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ICSC Asia Pacific Shopping Center Awards
ICSC’s Asia Pacific Shopping Center Awards recognize excellence within the region’s shopping center industry and honors outstanding 
achievements in marketing and design/development of retail properties. 

The ICSC thanks the 2012 Awards Jury comprising of dedicated industry professionals who gave their time and expertise to undertake an 
exhaustive judging process of the 155  entries in this years competition. The judges undertook remote online judging of each entry in their 
respective disciplines and convened with the ICSC in Hong Kong in July 2012 to determine the 2012 finalists.

Award Categories
Marketing
Advertising: Strategic communications that advertise a shopping center 
or company to its target market(s).

Business-to-Business: Efforts and intiatives originating from a 
shopping center or company and directed to a retailer(s), trade group, 
investment community, or other targeted commercial interests.

Cause Related Marketing: A single or ongoing event, program, or 
project that primarily benefits a charitable or community need, interest, 
or cause. 

Digital Media: Achievements in strategic digital programs and its impact 
on the shopping center industry; including Websites, online branding, 
social media and mobile marketing to achieve brand and marketing 
communication goals for a shopping center or company.

Grand Opening, Expansion & Renovation: A comprehensive marketing 
campaign intended to introduce or reposition a new, expanded, or 
renovated shopping center.

Public Relations: A planned public relations program or initiative 
intended to primarily benefit the commercial interests of a shopping 
center or company.

Sales Promotion and Events: Programs or events intended to directly 
impact retail sales and customer traffic.

Design & Development
The Design and Development category recognizes retail properties for 
their overall design qualities and creativity in development, through 
renovation or expansion of an existing property or in innovative design 
of a new retail project.
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MARKETING
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Culture 

Canberra Centre
Canberra City, Australia

Direct Factory Outlets, 
“All For Fashion”
CFSGAM Shopping 
Centres
Melbourne, Australia

The Power of 
Archetypes
Centro Tweed
Tweeds Head, Australia

ELEMENTS CNY 
Campaign
ELEMENTS
Hong Kong

Gateway for 
Mainlanders
Landmark North
Hong Kong

Management Company/
Owner: QIC Global Real 
Estate 

Management Company: 
CFS Retail Property Trust 
Group 
Owner: Colonial First State 
Global Asset Management

Management Company/
Owner: Centro Retail

Management Company/
Owner: MTR Corporation

Management Company: 
Sun Hung Kai Properties 
Owner: Sun Hung Kai Real 
Estate Agency Limited

Canberra Centre, located 
in the heart of Australia’s 
capital city, was facing 
increased competition and 
declining specialty sales. 
A strategic advertising 
campaign, “Culture”, 
was executed to position 
Canberra as the cultural 
center of its community 
and highlight the range 
and variety of Canberra’s 
retail offerings.

In an effort to target a new 
audience, Direct Factory 
Outlets underwent a 
rebranding and positioned 
the centers as “All For 
Fashion”, through a new 
advertising campaign 
that also tapped into 
digital media to engage 
a younger demographic. 
Through the new creative 
concept; a group of 
friends discussing DFO 
and sharing their DFO 
experiences on Facebook, 
this center was able 
to give their centers’ 
outdated image a new 
face.

Following a 
redevelopment, Centro 
Tweed needed to 
reposition itself with a 
brand that was unique 
and compelling and 
also connected with 
the center’s target 
customer. To set the 
brand foundation, a style 
guide was designed to 
encapsulate two archetype 
personalities—providing 
customers with relatable 
‘tips’ for everyday life. 

ELEMENTS is committed 
to bringing outstanding 
arts and culture from 
around the world to its 
shoppers. For the Chinese 
New Year, ELEMENTS 
worked with the Hergé 
Museum in Belgium to 
stage a ‘TinTin’ themed 
exhibition, depicting 
scenes and objects from 
some of TinTin’s most 
famous stories.

As China’s economy 
continues to grow, more 
and more people are 
traveling to Hong Kong. 
Landmark North wanted 
to capitalize on the 
increase of high-spending 
travelers from mainland 
China to promote the 
center as the first choice 
in Hong Kong. Through 
direct mail, magazines 
and TV, along with mobile 
and location-based 
marketing, the center was 
able to attract mainland 
visitors and increase foot 
fall and turnover. 

Advertising

GOLD

SOCIAL MEDIASPECIALDISTINCTION 



The New Black 

Mt Ommaney Centre
Brisbane, Australia

A Little Bit of Fun 

North City Shopping 
Centre
Porirua, New Zealand

QVB Combat 
Campaign
Queen Victoria Building
Sydney, Australia

Discover Magazine 

Robinsons Mall
Quezon City, Philippines

SINGCITY! 

Suzhou INCITY Plaza
Suzhou, China

Management Company: 
AMP Life Ltd (Australian 
Core Property Portfolio) 
Owner: AMP Capital 
Shopping Centres Pty Ltd 

Management Company: 
Kiwi Income Property 
Trust 
Owner: Kiwi Property 
Management Limited

Management Company: 
GIC 
Owner: Ipoh Pty Ltd

Owner: Robinsons Land 
Corporation

Management Company:  
SZITIC Commercial 
Property Co., Ltd.
Owner:  SCP Retail 
Management Co., Ltd.

Following the completion 
of a major redevelopment, 
Mt Ommaney Centre was 
in need of a strategic 
marketing campaign 
that would reposition the 
center as a competitor 
in the market. Intended 
to brand the center as 
the most fashionable and 
current, “The New Black” 
campaign was launched 
through a variety of 
mediums, from outdoor 
signage to social media. 

“A Little Bit of Fun” 
rejuvenated North City 
Shopping Centre’s brand 
and position in the market. 
The theme was meant 
to target customers 
who go to the center for 
entertainment, not just 
shopping. The center’s 
new brand was introduced 
across all mediums, 
and the campaign was 
a success, exceeding all 
expectations. 

Queen Victoria Building’s 
new ad campaign 
was developed and 
launched in July 2011 to 
combat the opening of 
a key competitor, raise 
awareness of the center’s 
unique offering and to 
increase visitation. The 
campaign celebrated all 
the different apsects of 
QVB and higlighted the 
benefits of shopping there, 
allowing the center to 
embrace its heritage and 
restate its position. 

Designed specifially to 
promote Robinsons chain 
of malls, ‘Discover’ is a 
quarterly magazine that 
showcases fashion and 
beauty trends, the latest 
merchandise and all other 
offerings at Robinsons 
Malls. It also carries a 
“letters for the discovery 
mailbag’ section, where 
readers can submit 
their comments and 
suggestions in exchange 
for free giveaways. 

SINGCITY! was the pilot 
marketing campaign of 
Suzhou INCITY Plaza and 
combined conventional 
and new media. It was a 
large-scale talent search 
that attracted over 2,000 
participants and spanned 
three months, during 
which average daily 
customer flow rose by 
20%. Making the best of all 
media outlets, SINGCITY! 
broke new ground by using 
social media as a platform 
to not only promote these 
events, but engage with its 
customers. 
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Advertising Alternative 
Revenue

Australia’s Most 
Talented Retailers!
Waverley Gardens 
Shopping Centre
Melbourne, Australia

Come Play in the 
Garden
Wintergarden
Brisbane, Australia

Love Food, Love 
Mega
SM Megamall
Mandaluyong City, 
Philippines

Multi Media Olympic 
Campaign
Macquarie Centre
North Ryde, Australia

Management Company/
Owner: Mirvac

Management Company: 
Industry Superannuation 
Property Trust 
Owner: Jones Lang 
LaSalle

Owner/Management 
Company: AMP Capital 
Shopping Centres

After research revealed 
that customers of Waverly 
Garden Shopping Center 
lacked pride in their 
neighborhood mall, 
Waverly came up with 
a plan to engage them, 
and Flash Mob Dance 
was started. The center’s 
fresh food retailers were 
invited to participate in 
the flash mob, which was 
broadcasted on YouTube. 
The event was a viral 
success and Waverly 
Garden’s cashed in and 
turned the one-time 
event into an on-going, 
innovative campaign. 

