessapproachto align merchandising mix
with currenttrends

Broadenanddiversifythe retail offer Online-offline interaction
guaer : | :

Services Sharing economy EntertainmentAreas Kiosks

Introductionof new servicegmedical Introductionof new sharingeconomy Setup of entertainmentareasconceived  Creationof kiosksfor the collectionof
andveterinaryclinics school$ activities(coworking rental retail..) asprimarydestination onlinepurchases

g . o ‘N"'\t"“??x‘ /& .
Outlet Tenantswith awider and more Food court Tenantspresentonline
Creationof outlet storesin the Mall, in complementaryoffer More diversifiedoffer, in line with new Searchor onlinetenantswho would like
agreementwith the tenants Introduction of tenantswith trends(vegan, bio,..) to openstoreswithin the mall

merchandisahat complementsthe
reductionof the hypermarkets

L
igd:
w

i




Asset management: 4 main operating levers

N

1 @ Requalificationof the existingportfolio (restyling/refurbishment)

H

Strategic agreement with Coop Alleanza 3.0: gpportunity

3 “ == Completionof the current pipeline (Officine Storichend ESP Entertainment)

===







