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Cushman & Wakefield Asset Serwces

* Retail specialists that provide services
for owners, investors and tenants
worldwide

* From regional shopping centres to
community malls and lifestyle centres

* Provide end-to-end services
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Faced With the Changing Landscape of Retall

The way people shop Malls are increasingly Innovating to
is changing competing for the develop new ways of
same retailers attracting shoppers
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Another Challenge: Data Fragmentation
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We Turned to Environics Analytics to Answer

 What are the opportunities within our
trade areas?

* Who is/is not shopping with us?

 How do we attract more of the shoppers
that we want?
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Personified target segments enabled us to
better understand who our target shoppers are

and how to engage them
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Each Data Source Provided a Unique
Customer Lens
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Shopper postal A targeted online Mobile Analytics
codes survey from Data
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Shopper Survey

Top competitors

o,

Top reasons to visit

Retailers they
want to see

Areas that exceed expectations...

or need improvement
TR
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Mobility Data Shows Us Where

Customers Travel From
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Mobility Data Also Shows Us: @\\

Mobile Analytics Data

Who our Who we And who is shopping
shoppers are share our competition
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Target Segments Were |ldentified for Each
Trade Area Based on Shopper Activity

Comfortable Families
23% of trade area
14% of shoppers

Aspiring Locals

26% of trade area
36% of shoppers

Later Years
34% of trade area
30% of shoppers

-
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Environics Analytics Personified Target
Segments to Understand...

How they
think

What they
think about
the mall

How and
where they
spend S

What their
households
look like

How they
communicate
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...as Well as Similarities and Regional Differences
Across Centres

Brand Genuineness Utilitarian Consumer

aeasoNRULL Comfortable Families
Midtown
Saskatoon

Cornwall Centre
Regina




Marketing Focus on Target Shoppers
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Each Mall Received Their Own Shopper Study

Part 1: ERG Survey

Top Reasons for Shopping at Pickering Town Centre

SHOPPER PROFILE - ALL VISITORS

Convenient location 86%
Pickering Town Centre Shoppers Accessible on-site parking 56%
g Atmosphere/environment aa%
*+ Besides Pickering Town Centre, RioCan Durham Centre and Like the variety of retailers 3a%
Scarborough Town Centre have been visited the most by Like the food options 2%
Pickering Town Centre shoppers within the past year. Like the attractions/leisure... 1A%
« All Visitors rated ‘assortment of stores’ as the attribute they Like the promotions available... Jif1%

are least satisfied with at the mall,
Favourite Stores

Age
Other Malls/Retailers Visited Within the Past Year
At Pickering:
- o “ ot Dei

§oCan Durham Centre (Ajax) Scarborough Town Centre 31%  69% Not Currently at Pickering:

= arle M Yorilele Shopeie Canyre Walmart, Forever 21, Old
Gender
Navy
Satisfaction

Customers that visit big box and

Mallis Easy to Get to ﬁ Esg smaller retail stores
MallCleaniness 7%
Paiking % Z | Household Income
oy IEED 2 |24% <so0k =
26% S90K - <5$115K
Guest Servic ] 24% § s
115K - <$145K
Assortment of Stor 7% ﬁ
24% $145K+
® Exceeded Expectations Met Expectations  ® Failed to Meet Expectations 1% DK/NA Big Box Centres. Independent/

Boutique Stores
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Each Mall Received Their Own Shopper Study

Part 1: ERG

Survey

SHOPPER PROFILE - ALL VISITORS

Top Reasons for Shopping at Pickering Town Centre

Part 2: Segmentation

ol SSS

Pickering Tawn Centre
Cushman Wakefield - Customer Profile Target Selection

Guest Servia

Convenient location 86%
Pickering Town Centre Shoppers Accessible on-site parking 56% e Gt e s
Atmosphere/environment —

*+ Besides Pickering Town Centre, RioCan Durham Centre and Like the variety of retailers 3a%