After a major 
redevelopment, a strategic 
marketing campaign, 
‘Come Play in the Garden’, 
was developed to launch 
the new Wintergarden, 
aimed at increasing 
awareness, generating 
sales and driving traffic. 
The creative and unique 
campaign used imagery 
from the surrounding area 
and the striking façade of 
Wintergarden, and was 
promoted through outdoor 
and print advertising, 
visual merchandising 
treatments, street media 
and online promotion all 
of which reinforced the 
innovative concept.

SM Megamall ran a dining 
campaign to further 
promote its positioning, 
“Endless Shopping, 
Endless Discoveries”. 
The campaign included 
promotions and discounts 
to the mall’s tenants 
and also tapped into 
social media, with a blog 
revealing the endless 
dining discovering at  
SM Megamall. 

AMP Capital Shopping 
Centres identified the 
2012 London Olympics 
as a potential attraction 
for their customers and 
partnered with Visa to 
become a sponsor of the 
games. By doing so, they 
were able to connect 
with customers in an 
environment where they 
could build brand loyalty 
and engage customers. 
They utilised social media 
sites as well as mobile 
apps to deliver an online 
element to further engage 
customers. 

GOLD



Business- 
to-Business

Consumer 
Connections
AMP Capital Shopping 
Centres
Sydney, Australia

Inspiring Moments 

AMP Capital Shopping 
Centres
Sydney, Australia

Leasing 
Communications
Highpoint Shopping 
Centre
Maribyrnong, Australia 

Community Market 
You Can Call Your Own
SM Marketmall Dasmariñas
Dasmariñas City, 
Philippines

2011 Annual Retailer 
Trade Event
Stockland
Sydney, Australia

Management Company: 
GPT, GWSCF, Highpoint 
Property Group 
Owner: The GPT Group

Management Company: 
SM Prime Holdings 
Owner: Shopping Center 
Management Corporation

AMP Capital Shopping 
Centres released a 
leading research report—
Consumer Connections—
which provided an informed 
snapshot of the true state of 
Australian shopping habits.
Consumer Connections 
offered tangible advice to 
over 4,000 stakeholders, 
including retailers, 
investors, developers and 
property owners on how 
to best cater to the new 
shopper. The high quality 
report, containing advice 
and best-practice case 
studies, was disseminated 
to media and key 
stakeholders, cementing 
AMPCSC’s position as an 
industry thought leader. 

“Inspiring Moments” was 
an internal engagement 
program designed to 
improve customer service 
and was successfully 
implemented across all of 
AMP’s shopping centers. 
Through employee 
workshops and reward 
programs, AMP trained 
their staff in 24 centers  
to not engage customers, 
but make them feel at 
home when visiting one  
of AMP’s malls.

In 2011, Highpoint 
Shopping Centre 
commenced a significant 
development that 
enhanced its position 
as one of Australia’s 
premier shopping 
destinations. With an 
aim to attract retailers, 
the leasing collateral 
needed to resonate. 
Highpoint unveiled an 
integrated collection of 
traditional and digital 
leasing materials for the 
development, including 
a leasing magazine, 
microsite and iPad 
technology.

SM Supermalls brought 
a local public market to 
malls with opening of 
SM Marketmall, “The 
Community Market You 
Can Call Your Own”. 
Housed in a modern 
multistory building, it is 
the first public-private 
partnership between 
the city government 
and SM Supermalls and 
offers local and imported 
products, affordable 
fresh produce, fast food 
restaurants and service 
retailers under one roof.  

In October 2010, Stockland 
unveiled plans to hold 
a tade event for three 
major redevelopments 
to raise awareness of 
the leasing opportunities 
at Stockland’s centers. 
The creative platform, 
“Surprisingly Stockland” 
supported Stockland’s 
goals and strengthened 
their brand. 
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INSPIRE 
 

Ayala Land, Inc.
Makati City, Philippines

ANZAC Day 
Commemorative 
Campaign
Bayfair Shopping Centre
Mount Maunganui, 
Tauranga, New Zealand 

Life’s  a Beach 
 

Bayside Shopping Centre
Frankston, Australia

Ready Set Go...Run 
Around Australia 

CFSGAM Shopping 
Centres
Australia

Management Company:  
AMP Capital Shopping 
Centres Owner: AMP 
Capital Shopping 
Centres and Tower Property 
Nominees

Management Company:  
Colonial First State Global 
Asset Management
Owner: CFS Retail 
Property Trust Group

Management Company:  
CFS Retail Property Trust 
Group 
Owner: Colonial First State 
Global Asset Management 

Ayala Malls pioneered a 
campaign to establish more 
meaningful engagement with 
its customers, with shoppers 
taking a more proactive 
role in charitable causes, 
going beyond donations. 
The aptly named “inspire” 
campaign aimed to generate 
awareness and ignite the 
spirit of volunteerism. 
Through a partnership with 
six foundations, Ayala Malls 
hosted a series of events, 
including concerts and 
volunteer stations to truly 
inspire customers to do 
more.

The ANZAC Day 
Commemorative 
Campaign was 
implemented by Bayfair 
Shopping Centre to 
engage the community in  
recognising, remembering 
and giving thanks  to 
those who served in 
military operations. The 
campaign provided those 
who experienced times 
of war the opportunity to 
share their recollections 
and allowed people of all 
ages to publically dedicate 
a message to a friend 
or loved one and hosted 
an exhibition to educate 
visitors.

Bayside Shopping Centre 
appealed to Frankston’s 
eco-friendly community 
with an innovative 
campaign entitled “Life’s 
A Beach”. Bayside 
utilised the striking 
sand art of international 
artist Baldrick Buckle to 
deliver an environmental 
message. Visitors were 
confronted by an ocean 
scene filled with litter 
and marine life in peril. 
The exhibit struck a chord 
with the local shoppers 
highlighting the need 
for action. Over 200,000 
customers were moved to 
action by this event. 

With insight on families, 
Colonial First State Global 
Asset Management 
created activities that 
were about giving 
shoppers more of what 
they love. “Run Around 
Australia” encouraged 
local communities to work 
together to win important 
things for their schools, as 
well as enabling them to 
win prizes for themselves 
and engage in fun 
activities.

Cause Related Marketing

SILVER



Gathering Love 
 

Chaoyang iShine City
Beijing, China 

A Healthy Earth 
Starts Here 

Knox Shopping Centre
Wantirna South, Australia

Korum Road Safety 
Drive 

Korum Mall
Thane, India

Connecting With Our 
Community 

Mirvac
Sydney, Australia 

Management Company/
Owner: Yangguang Co Ltd.

Management Company: 
AMP Capital Shopping 
Centres Pty Limited 
Owner:  Dexus, Westfield, 
AMP

Management Company/
Owner: Kalpataru Retail 
Ventures Pvt Ltd

Chaoyang iShine City 
created “Gathering Love” 
to promote the adoption 
of abandoned animals. 
Partnering with animal 
shelters around Beijing, 
this center hosted a series 
of events all focused 
on the care of animals, 
including a vegetarian 
cooking class, free 
medical consultations for 
pets and adoption days. 
 

In 2011, Knox Shopping 
Centre launched the 
largest recycling program 
in an Australian shopping 
center in an effort to 
reduce the amount of 
landfill waste. Not only 
did the center install new 
recycling bins, but trained 
all staff and retailers in 
eco-friendly policies, 
developed engagement 
programs for staff and 
customers and employed 
marketing campaigns 
to not only promote the 
center, but the importance 
of recycling.

In response to the 
increased traffic in Thane, 
a suburb of Mumbai, 
Korum Mall launched 
the Road Safety Drive 
in partnership with the 
Thane police traffic safety 
week. The event’s key 
goal was to reduce traffic 
accidents by creating road 
and safety awareness 
amongst Korum 
customers. 

For one day at Mirvac, 
employees donated a 
full day’s work to sixteen 
community organisations 
including a children’s 
hospital, a respite house 
for families in distress, 
a home for the disabled 
and more. They painted, 
repaired, weeded, stained 
and cleaned, and in some 
instances provided much 
needed furniture, toys and 
equipment. 

