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THE WESTFIELD BRAND IN A CHANGING RETAIL WORLD
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GLOBAL MARKET MACRO TRENDS
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Retail Meltdown?

7,500 net store closures in the UK in 2018

+36% vs. 2017

Source: Deloitte



“Today’s consumer no longer goes shopping, 

but is shopping all the time and everywhere.”

Willy Kruh, Global Chair of Consumer Markets, KPMG International

Always on Access
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78% of customers prefer to shop in store

Source: ICSC study “Shopping Centers: America’s First and Foremost Marketplace”

Christopher Hanna Salon, Sydney

Return on Inspiration
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European online sales grew 11% in 2017

Source: European B2C Ecommerce Report

Digital Disruption
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87% of all UK retail sales touch a store

Source: Forrester research

Connected Retail
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33% of households consist of just 1 person

Source: Eurostat

Need for Belonging
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“The more disassociated we are from each other, the more 
we seek out an environment that fosters physical 

interactions.”
John Speck, Urban Planner,
Speck & Associates

The new Town Space



CHANGING CONSUMERS
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“We’re not competitor obsessed, 

we are customer obsessed. 

We start with what the customer 

needs, and work backwards.” 

Jeff Bezos, Founder, Amazon



5 major new consumer tribes defined by their shared mindset,
values and life stages
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Neo Families Awakened

Travellers

Aspiring

Urbanites

Second Lifers Confident

Transitionals



2019 INVESTOR DAYS 14

Multi-Generational

Balance Seeking

Adventurous

Neo Families
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Global Conversation

Local Experience Seekers

Diverse Products

Awakened Travellers
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Financial

Stability

Conscious

Consumers

Adventurous

Spirit
New

Adulthood

Aspiring Urbanites
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Optimised Ageing

Youthful

Spending Power

Second Lifers
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New Influence

Ethical

Entrepreneurial Self-Starters

Confident Transitionals



URW MARKETING IN A CHANGING
RETAIL WORLD
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Consumers shopping now with emotions rather than 

just wallets

Importance of wellness & place making

Brands as a Culture
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Sephora Playhouse, Singapore

The rise of experiential retail
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Consumers are connected, all the time, everywhere

However, consumers want deeper connections and deeper meaning 

with brands

The consumer as the channel



A stronger strategic approach to Marketing at URW
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THE WESTFIELD BRAND ROLL OUT



Our Strategy and Approach
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To create extraordinary places and experiences that connect and enrich our communities…

C R E AT E  

P L A C E

…  T H R O U G H  

O U R  B R A N D

F I N D  

R E L E VA N C E

…  B Y  K N O W I N G

O U R  C U S T O M E R S

B U I L D  

L O V E

…  B Y  C R E A T I N G

U N I Q U E  E X P E R I E N C E S



Where people can be surprised, meet, connect, shop and share memorable experiences

Our company ambition
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CREATE BETTER PLACES

REINVENT BEING TOGETHER
AND
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At the same time, we have defined our Brand Promise

WE OFFER MORE 

AT WESTF IELD

THAN THE DIGITAL WORLD CAN



Which means….
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Social magnets Connectors of people Places of sharing

Experiences

Excitement

Memories Time together One of a kind
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High profile 

events

Enhanced brand 

partnerships

Increased 

awareness & 

brand preference

Retailer 

opportunities

Grow

footfall
Improved 

services

The benefit of the Westfield Brand to our assets



The implications for September

31

1. WEBSITE

2. MOBILE APP

3. DIRECTORIES

4. WIFI

1. DIGITAL REBRANDING 2. MAJOR LAUNCH EVENT

& NEW ADVERTISING

3. NEW IN CENTRE SERVICES

2019 INVESTOR DAYS



Website screens
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Homepage Stores List Centre’s Page



iOS App
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Homepage Store List & Store Details



Digital Directories and WiFi
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Home Itinerary

Stores



The implications for September
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1. WEBSITE

2. MOBILE APP

3. DIRECTORIES

4. WIFI

1. DIGITAL REBRANDING 3. NEW IN CENTRE SERVICES2. MAJOR LAUNCH EVENT

& NEW ADVERTISING

1. NEW WESTFIELD 

CREATIVE CAMPAIGN

2. CENTRE NAME CHANGE 

TEASER CAMPAIGN

3. MAJOR MUSIC EVENT 

FOR LAUNCH
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Draft Creative Development
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Launch Event
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The implications for September
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1. WEBSITE

2. MOBILE APP

3. DIRECTORIES

4. WIFI

1. DIGITAL REBRANDING 2. MAJOR LAUNCH EVENT

& NEW ADVERTISING

1. NEW CREATIVE 

CAMPAIGN

2. CENTRE NAME CHANGE 

TEASER CAMPAIGN

3. MAJOR MUSIC EVENT 

FOR LAUNCH

3. NEW IN CENTRE SERVICES

1. NEW UNIFORMS

2. ENHANCED SERVICES

3. NEW BRANDING
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The future brand
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Creating the only Global shopping centre brand
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REBRANDING

Investment shared:

URW

JVs

Co-Owners

SAVINGS & 

EFFICIENCIES

Creative development

Media buy

Logo’s

Digital channels

GROW NRI

Improved centre 
performance

Unique positioning

Enhanced brand partner 
opportunities



THANK YOU



URW.COM
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