Scarborough Town Centre have been visited the most by Like the food options 2%

Pickering Town Centre shoppers within the past year. Like the attractions/leisure... 1A%
* All Visitors rated ‘assortment of stores’ as the attribute they Uke the promotions avallable... Sl e ——

are least satisfied with at the mall,

Age
Favourite Stores
Other Malls/Retailers Visited Within the Past Year
At Pickering: Iﬁm&; yiﬂi‘:f-"m
- o “ st il
oCan Duham Cenre (o) Scarborough Toun Cenire 31%  69% Not Currently at Pickering:
LLidep A vy Yorkdsle Shopping Centra Sa Walmart, Forever 21, Old
ender Navy
Satisfaction Customers that visit big box and
sty oo R (=9 smaller retail tores
Mall leaniness 7%
kendey o%: Z |Household Income
A e 2 |2a% <so0x e
3 89%
L E: 26% S90K - <5$115K
@ = |24% S$115K - <S145K

Assortment of Stor following
24% S145K+ Part 3includes a pers
® Exceeded Expectations Met Expectations  ® Failed to Meet Expectations Big Box Centres. Independent/
1% DK/NA Boutique Stores

milles, Comfortable Fo

67%

Asp

detall view on: survey insights, demographics,
ind media preferences
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Each Mall Received Their Own Shopper Study

Part 1: ERG

Survey

Part 2: Segmentation

Part 3: Personas

Pickering Town Centre

Part 3 - Target Segment Persona -
Upscale Families

il i Cushman Wakefield - Customer Profile Target Selection

i o, e ol Tarnly s Tonds 1o o 7

Top Reasons for Shopping at Pickering Town Centre
SHOPPER PROFILE - ALL VISITORS - ..
o s G YC e
Convenient location | 86% Upscale Families 1”'” vetanare Vi a7 et e v b s o e oy e Segme o w0
Pickering Town Centre Shoppers Accessible on-site parking | 56% &Sl 00 bty b ot ey
Atmosphere/environment | an%
* Besides Pickering Town Centre, RioCan Durham Centre and Like the variety of retailers | 2% Upscale Families survey respondents visit Pickering T.C. for its convenient location and accessible parking
Scarborough Town Centre have been visited the most by Like the food options } 2% % Y
Pickering Town Centre shoppers within the past year. Like the attractions/leisure... 1A% - Part :-La:;mur::evsm-
« All Visitors rated ‘assortment of stores’ as the attribute they Uke the promotions avaitable... SN B —— iz o prage=s o wan 1o Mave bérind 8 Wgacy
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e owe -
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Research Comes to Life
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Targeted Events Quickly Became a Success
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Leasing Alighed to Segment Opportunities
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Specialty Leasing Opened Up New Revenue
Streams

Yulods
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Geotargeted Digital Boosted Foot Traffic
and Sales for Key Segments

I_I e Spotify:




Marketing Can Identify and Focus on the Most
Critical Customers

Strategic Marketing Plan

|II|||'I CUSHMAN &

ot 01l SHOPPING IS OUR MIDDLE NAME Lastln e Young Aspirationa s
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Corporately the Research Brings All Teams
to the Same Table

Accounting

.‘E'\\ \7{'
Y A b > - - N S
Services - = ’ ——

/,,/’/" ¥ e (\,‘ 3 1",‘\.“ L
Leasing
Asset . Specialt
Operations P . 4
Management Leasing
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So What?

Owners & Management now speak the same
language when making investment decisions




Research That Doesn’t Sit on a Shelf

v'Don’t be afraid to mix methodology and data inputs: customers, mobile,
survey and demographics

v'Sometimes it is even more important to understand who our customers
are not as it is to know who they are

v'Align stakeholders across the company with the same data driven vision
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Questions?

Margaret Cooper Helen Edwards
Marketing Consultant Marketing Director, Pen Centre
Margaret@mcooper.ca Helen.Edwards@cushwake.com
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