2012 Asia Pacific Shopping Center Awards  I  9

GOLD



Community Cash 
Giveaway
Mirvac Kawana 
Shoppingworld
Buddina, Australia

Love & Care, Our 
Santa Hong Kong
Park Central
Hong Kong

Buddy Bears Unite 

Pavilion Kuala Lumpur
Kuala Lumpur, Malaysia 

Flight For Life 

Rosebud Plaza Shopping 
Centre
Rosebud, Australia 

Christmas Village  
of Hope
SM City Cebu
Cebu City, Philippines 

Management Company/
Owner: Mirvac Real Estate 
Pty Limited

Management Company: 
Sun Hung Kai Real Estate 
Agency Limited 
Owner: Sun Hung Kai 
Properties

Owner: AmTrustee Berhad 
for Pavilion REIT
Management Company:  
Kuala Lumpur Pavilion 
Sdn Bhd

Management Company:  
Colonial First State Global 
Asset Management 
Owner: CFS Retail 
Property Trust Group

Management Company: 
SM Prime Holdings, Inc.
Owner: Shopping Center 
Management Corporation

As a center known for 
its community support, 
Kawana Shoppingworld 
thought it was timely to give 
something back, thus the 
Community Cash Giveaway 
was born. The Community 
Cash Giveaway invited local 
community groups, clubs 
and organizations on the 
Sunshine Coast to vie for 
the chance to win one of ten 
$500 donations. It was up 
to Kawana Shoppingworld 
customers to decide on 
the lucky ten winners by 
placing their receipts in the 
box of the community group 
they wished to support. The 
total of the receipts equated 
to points and the top ten 
with the most points won.

Park Central created the 
“Love & Care” campaign 
after learning that almost 
25% of children in Hong 
Kong live in low-income 
households, rarely 
enjoying the holidays. 
Expanding on a Santa 
Claus theme, the mall 
came out with a series 
of charity programs to 
benefit these children. 

Each year, Malaysian 
malls celebrate the 
national festivites with 
grand decorations and 
events. With a need to 
differentiate, Pavilion 
Kuala Lumpur became 
the host venue for the 
United Buddy Bears World 
Tour. Incorporated into 
the mall’s festivities, 147 
bears stood united to 
promote peace, friendship 
and tolerance amongst 
nations. The tour drew 
millions of local and 
international visitors 
and raked in significant 
publicity. 

Commited to raising hope 
and improving the lives 
of children living with 
cancer, Rosebud Plaza 
united its community to 
show support for a girl 
that had touched their 
hearts. An interactive 
wall of hope was erected, 
where donations could 
be made to the RedKite 
Foundation and messages 
of hope were displayed 
for all to see. In addition, 
a magnificent kite 
installation showcased the 
works of 10 local schools 
and far exceeded the goal. 

SM City Cebu created 
the Christmas Village 
of Hope to raise funds 
for the treatment of 
underprivileged pediatric 
cancer patients. The 
Christmas village occupied 
almost 800 square feet of 
the mall, where donors 
could adopt a piece of 
this magical place and 
be recognized for their 
generosity, raising  
almost $60,000. 

Cause Related Marketing



SM Mall of Asia’s 
Flores De Mayo 2012
SM Mall of Asia
Pasay City, Philippines

Rizal@150 at SM 

SM Prime Holdings, Inc.
Pasay City, Philippines 

Purple Day 

Suria KLCC
Kuala Lumpur, Malaysia

Discover the Old 
Days
Yitian Holiday Plaza
Shenzhen, China

Management Company: 
SM Prime Holdings, Inc.
Owner: Shopping Center  
Management Corporation

Management Company: 
KLCC Property Holdings 
Bhd & CBRE Global 
Investors
Owner: Suria KLCC Sdn 
Bhd

Management Company/
Owner: Shenzhen Yitian 
Group Co., Ltd. China

SM Mall of Asia, in 
partnership with 
Congregacion del 
Santisimo Nombre del 
Niño Jesus celebrated the 
Philippines cultural and 
religious beliefs for Flores 
de Mayo 2012, featuring a 
parade, live performances 
and other activities.

The Rizal@150 celebration 
was an opporunity 
for SM Malls to go 
beyond shopping and 
entertainment by 
promoting arts, culture 
and love through a 
national hero, Dr. Jose 
Rizal. Beginning in June 
2011, SM Malls hosted 
a series of exhibits, 
film screening and 
perfomances highlighting 
Dr. Rizal’s life and 
accomplishments. 

In an effort to raise 
funds and awareness for 
children with autism, Suria 
KLCC launched “Purple 
Day”, using Suria’s own 
corporate image as the 
theme. Merchandise, 
including t-shirts and 
tote bags, were sold, 
and retailers donated a 
percentage of their sales 
to the National Autistic 
Society of Malaysia.

Since reforming 33 years 
ago, Shenzen, China, a 
young city of immigrants, 
has accumulated its 
own history and Yitian 
Holiday Plaza wanted 
to pay tribute to its city. 
The center recreated a 
rthe 1970s-80s in China, 
providing a real place for 
citizens to experience, 
rather than remember the 
old days.
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A Whole New World 
 

Caneland Central
Mackay, Australia

CentralPlaza 
Lardprao LIVE! 

CentralPlaza Lardprao
Bangkok, Thailand

Grand Opening 
Celebrations 

Changi City Point
Singapore

Brand New Shopping 
Experience 

Changshu INCITY Plaza
Changshu, China

Darling Quarter 
Grand Opening 

Darling Quarter
Sydney, Australia

Management Company: 
Lend Lease 
Owner: APPF 

Management Company/
Owner: Central Pattana 
Public Company Limited

Management Company: 
Ascendas Frasers Pte Ltd 
Owner: Frasers 
Centrepoint Property 
Management Services

Management Company: 
SCP Retail Management 
Co., Ltd. 
Owner: SZITIC Commerical 
Property Co., Ltd.

Management Company: 
Lend Lease & Jones Lang 
Lasalle 
Owner: Australian Prime 
Property Fund Commercial

After a $230 million 
renovation, Caneland 
Central needed a 
marketing campaign that 
would instill local pride 
in Mackay and promote 
the breadth of Caneland’s 
retail offer. “A Whole New 
World” was created and 
featured fashion events 
staged throughout the 
center, a flash mob, 
competitions and contests. 

Having been in operation 
for 30 years, CentralPlaza 
Lardprao LIVE was 
created to launch the 
new image of the mall 
as the most inclusive 
and advanced center in 
Bangkok. Using the theme 
of transformation, the 
program gave customers 
the opportunity to  
engage with the center 
through live events  
and promotions.

To announce the opening 
of Changi City Point, 
engaging the media to 
spread the word was key. 
To further promote the 
center as the cultural 
hub of the community, 
artists created murals 
and sculptures, as well 
as inviting local students 
to perform in a hip-hop 
dance event.

To rescue leasing efforts 
for Changshu INCITY 
Plaza, a comprehensive 
repositioning plan was 
rolled out. The first part 
of the plan focused on 
exisiting tenants through 
sales promotion and 
events, while the mall 
also looked for potential 
tenants. A tenant lease 
signing cermony was held, 
as well as a re-launch 
ceremony once the mall 
had been repositioned. 

To create and build 
awareness of the new 
Darling Quarter, a vibrant 
retail and food center, The 
Playground, one of the 
most unique aspects of 
this project, was leveraged 
through a partnership with 
Nickelodeon. The targeted 
campaign showed Darling 
Quarter as a place for 
family and community. 

Grand Opening, Expansion & Renovation



Dazzling Lifestyle 
Blooms in South 
Beijing   
Fenzhongsi iShine City
Beijing, China

Introducing Korea’s 
Largest Mall-ing 
Park!
Lotte Mall Gimpo Airport
Gimpo City, Korea  

Mikiki’s Grand 
Opening Campaign 

Mikiki
Hong Kong

Tokyo Street  
Opens 

Pavilion Kuala Lumpur
Kuala Lumpur, Malaysia

A New Take on  
Life & Style 

Stanley Plaza
Hong Kong

Management Company: 
YangGuang Co Ltd 
Owner:  YangGuanh Col 
Ltd and GIC

Management Company: 
Lotte Asset Development 
Co. Ltd 
Owner: Lotte Group

Management Company: 
Sun Hung Kai Real Estate 
Agency Limited
Owner: Sun Hung Kai 
Properties Ltd

Management Company: 
Kuala Lumpur Pavilion 
Sdn Bhd 
Owner: AmTrustee Berhad 
for Pavilion REIT

Management Company: 
The Link Management 
Limited 
Owner: The Link REIT

After a year-long 
renovation, Fenzhongsi 
iShine City held a grand 
opening celebration in 
July 2011. Three months 
prior, the center re-
opened for business and 
launched a campaign that 
differentiated the center 
from the competition and 
enticed customers to visit. 

