GORGEOUS HE

TRANSFORMATION

UCM had undergone a significant transformation in the past few years and we now boast

a mix of first class fashion and lifestyle retailers in a stunning shopping environment.

To express this transformation and our new confidence as a premier fashion destination,
we chose the word “Gorgeous” and built a brand campaign around it.
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MAKING AN ENTRANCE

MAGAZINE

Our primary campaign platform was our own fashion publication simply

titled, “Gorgeous”. This 60-page magazine featured gorgeous photographs

of the season’s top fashion trends and utilized witty headlines and little

body copy, allowing our retailers’ merchandise do the talking.
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Published twice a year, our magazine was available in print, on our website,

and as a custom iPad App. Our iPad application was the FIRST of its kind

developed for a Canadian shopping centre. I - ~)
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MEDIA

We enhanced our digital editions with embedded

videos, and expanded merchandise galleries,

allowing us to further showcase our retailer’s
fashion offerings.
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SPRING MAGAZINE
PRINT VERSION

HANDMADE CANDLE
SPRING GIVEAWAY
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EXPANSION

Our “Gorgeous” fashion magazine was in such high demand we increased our initial print run from 6,000 to
10,000 for our spring edition. To express every aspect of “Gorgeous”, we collaborated with Joya Studio in
New York and created our own signature scent expressed as a beautiful, handmade candle. Readers who
redeemed an insert from “Gorgeous” received a complimentary candle, which allowed us to track postal codes.
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JAKE Davis Toronto is a great city that has the perfect stle
> sensibility for the Michael Kors brand The women
are urban-chic but they want to be comfortable

and glamorous at the same time.

Michae! Kors has an enviable client ist, and now

L can include the fashion-forward in Newmarket

Whatis the Michael Kors style? e 2,500 square-foot store in Upper Canada Mal
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Arren Williams, Creative Director,
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SHOPPABLE

VIDEOS

As an extension of our fashion magazine, we produced gorgeous 15, 30, and 60-second videos as well

as two ‘shoppable’ videos. Our shoppable videos, a FIRST for a Canadian shopping centre, provided links

to the external sites within videos and resembled a moving catalogue. Research has shown that 34% of
apparel shoppers are more likely to make a purchase after viewing an online video ad.



TELEVISION

Our “Gorgeous” videos, which also served as our television and 15-second pre-roll spots, were shot by
New York filmmaker, Jake Davis. He has filmed some of the most stylish and beautiful people around
the world including hip-hop superstars Drake and Wiz Khalifa, and indie favourites The Walkmen and
Vanessa Carlton. His commercial work includes spots for Nike, Converse, Woolrich, Barney’s and Gilt.
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FASHIONISTA CONTEST PAGE

Cityline

food & entertaining | home & garden | fashion & beauty  health & family | shows  guest experts | contests video | watch live

Topic > Contests

BREAKFAST TV FASHION SHOW

UFPPER /CAMADA MALL

Ciick here to see fabulous fooks>>

Upper Canada Mall "Fashionista” Contest
Ceneral information

* First lame:
* Lt il
* Emat
o
Address Line t
Addreys Ling 2
City

StnteProvince: [ Sandong —

CITYLINE FASHION FRIDAY PROMOTION CITYLINE FASHION SHOW
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Upper Canada Mall Loves Fasionistas
Enter for your chance to win your own 5250 Upper
Canada Mall Gift Certificate

We further cemented our fashion positioning through a 13-week sponsorship of Cityline’s popular @Enter Now!

Fashion Friday’s “Fashionista” from Sept. - Dec. 2012. We also presented 2 live fashion shows on

Cityline and Breakfast Television in September 2012. From September 24-December 23, 2012,
our CityTV programming delivered 2,076,506 impressions with a value investment of 4.5:1!
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HOLIDAY GIFT GUIDE
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ERA BANNER AD
Our “Gorgeous” campaign crossed multiple medias including: strategically located billboards;

ads in LOULOU magazine, the Toronto Star, and 11 local community newspapers; a holiday gift
guide; 15-second spots in three major cinemas; and 15 & 30 second TV commercials, delivering
an impressive 16,086,584 million impressions from September 17, 2012 - May 19, 2013.



Upper Canada Mall
Click here for Summer Makeup Tips
with Johnery Bellas

Ad units on key fashion and lifestyle websites included
geo-targeted 15-second pre-roll, leaderboard,
skyscraper and big box ads, along with Splash Box ads
that included our brand videos, generating 2,139,337
impressions from September 17, 2012 - May 19, 2013.
A series of Facebook Sponsored Stories that ran R i it
in spring 2013 generated an impressive 1,140,648 g e
impressions and 20,409 total clicks.
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Ourrebranded website was loaded with content that engaged our visitors and as a result our monthly
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website traffic increased by 20.3% to an average 70,799 visitors/month and our new “Gorgeous”
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blog averaged 1,220 views/month, 22% above our objective. We also grew our Facebook “likes”
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by 15.4% and increased our Twitter followers to 4,007, now the 3rd highest amongst GTA centres. e :::m,,
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uwer{/ MNADA MALL We consistently integrated our new brand campaign across a total of 40
e
A

Apm 2013 FigeEm

touch points and media applications. This included an e-newsletter, gift
cards, leasing materials, Management Office signage and a pocket-size
“Gorgeous” manifesto for staff. We also elevated the image of our security
team with a “Gorgeous” branded vehicle sponsored by Mercedes Benz. T-SHIRT
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EXTERIOR BANNERS
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GUEST SERVICES
MONITORS

Large exterior entrance banners and window decals greeted shoppers
and provided a dramatic presence for our campaign. Within the centre
we utilized King signage, ViCCi and Guest Services screens and collateral _
e

KING SIGNS AND VICCI

materials to reinforce our “Gorgeous” brand.
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WHAT DO YOU FEEL MAKES U rl:A&QDA MALL GORGEOUS?

GORGEOUS STAFF VIDEO
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Corgeous is tn the details
and in the big picture.

(Gorgeous is in the way we do
anything — and everything

GORGEOUS

INSIDE & OUT

Our “Gorgeous” brand was integrated into all aspects of UCM’s operations,

from Marketing to Security to Guest Services and for the first time in our 39-year

history, we achieved an outstanding $680 sq.ft in sales. Upper Canada Mall

was truly Gorgeous inside and out!

Gorgeous is in the details and in the big picture.
Gorgeous is in the way we do anything — and everything.
Gorgeous is something we aspire to be every day.
Gorgeous is how we want our guests to feel.
When we care for our community — that’s gorgeous, too.

Gorgeous sets a higher standard.

We want to be gorgeous, inside and out.

Gorgeous isn’t ordinary. It's extraordinary.

Upper Canada Mall. Gorgeous.

D)
UPPER/CANADA MALL
7//// cowd

7

POCKET MAINFESTO

4
L