The Lotte Group, 
well known in South 
Korea for its luxury 
department stores and 
discount hypermarkets, 
confectionary goods and 
beverage distribution, set 
out to introduce a new 
shopping environment. The 
task was to announce the 
project, The Lotte Group’s 
first large-scale shopping 
mall, and highlight the 
integrated elements of 
key anchors on what was 
formerly the parking lot of 
the international airport. 
Drawing on the airport 
theme, the entire campaign 
focused on conveying the 
retail, dining, entertainment 
and leisure offer. 

The objectives on Mikiki’s 
grand opening campaign 
was to showcase a new 
shopping hotspot with 
unique experiences for the 
customer. The marketing 
strategies were based 
on capturing people’s 
sentimental ties to the 
old Kai-Tak AIrport of the 
Sanpokong district and 
to adopt up-to-date and 
ground breaking means 
to raise attention and 
interest.

Tokyo Street, a first 
for retail in South East 
Asia, was launched in 
Pavilion Kuala Lumpur. 
The Japanese-inspired 
precinct celebrates 
food, art and culture, 
and to promote it, a 
comprehensive marketing 
plan was drawn up. An 
official opening ceremony 
was held, including 
live performances, 
demonstrations and 
contests. 

After a multimillion  dollar 
redevelopment, Stanley 
Plaza was reopened 
in November 2011 and 
was repositioned from a 
shopping center providing 
daily necessities for 
residents into a resort-
style shopping center 
welcoming both locals 
and international tourists. 
Promotional events, 
including a VIP cocktail 
launch party and pop-up 
stores, helped promote 
the newly redone center.
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Hint Hint 

AMP Capital Shopping 
Centres
Australia

Live, Work, Play 

Ayala Center Cebu
Cebu, Philippines

Ayala Malls 360 

Ayala Land, Inc.
Makati, Philippines

The Great Stiletto 
Search
Castle Towers Shopping 
Centre
Castle Hill, Australia

Management Company/
Owner:  AMP Capital 
Shopping Centres

Management Company: 
Ayala Malls - Cebu 
Holdings Inc. 
Owner: Cebu Holding Inc.

Management Company: 
AMP Capital Shopping 
Centres
Owner:  AMP Capital 
Property Portfolio Limited

Management Company/
Owner: QIC Global Real 
Estate 

AMP Capital Shopping 
Centre’s “Hint Hint” 
Facebook application 
enabled customers to 
create a personalized 
video to send to their loved 
ones to give them a hint 
to their holiday wish list. 
Not only did Facebook 
activity increase with 
19,000 videos uploaded, 
but AMP got its customers 
to engage with the AMP 
brand like never before.

Ayala Center Cebu, with 
its inclination to trail blaze 
in retail management, 
embarked on a four-level 
expansion and introduced 
new cosmopolitan 
shopping in Ceba. 
Through “Live, Work, 
Play”, a digital promotion 
through Facebook, Ayala 
Center Cebu achieved 
its marketing goals of 
building excitement and 
buzz by letting participants 
race to piece together a 
puzzle that revealed the 
mall’s new facade. 

Ayala Malls 360 
was launched as a 
comprehensive digital 
marketing program 
that intended to inform 
and engage shoppers. 
Its integrated approach 
combines online, social, 
mobile and onground 
marketing into a seamless 
campaign and provides a 
new platform to reach out 
to customers.

A social media campaign 
was developed as part of 
the 2012 Autmumn Winter 
Fashion launch at Castle 
Towers Shopping Centre 
to add value to the overall 
marketing initiative, drive 
customer traffic online 
and in-center, as well 
as stimulate sales in the 
footwear category. “The 
Great Stiletto Search” 
sent customers on a 
hunt through the mall 
for hidden heels while 
promoting the event via 
social media. 

Digital Media

SILVER



Toy to the World at 
Harbour City
Harbour City
Hong Kong

Building 
Communities Online
Inorbit, Malad
Mumbai, India

$8 Lunch Deal 

Macquarie Centre
North Ryde, Australia

2012 Digital Strategy 

Melbourne Central
Melbourne, Australia 

Management Company: 
The Wharf (Holidays) 
Limited 
Owner: Harbour City 
Estates Limited

Management Company/
Owner: Inorbit Malls 
(India) Pvt. Ltd.

Management Company: 
AMP Capital Shopping 
Centres
Owner:  AMP Capital Trust 
& WestArt Trust

Management Company/
Owner: The GPT Group 

Harbour City has taken 
it upon itself to blaze a 
trail in creativity for the 
Christmas season, and 
they partnered with Hong 
Kong Disneyland and Toy 
Story for a remarkable 
Christmas installation. 
The promotion included a 
tremendous social media 
program and covers 
major platforms such 
as Facebook, Tencent, 
Sina Weibo, Twitter, and 
Instagram. 

The mobile revolution in 
India has led to a prolific 
rise in Indians using social 
networking sites on their 
phones, and as a result, it 
has become increasingly 
important for shopping 
centers to communicate 
with customers via 
mobile. Inorbit launched 
their Facebook and 
Twitter pages with the 
aim of communicating 
and establishing a 
2-way conversation 
with customers, while 
promoting mall events, 
activities and promotions. 

Mobile marketing is 
a key component of 
any campaign, as it 
focuses on customer 
aquisition, engagement 
and loyalty. Macquarie 
Centre delivered the $8 
Lunch Deal campaign via 
mediums that resonated 
with the target audience, 
including Facebook, 
smart phones, online and 
e-communications. The 
use of this media gave 
customers the ability to 
share the promotions with 
friends, and as a result, 
Macquarie Centre was 
able to increase its target 
market catchment. 

In order to acquire 
new shoppers and 
communicate with them, 
Melbourne Central 
developed a targeted 
digital communications 
strategy that gives the 
center a unique point of 
difference. A series of 
campaigns were rolled 
out in 2012 that have had 
a significant impact and 
reitereated the center’s 
status as a leader in the 
digital sphere. 
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Mikiki e-Shopperience 
Campaign
Mikiki
Hong Kong

Advantageclub -  
QR Code integration
Mirvac
Sydney, Australia

Opening of PopCorn  

PopCorn
Hong Kong

SM Supermalls 
iButterfly Hunt
SM Supermalls, Shopping 
Center Management Corp.
Pasay City, Philippines

Management Company: 
Sun Hung Kai Real Estate 
Agency Limited
Owner: Sun Hung Kai 
Properties

Management Company/
Owner: MTR Corporation 
Ltd.

Mikiki faced some 
challenges upon its opening 
in 2011 and was looking 
to initiate an innovative 
marketing strategy to 
build high awareness and 
capture young people. 
They came up with an 
integrated campaign, 
“e-Shopperience”, 
combining four strategies 
to reach, act, convert and 
engage shoppers across 
digital platforms. The 
campaign included a viral 
video series, a new website, 
a mobile promotions, a 
virtual dressing room and  
a Facebook video app. 

Mirvac was the first 
shopping center company 
in Australia to introduce 
QR codes. This initiative, 
launched in repsonse to 
Google Analytics research 
that highlighted significant 
growth in customers 
accessing Mirvac’s website 
via smartphones, was 
integrated into the already 
established Advantageclub 
loyalty program. 

PopCorn, a new mall in 
Hong Kong, wanted to 
reach the youth of the 
city and knew that digital 
media was the key. The 
center developed a mobile 
game app, a YouTube 
channel and a Facebook 
page, driving brand 
awareness and creating an 
online community. 

To take advantage of the 
fast growing smartphone 
market in the Philippines, 
eight SM Supermalls 
filled the virtual reality 
sky with SM iButterfly, a 
mobile app that makes 
use of augmented reality, 
GPS and motion sensor 
technology. It engages 
and rewards customers 
in a fun and interactive 
way through their mobile 
phones. By catching 
the augmented reality 
butterflies, customers 
are rewarded with various 
prizes, such as instant 
freebies, purchase add-
ons and discounts. 

Digital Media

GOLD



Treasure Trackers: 
My Stockland App
Stockland
Sydney, Australia 

Facebook Party 

Stockland Merrylands
Merrylands, Australia

Terminal21 
Campaign
Terminal21
Bangkok, Thailand 

Shoppe Abundantly 

The Shoppes at Marina 
Bay Sands
Singapore

Management Company/
Owner: Stockland

Management Company: 
L&H Retail Management 
Co., Ltd.Owner: L&H 
Property Co.,Ltd.

Management Company: 
Marina Bay Sands PTE LTD
Owner: Las Vegas Sands 
Corporation

Stockland faced a unique 
challenge to bring their 
value and convenience 
positioning to life. 
Recognising the dynamic 
retail landscape and 
growth of mobile, the My 
Stockland iPhone app was 
developed. Connecting 
online and offline shopping 
experiences, the app 
provided access to key 
center information and 
enhanced features such 
as a shopping list and 
discount calculator. 
To launch the app, the 
center created “Treasure 
Trackers”, a location-based 
game that allowed players 
to track, grab and win gift 
card prizes. 

Stockland Merrylands 
helds its first ever 
exclusive Facebook 
party, where customers 
were invited to attend a 
three-hour sales event, 
through Facebook. Two 
hours before the event 
commenced, secret sales 
were published to the 
center’s Facebook page 
and shoppers who used 
the phone to check-in got 
the inside scoop. 

After Thailand faced a 
major flooding crisis, 
Terminal 21 wanted to 
provide an outlet for its 
customers to express and 
share stories of happier 
times.  Through the mall’s 
Facebook page, customers 
were able to post pictures 
and stories, and interact 
with each other. Within 
3 months, Terminal 21 
became the number one 
shopping center facebook 
page in Thailand.

The Shoppes at Marina 
Bay Sands launched a 
social media campaign 
that amplified their 
“Shoppe Abundantly” 
marketing initiative during 
the Chinese New Year to 
influence visitation and 
drive traffic. The center 
achieved over 8,000 
new Facebook fans and 
successfully promoted 
in-mall events and 
other activites via social 
networking. 

Shoppe  
Festively
The Shoppes at  
Marina Bay Sands
Singapore 

Management Company:  
Marina Bay Sands PTE LTD
Owner: Las Vegas Sands 
Corporation

In order to capitalize on 
the Christmas season, 
The Shoppes at Marina 
Bay Sands turned to the 
power of social media. 
The “Shoppe Festively” 
campaign was integrated 
into the center’s Facebook 
page in order to engage 
customers in the 
“Shop, Swipe and Win” 
promotion.
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OutsTOWNding 

Alabang Town Center
Muntinlupa, Philippines

Balik Cebu 

Ayala Center Cebu
Cebu, Philippines 

Style Origin 

Ayala Land Inc.
Makati, Philippines

EAT Dining Festival 

Ayala Land Inc.
Makati City, Philippines

Management Company: 
Ayala Land, Inc.
Owner: Alabang 
Commercial Corporation

Management Company:  
Ayala Malls- Cebu 
Holdings Inc. 
Owner: Cebu holdings Inc.

In 2011, Alabang Town 
Center embarked on a 
public relations campaign 
“OutsTOWNding” to 
mitigate the disruption 
caused by redevelopment, 
as well as engage and 
rally ATC’s loyalists and 
influence them to see 
these changes positively, 
ensuring that Alabang 
Town Center’s treasured 
community will not feel 
alienated and keep their 
loyal support for their 
mall.

The feast of Sinulog in 
January brings in more 
than two million tourists 
and Balikbayans to Cebu 
yearly. Through the Balik 
Cebu Program, Ayala 
Center Cebu (ACC) aimed 
to give a warm welcome 
home and unparalleled 
Cebu experience to the 
Balikbayans by giving them 
the VIP treatment that they 
deserve. It created goodwill 
and positive publicity 
for the mall among 
tourism stakeholders. 
Furthermore, the Balik 
Cebu program cemented 
ACC as a major catalyst in 
promoting Cebu as a top 
tourism destination.

“Style Origin” was a three-
month publicity campaign 
that brought local talent to 
Ayala Land Malls, unifying 
fashion, music and design, 
conveying the message 
that style begins at Ayala. 
Through a partnership 
with the newspaper, The 
Phililpine Star, and other 
media companies, the 
campaign, which included 
events featuring local 
artists and musicians, 
generated significant 
publicity. 

A celebration of culture 
and cuisine, EAT 
Dining Festival was 
established to position 
Ayala Malls as the top 
dining destination in The 
Philippines. Leveraging its 
partnership with the Bank 
of the Philippines and the 
Philippine Star newspaper, 
the 3-day food festival was 
a huge success, featuring 
celebrity chefs and 
gourmet food.

Public Relations

GOLD



High Voltage Spring 
Summer
CFSGAM Shopping 
Centres
Australia

Icons of Style 

CFSGAM Shopping 
Centres
Australia

Pokémon 
Eco-Christmas
City Square Mall
Singapore 

Lane Four 

The Galeries
Sydney, Australia

Management Company:  
Colonial First State Global 
Asset Management 
Owner: CFS Retail 
Property Trust Group

Management Company: 
Colonial First State Global 
Asset Management 
Owner: CFS Retail 
Property Trust Group

Management Company/
Owner: City Developments 
Limited

Management Company:   
Ipoh Pty Ltd 
Owner: GIC Real Estate 
PTE LTD

Colonial First State Global 
Asset Management 
created a single program 
theme for September 
2011 and engaged an uber 
cool ambassador—Ruby 
Rose (newly appointed 
face of Maybelline New 
York). The super charged 
set of activities that 
headlined the September 
program included High 
Voltage Fashion Shows, 
a styling tour with Ruby, 
freebies each week, 
member benefits for the 
inner circle and glam 
makeovers.

Colonial First State Global 
Asset Management 
delivered a unique, 
beautiful and iconic public 
relations campaign that 
brought three centers 
together to deliver “Icons 
of Style”. The program 
included a first-ever Mad 
Men exhibition, exclusive 
runway shows, fashion 
events and workshops, 
luxury giveaways and 
access to exclusive brands 
and products. 

City Square Mall wanted to 
differentiate its Christmas 
campaign from other 
malls during the festive 
season where all other 
malls are competing 
for shopper attention. 
With the objectives of 
increasing footfall and 
maximising the publicity 
of the campaign, the 
mall embarked on a PR 
strategy to highlight 
the uniqueness of its 
Christmas campaign. 
Being Singapore’s first 
eco-mall, the mall decided 
to infuse an eco-twist into 
its Pokemon events and 
activities to create a fun 
and engaging atmosphere 
for shoppers.

Lane Four is a laneway 
public art project 
established by The 
Galeries in the heart of 
Sydney. In its flagship 
offering, Lane Four 
provides a platform for 
local and emerging talent 
to showcase their work. 
The aim of the laneway art 
project is to reinforce the 
center’s brand positioning 
as a cultural and lifestyle 
destination for art, fashion 
and music and generate 
positive publicity on an 
ongoing basis. 
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Fashion Season: 
Luxe Blooms 

ION Orchard
Singapore

Under the Dome 
Campaign 

Queen Victoria Building
Sydney, Australia

Men’s Fashion Week 
 
 
The Shoppes at Marina 
Bay Sands
Singapore

Women’s Fashion 
Week 

The Shoppes at Marina 
Bay Sands
Singapore

Management Company: 
Orchard Turn 
Developments Pte Ltd 
Owner: CapitaMalls Asia & 
Sun Hung Kai Properties 
Pte Ltd

Management Company: 
Ipoh Pty Ltd 
Owner: GIC

Management Company: 
Marina Bay Sands Pte Ltd
Owner: Las Vegas Sands 
Corporation

Management Company: 
Marina Bay Sands Pte Ltd
Owner: Las Vegas Sands 
Corporation

The months of March 
and April are important 
periods in the retail 
calendar when brands 
launch Spring collections. 
For Spring, a holistic 
communications program 
themed  “Luxe Blooms”  
was conceptualised, 
consisting of national and 
community events, fashion 
workshops, art exhibitions 
and fashion showcases, 
all of which drew attention 
locally and internationally.

QVB’s “Under the Dome” 
campaign was designed 
around the center’s iconic 
architectural feature, the 
center dome, and was 
meant to engage and 
entertain customers. The 
campaign involved a series 
of live events, including 
musical performances and 
art installations, all aimed 
at increasing awareness of 
the mall and establishing 
QVB in the competitive 
market. 

The Shoppes at Marina 
Bay Sand produced five 
days of world-class 
runway shows for 
Men’s Fashion Week. 
The events hosted 
nearly 40,000 visitors, 
including members of 
international and regional 
media, fashion buyers, 
fashionistas and VIP 
guests. 

A comprehensive 
engagement with local, 
regional and international 
fashion media put The 
Shoppes at Marina Bay 
Sands on the fashion 
map. For the first time 
outside Paris, eight 
couture collections 
and other retail events, 
including a couture gown 
exhibition, runways shows 
around the indoor canal 
and a VIP shopper night, 
all culminated in Haute 
Couture Week, surpassing 
all expectations in its 
delivery and execution.

Public Relations

GOLD
SILVER



SM and QC:  
Visions of a City 

SM City North EDSA
Quezon City, Philippines

My City, My SM,  
My Cuisine 

SM Prime Holdings, Inc.
Pasay City, Philippines

SCP Green My 
Life Environment 
Protection Campaign
SZITIC Commercial 
Property CO.,LTD
Shenzhen, China

Management Company: 
Shopping Center 
Management Corporation  
Owner: SM Prime 
Holdings, Inc.

“Visions of a City” was 
a series of events that 
highlighted the ties 
between SM City North 
EDSA and Quezon City. 
The community-centered 
public relations campaign 
featured art exhibits, 
competitions and a 
launch event for Quezon 
City Day. The campaign 
gave residents a new 
perspective on their city 
and ensured the center’s 
place in the history of this 
community. 

“My City, My SM, My 
Cusine” was a celebration 
of Philippine regional 
food that aimed to 
promote cusine as 
culture. This culinary 
road show, which made 
stops in 12 cities, 
featured a cooking 
competition, a showcase 
of heirloom recipes, 
as well as community 
cuisine highlights. 

In March, 2012, SCP along 
with its three shopping 
center brands, SCP Plaza, 
INCITY, and ONE CITY, 
launched a 2-month long 
marketing campaign of 
“Green My Life”  in 10 
cities. Through creative 
designs and events, SCP 
promoted the eco-friendly 
lifestyle to shoppers, 
improved shopper loyalty 
and increased tenant 
sales. In addition, during 
the Earth Hour event, 
the shoppers, from the 
10 cities jointly made a 
Guinness World Record 
by creating the world’s 
largest luminous painting.
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Shopping Bingo 
 

AMP Capital Shopping 
Centres 
Australia and New Zealand

The Ultimate 
80 Minute WAG 
Experience
Botany Town Centre
Auckland, New Zealand

A Galactic Christmas 
with Mr Moon 

Frasers Centrepoint Mall
Singapore

A Kicks Equal Cool 
At The Capital 

Chadstone Shopping 
Centre Chadstone, 
Australia

The $10 Lunch 
 

Chifley Plaza
Sydney, Australia

Management Company/
Owner: AMP Capital 
Shopping Centres

Management Company: 
AMP Capital Shopping 
Centres
Owner: AMP Capital 
Property Portfolio Ltd

Management Company: 
Frasers Centrepoint 
Property Management 
Services

Management Company: 
Colonial First State Global 
Asset Management
Owner: CFS Retail 
Property Trust Group/The 
Gandel Group

Management Company: 
Ipoh Management 
Services Pty Ltd  
Owner: GIC

February is traditionally 
a slow retail month, so 
AMP Capital Shopping 
Centres embarked on a 
sales driving campaign 
to generate excitement 
through better in-store 
experiences. Using 
purchase receipts, 
customers were able to 
turn their spending into 
a chance to win big with 
AMP’s “Shopping Bingo” 
promotion. 

Botany Town Centre’s 
Rugby World Cup inspired 
campaign was designed 
to take advantage of 
the national focus and 
appeal to both rugby fans 
and those looking for 
other non-rugby activity. 
“The Ultimate 80 Minute 
Wag Experience”, along 
with other promotions, 
including 80-minute 
sales days, significantly 
increased sales and 
traffic. 

Frasers Centrepoint Malls 
(FCM) adopted a different 
approach for the festive 
season by introducing Mr 
Moon to the Singapore 
audience through “A 
Galactic Christmas with 
Mr Moon’. It was fresh 
and captivating while 
retaining key elements 
of the Christmas spirit 
to increase sales and 
traffic across the 10 
malls managed by FCM. 
The campaign featured 
workshops and contests 
for kids and their families.

Chadstone invited twenty 
global street artists 
to create an exclusive 
exhibition of custom 
sneakers, “Pimp My 
Sneaker”. The campaign 
aimed to create brand 
awareness and drive 
apparel sales, particularly 
jeaneries and unisex, 
by targeting a customer 
segment of high value 
young people  within 
the trade area. Street 
artist Remi Rough acted 
as ambassador and a 
combination of unique in 
centre events, use of non-
traditional and social media 
plus online competitions.

At Chiefly Plaza, the food 
category was trading 
below the industry 
benchmark with research 
findings suggesting there 
was a lack of awareness. 
Chifley Plaza devised 
the “$10 Lunch”, where 
each retailer provided 
approximately $15 
value for $10 on three 
standard lunch offers. 
The incredibly successful 
promotion generated over 
$120,000 in direct sales, 
with several retailers 
trading at capacity during 
the redemption period.

Sales Promotion And Events



Christmas Campaign 
2011 

ELEMENTS
Hong Kong

Targeted Marketing 
Strategy 

ELEMENTS
Hong Kong

LEGOLAND 
 

Forest Hill Chase 
Shopping Centre
Melbourne, Australia

The Printed Word 
 

The Galeries
Sydney, Australia

100% Instant  
Rebate 

Gandaria City
Jakarta, Indonesia

Management Company/
Owner: MTR Corporation 
Ltd

Management Company/
Owner:  MTR Corporation 
Ltd

Management Company: 
Colonial First State Global 
Asset Management 
Owner: CFS Retail 
Property Trust

Management Company: 
Ipoh Pty Ltd 
Owner: GIC Real Estate 
PTE LTD

Management Company:  
PT Artisan Wahyu 
Owner: Pakuwon Group

In 2011, ELEMENTS 
developed a first-of-its-
kind collaboration with 
North Asia Destination 
New South Wales and 
Virgin Atlantic Airways 
to create a dramatic 
Christmas event in 
Hong Kong. Bringing in 
first-class opera singers 
performing live at the 
shopping mall was just 
a teaser. The campaign 
was followed by a large 
installation and gift 
redemptions, making this 
one of the most successful 
Christmas campaigns in 
Hong Kong, taking the 
year-on-year spending to 
a 30% growth.

In the intensely competitive 
shopping centre industry 
in Hong Kong, to 
outperform and sustain 
the growth of a luxury mall 
requires innovative ideas. 
ELEMENTS has adopted 
a three-tier targeted 
marketing strategy to 
utilize its marketing 
efforts and resources 
in a highly efficient way. 
This includes tailor-made 
promotion campaigns and 
communication strategies 
to the affluent tourist 
market and a rewarding 
loyalty scheme with a 
dedicated ambassador 
team to retain the high-
spending individuals. 

In order to engage and 
excite customer to 
visit Forest Hill Chase 
Shopping Centre’s new 
entertainment and lifestyle 
precinct, this center held 
a lego-land event that 
helped increase foot traffic 
by 18%. Customers were 
able to create their own 
lego structures and visit 
an amazing lego exhibit.

The Galeries in Sydney 
aims to reinforce its brand 
positioning as a cultural 
and lifestyle destination 
encompassing a unique 
mix of urban retail brands.  
In conjunction with the 
Christmas period, The 
Galeries implemented an 
in-center exhibition called 
“The Printed Word” which 
aimed to increase spend 
and visitation. During the 
campaign period, The 
Galeries engaged key 
partnerships with Books 
Kinokuniya and Random 
House to celebrate the  
art of reading, literature 
and books by “Bring Books 
to Life”. 

100% Instant Rebate was 
a cross trade promotional 
program designed 
exclusively for members 
of Gandaria City’s loyalty 
program. The rebate 
offer encouraged general 
sales in return for food 
and beverage vouchers. 
Through extensive 
marketing, word about 
the promotion spread 
through Jakarta and sales 
increased significantly, 
ensuring a repeat of the 
rebate program.
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Chocolate Trail  
2012
Harbour City
Hong Kong

ION Orchard’s 
Loyalty Program 
ION Orchard
Singapore

Shake Up  
Christmas Glitz 
ION Orchard
Singapore

The Link’s  Super 
Mario Christmas 
Lok Fu Plaza
Hong Kong

600-Foot Long 
Dragon Descends
Pavilion Kuala Lumpur
Kuala Lumpur, Malaysia

Management Company: 
Harbour City Estates 
Limited 
Owner: The Wharf 
(Holdings) Limited

Management Company: 
Orchard Turn 
Developments Pte Ltd 
Owner: Capitaland and 
Sun Hung Kai Properties 
Pte Ltd

Management Company: 
Orchard Turn 
Developments Pte Ltd 
Owner: Capitaland and 
Sun Hung Kai Properties 
Pte Ltd

Management Company: 
The Link 
Management Limited 
Owner: The Link Reit

Management Company: 
AmTrustee Berhad for 
Pavilion REIT  
Owner: Kuala Lumpur 
Pavilion Sdn Bhd

In 2012, Harbour 
City presented the 
3rd “Chocolate Trail” 
exhibition, transforming 
the center into a chocolate 
kingdom. Harbour City 
hosted some 20 different 
gourmet chocolate brands 
from all around the world, 
drawing in thousands of 
visitors. 

As the trendsetting icon 
for premium shopping, 
it is imperative that ION 
Orchard understands its 
shopper’s needs. With that 
in mind, a tiered shopper 
loyalty program was 
introduced to understand 
better and engage the 
mall’s widely diversified 
shopper. Hence, the ION 
rewards program was 
launched, designed to 
cultivate loyalty among 
shoppers with exclusive 
privileges and exciting 
offers.

For Christmas, it was 
crucial for ION Orchard’s 
events and promotions 
to be ground-breaking 
and stand apart from 
the clutter. A holistic 
marketing program that 
included digital activation, 
a multi-sensory Christmas 
tree with an observation 
deck, a car giveaway, 
and charity elements 
for children and wildlife, 
highlighted the mall’s 
noteworthy attributes and 
tenants, and brought buzz 
to Orchard Road.

Leveraging the largest 
portfolio of shopping 
centers in Hong Kong, 
The Link launched a 
territory-wide marketing 
campaign in 55 selected 
centers, using the Super 
Mario theme to generate 
sales and traffic. The 
campaign lasted for six 
weeks, comprising of 
different activities such 
as Asia’s largest Super 
Mario Collection Museum, 
the city’s first-ever 
Super Mario Wii Game 
Competition and sales 
redemption of limited 
Super Mario Capsule Toys.

2012 was the Year of the 
Dragon and malls were 
competing to present 
the  Dragon  as the 
Chinese New Year festival 
highlight. With a need to 
differentiate, a Dragon 
Festival was presented. 
A majestic 600-foot long 
Dragon descended from 
the sky and declared as 
the longest Dragon in 
Malaysia, the Dragon 
Festival was a huge 
success. Mall traffic 
increased by 16%.

Sales Promotion And Events

SOCIAL MEDIA

SPECIAL

DISTINCTION 



Passion For Park 
 
Post Office Square
Brisbane, Australia

QVB Christmas 
Campaign
Queen Victoria Building
Sydney, Australia

The Virtual Change 
Room
Robina Town Centre
Robina, Australia

October is for Kids at 
SM Supermalls!
SM Supermalls
Pasay City, Philippines

Shopwise  
Christmas 2011
Stockland
Sydney, Australia

Management Company: 
Colonial First State Global 
Asset Management 
Owner: CFS Retail 
Property Trust Group

Management Company:  
Ipoh Pty Ltd 
Owner: GIC

Management Company/
Owner: QIC Global Real 
Estate

Post Office Square’s 
“Lunch on the Green”  
harnessed the local 
communities passion for 
its park by proudly and 
loudly claiming it as its 
own and celebrating its re-
opening after Brisbane’s 
Occupy Movement ruined 
much of it, encouraging 
customers to enjoy the 
green space once again 
with fantastic food, offers 
and entertainment. 

For the 2011 Christmas 
campaign, Queen 
Victoria Building aimed 
to raise awareness of 
the center’s unique gift 
and lifestyle offering 
and increase visitation 
and spend amongst the 
target audience.This 
was achieved through 
positioning the center as 
the ultimate Christmas 
shopping destination with 
several tactical elements 
including a brochures, 
events, promotions and 
the launch of the center’s 
inaugural Swarovski 
Crystal Garden—a luxury 
Santa experience like no 
other.

To capitalise on Robina 
Town Centre’s leadership 
position and to reinforce 
the center’s credentials as 
the ‘fashion authority’ on 
the Gold Coast, a campaign 
was implemented to 
support retailers by 
launching Autumn 
Winter Fashion 2012.  An 
Australian first, a ‘Virtual 
Change Room’ was set 
up to engage customers 
in-center—a high quality 
interactive display featuring 
two virtual mirrors, 
allowing customers to 
choose between 200 outfits 
from key retailers, and 
overlay them on a video  
of themselves.

SM Super Malls are not 
just for shopping, but 
serves a community 
platform for children 
and families through 
entertainment and 
education. In celebration 
of Children’s Month, SM 
Malls held a series of 
events through October 
2011, including parades 
and live perfomances. 

Partnering with two online 
media brands, Stockland 
was able to reward 
shoppers with gift cards 
and discounts, and capture 
an active online audience, 
providing a powerful 
opportunity to link the 
online experience to the 
brick and mortar centers. 
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World Record 
Summer 2011
Tai Po Mega Mall
Hong Kong

Chinese New Year  

The Shoppes at  
Marina Bay Sands
Singapore

Men’s Fashion Week 

The Shoppes at  
Marina Bay Sands
Singapore

Women’s Fashion 
Week
The Shoppes at  
Marina Bay Sands
Singapore

Haus of Denim 

wtc more
Hong Kong

Management Company: 
Kai Shing 
Management Services 
Limited 
Owner: Sun Hung Kai Real 
Estate Agency Limited

Management Company: 
Marina Bay Sands Pte Ltd 
Owner: Las Vegas Sands 
Corporation

Management Company: 
Marina Bay Sands Pte Ltd 
Owner: Las Vegas Sands 
Corporation

Management Company: 
Marina Bay Sands Pte Ltd 
Owner: Las Vegas Sands 
Corporation

Management Company: 
Sun Hung Kai Real Estate 
Agency Limited  
Owner: Sun Hung Kai 
Properties

In the face of stiffening 
competition, Tai Po 
Mega Mall successfully 
overcame the challenges 
by formulating an 
integrated summer 
promotions under the  
World Record banner. 
These included a 
breath-taking Guinness 
World Record attempt, 
attention-grabbing 
exhibition of the world’s 
smallest walking robots, 
ancient Chinese abacus, 
exotic frogs and plants, 
memorable aerospace 
collections, as well 
as local and foreign 
entertainment.

The Chinese New Year 
is a pivotal and highly 
competitive retail period, 
so The Shoppes at Marina 
Bay Sands wanted to 
capitalize on this while 
also promoting the new 
mass transit link to The 
Shoppes. The Shoppe 
Abundantly promotion 
was the perfect tie-in, 
featuring 31 days of 
activities and a limited 
edition year of the dragon 
ez-link mass transit card, 
branded by The Shoppes 
at Marina Bay Sands. 

Men’s Fashion Week 
delivered a world-class, 
five day program of 
international designers, 
which provided a platform 
for The Shoppes at Marina 
Bay Sands to build a 
strong campaign, with 
prizes to Milan and Paris, 
as well as other giveaways 
based on spending. 

Women’s Fashion Week 
at The Shoppes at 
Marina Bay Sands was 
established to raise 
awareness about this new 
retail offering, as well as 
drive traffic to the mall. 
The events included a VIP 
fashion night and a haute 
coutre exhibition. 

To differentiate itself from 
the competition, wtc more 
launched a game changing 
thematic campaign, 
targeting fashion forward 
customers. The “Haus of 
Denim” was Hong Kong’s 
first large scale denim 
gallery, showcasing 
collections donated by 
local celebrities.  The 
events also included 
workshops and fashions 
shows, effectively 
positioning  wtc more as a 
the go-to for fashion.

Sales Promotion and Events

GOLD
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DESIGN & 
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Renovation and Expansion

Charlestown Square
Charlestown, Australia
Total Retail Space: 880,000 sq. ft.
Number of Stores: 210

Qingdao iShine City
Qingdao, China
Total Retail Space: 617,641 sq. ft.
Number of Stores: 97

Paradise Park 
Bangkok, Thailand
Total Retail Space: 2,884,329 sq. ft.
Number of Stores: 765

Robina Town Centre
Robina, Australia
Total Retail Space: 1,334,316 sq. ft.
Number of Stores: 326

Owner: The GPT Group Management Company: 
YangGuang Co Ltd 
Owner: YangGuang Co Ltd and GIC

Management Company/Owner: 
Paradise Park Company Limited

Management Company/Owner: 
QIC Global Real Estate 

The expansion of Charlestown 
Square transformed it into a 
thriving community meeting place 
and focused on creating shopping 
streets instead of a traditional 
mall layout. Tapping into the 
growing needs of its surrounding 
community, the center not only 
created free and open spaces 
that incorporated  regional and 
cultural themes, but took special 
care to ensure that it reduced  
environmental impact, including 
Australia’s first-ever retail solar  
thermal cooling plant. 

The renovation of Qingdao 
iShine City gives residents a 
new experience in shopping, 
entertainment and leisure 
activites, with refined exteriors 
and interiors. The new look and 
architectural style features glass 
and aluminum walls, restructured 
walkways and naturally lit 
atriums. 

The aim of the redevelopment of 
Paradise Park was to create the 
ultimate shopping desitination 
for the residents of Bangkok. 
Inspired by a nearby park that is 
beloved by the community, the 
center chose a nature theme 
that was fully integrated into the 
architecture and interior. The new 
face of Paradise Park includes 
new flooring, ceilings, escalators, 
lighting and decorations and well 
as a new parking facility. 

The $400 million redevelopment 
of Robina Town Centre 
repositioned it as one of the 
most dynamic mix of retail, 
lifestyle, dining and entertainment 
in Australia. The renovation 
introduced major tenant anchors, 
gave the center a new façade and 
a brand new interior with soaring 
ceilings, unique chandeliers and 
accents and skylights to flood the 
center with natural light.
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New Developments

Te AWA, The Base
Hamilton, New Zealand
Total Retail Space: 854,295 sq. ft.
Number of Stores: 180

Central Plaza Chiangrai
Chiangrai, Thailand
Total Retail Space: 283,295 sq. ft.
Number of Stores: 163

Abreeza Mall
Davao City, Philippines
Total Retail Space: 452,002 sq. ft.
Number of Stores: 310

Parc 66
Jinan, China
Total Retail Space: 565,847 sq. ft.
Number of Stores: 354

Management Company: Tainui 
Property Services
Owner: Tainui Group Holdings 
Limited

Management Company/Owner: 
Central Pattana PLC.

Management Company: Ayala 
Land Inc. 
Owner: Accendo Commercial 
Corp.

Management Company/Owner: 
Shandong Hang Lung Properties 
Limited

Te AWA, or “The River” is 
an enclosed shopping mall 
developed within The Base 
shopping centre and is inspired 
by the culture of the Waikato-
Tainui tribe, which is woven 
throughout the architecture of 
the entire center. Filled with 
natural light and solar shading, 
Te AWA perfectly captures the 
essence of the indigenous tribe 
and while its state of the art 
design elements and retail and 
entertainment options fufill 
the needs of the surrounding 
community.

CentralPlaza Chiangrai, heralded 
as “The Lanna Cultural Lifestyle 
Shopping Center” is the first of 
its kind for the province and rich 
in history and cultural diversity. 
Lanna-inspired design themes 
pay tribute to the region’s 
indigenous aesthetics, while 
the shopping complex itself 
characterizes modern comforts 
with accessibility, functionality, 
convenience and entertainment. 
The layout is clear and simple, 
so the customer can navigate 
through the project with ease. And 
every storefront enjoys maximum 
visibility for its frontage assuring 
tenants the very best promotional 
opportunities.

The first Ayala Land Inc. 
development and the only 
suburban resort lifestyle 
destination in the region, Abreeza 
has raised the bar for the design 
of local commercial buildings 
and has redefined the dining, 
entertainment, and shopping 
experience of the Dabawenyos. 
The name Abreeza is a play on the 
word “breeze,” underscoring the 
design intent to maximize the use 
of open outdoor spaces and create 
a casual, relaxed, and refreshing 
resort-like environment.

Parc 66 is a striking new landmark 
for Hong Kong, located on the 
‘Golden Avenue’ at the center of 
one of the city’s fastest growing 
districts. Reflecting the region’s 
natural beauty in its design, 
Parc 66 takes its theme from the 
surrounding lakes and springs, 
embodying a fluid design with 
its undulating roofs, green 
spaces, curved façades and 
water themed interior design. 
The mall has been designed to 
use LED light for energy saving 
and its comprehensive recycling 
and recovery program  treats and 
supplies recycled water for non-
drinking purposes. The cutting 
edge technology and timeless 
design brings vibrancy and caters 
for a new level of luxury to the city’s 
increasingly affluent community.
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Chadstone West
Chadstone, Australia 

Lok Fu Plaza
Lok Fu Plaza Eco Terrace
Hong Kong

Shanghai ifc
Shanghai, China

Chadstone
Qees Conquer Fashion Festival 
Chadstone, Australia

CentralWorld
CentralWorld Reopening
Bangkok, Thailand

The International Council of Shopping Center’s annual “Best-of-the-Best” VIVA Awards honors and recognizes 
the most outstanding examples of shopping center marketing, design and development, sustainability and 
community service worldwide. Gold winners from all regional competitions are automatically entered to win.   
For more information on the “Best-of-the-Best” VIVA Awards program, or any of the regional Award 
Programs, please visit www.icsc.org/globalawards.

 ICSC Congratulates the 2012  
VIVA Award Honorees from Asia Pacific

Design and Development Honorees

Marketing Honorees

In May 2012 at ReCon Las Vegas the ICSC announced the International Winners of the 2012 Viva Awards, the ultimate distinction. All of the 
previous years regional Gold award winners were judged by a panel of industry professionals to determine the best of the best globally.

In 2012 two Design and Development Honorees and three Marketing Honorees from Asia Pacific where recognized for excellence in the VIVA Awards.

All 2012 Gold Winners will automatically qualify for entry into the 2013 VIVA Awards Programme.



International Council of Shopping Centers
1221 Avenue of the Americas
New York, New York  10020
USA

ICSC Asia
138 Cecil Street 
#08-02 Cecil Court
Singapore 069538
Tel: +65 6532 3722
Fax: +65 6532 7355
Email: info@icsc.org.sg
 
ICSC China
Room 2950, 29F Block C
Central International Trade Center 6A
Jianguomenwai Avenue
Chaoyang District
Beijing 100022
People’s Republic of China
Tel: +86 10 6563 9988
Fax: +86 10 5221 4616
Email: sxu@icsc.org



SRE Zhabei Mixed-Use Concept
Shanghai, China

MIXED-USE
 A NEW WORLD OF RETAIL

For decades, RTKL has charted a bold course for retail design. 
As a new world emerges, performance matters most and 
mixed-use urbanism offers a limitless horizon of possibilities. 
RTKL takes you there.


