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We’re COHN, a brand marketing agency founded in retail real estate.

You’ll be hard-pressed to find an agency as experienced or knowledgeable in shopping center, marketplace and retail real
estate marketing as COHN.

Established in 2000 by retail real estate veteran Jeff Cohn, our agency sees the world from your unique perspective—with
more than 20 years of retail real estate experience throughout North America. We speak your language, and we have a
deep understanding of how to engage and activate consumers at your properties and across your digital footprint. You
create places people love. We create brands people remember.
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OUR COMMITMENT TO YOU

Nimble.

The world of marketing moves
fast, which means we do too.
We make decisions based on
strategies, not tactics, which
allows for fluidity.

One-stop Shop.

Brand interactions — no matter
where or how the interactions
happen — are what gets our
creative juices flowing. We have
built our agency with subject
matter experts who can take on
the full marketing funnel as well
as collaborate seamlessly

with partners.
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What You
Need In An
Agency.

An Extension.
COHN will become an extension of

° your culture, team and mission to
help bring your vision to life.

Passion.

We are stoked about this
project, and we can’t wait to
dive in and know it, love it
and live it like you do.

Extensive Expertise.

We have worked for over 23 years
providing brand, marketing,
advertising, digital, social, PR and
other services to all sorts of retail
real estate clients.



A GOOD PARTNERSHIP IS SIMPLE

Working relationship with clients.

Actionable feedback and
revisions.

Resetting when things go off
course.

Celebrating your successes.

RESPECT

It is our job to bring something
different to the conversation.
That means we aren’t going to
be order takers, but we will
give our best all the time, every
time. Having open, productive,
creative and exploratory
discussions requires respect
and trust.

Let’s have each other’s backs.

CLARITY

Good ol’ Winston said,
“Perfection is the enemy of
progress.” It won’t always be
perfect the first time, and it’s
not possible to progress
without clear feedback. “l don’t
like it” doesn’t fuel progress. I
don’t like it because” pushes
us forward. When there is
clarity, revisions are
streamlined, and we work hard
to keep them to two rounds or
less (for the sake of everyone).
But we are committed to
getting it right, no matter what
it takes.

Let’s collaborate & have fun.
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FOUNDATION

It's why we talk on repeat
about distinction, brand, data,
strategy and a North Star.
Alignment. Shared vision. Clear
goals. These are the
foundational elements that
keep us on track.

Let’s rally around a
shared vision.

HIGH-FIVES & BEERS

Celebrating success together
is actually our favorite part of
the job. When you succeed, we
succeed.

Let’s high-five ‘til our
hands hurt.



POINT OF VIEW

Every Interaction Matters

We believe that marketing,
media and PR form a thriving,
interconnected ecosystem.
Each strategy is intertwined,
and each tactic feeds off of
another. When every
interaction is connected
under a single entity, the
results just come together
more organically and yield
stronger outcomes.
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ONE
DAYTONA

One for all.
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WORK

Client Challenge

ONE DAYTONA is one of the country’s most anticipated retail destinations to happen in a decade. With a
built-in core of Daytona 500 Speedway and NASCAR enthusiasts, the Central Florida tourist market, close
daytime-drive proximity to Jacksonville and Orlando and the ever-growing Greater Daytona Beach Area,
you couldn’t ask for a bigger retail entertainment opportunity, anywhere or anytime. But, as is often the case
with real estate, telling this story when only dirt exists is the primary challenge of marketing. ONE DAYTONA
needed an experienced partner to help articulate its brand story and messaging throughout the pre-launch
period, including marketing, website, sales collateral, and public relations tactics.
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WORK

COHN Solution

ONE DAYTONA is not just any lifestyle center—and COHN
immediately recognized this unique distinction. Only ONE
DAYTONA seamlessly blends the energizing spirit of
Daytona Beach and destination placemaking to form a new
and original gathering place. Inviting spaces, unique retail,
and a powerful collection of dining options and cinemas
create the ideal gathering spot for locals, visitors and race
fans — each of whom will take away their own unique and
invigorating experience.
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THE

SPOT THAT FULFILLS
YOUR INNER FOODIE.

ONE FOR ALL + ONEDAYTONA.COM
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WORK

Real Results

AWARENESS & ENGAGEMENT CAMPAIGN

The brand rally cry—FEEL THE ENERGY—has reverberated
through every touch point to date, giving ONE

DAYTONA's audiences a tangible feeling of what a special
place ONE DAYTONA truly is.
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Downtown
Superior

A place where people
come first.
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Client Challenge

Ranch Capital Real Estate owned a large parcel of land in Superior, Colorado, a growing community that lacked
a central hub for retail, dining and entertainment options, and it planned to develop the land into a thriving
mixed-use community located in the prosperous Boulder Valley. The site will include high-density residential,
over 800,000 square feet of commercial, hotel and retail uses in addition to over 150,000 square feet of indoor
recreation. To round out the unique offerings, office space, abundant open space and a community promenade
will position the site as a true multi-experience destination in the South Boulder Valley. But while Ranch Capital
Real Estate had a strong vision, it lacked a brand and name.
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COLORADO LIVING,

DINING, WORKING, RS

COHN Solution PLAYING AT ITS it

OWNTOWN
FINEST. Ak
+ Close to Boulder and Downtown Denver
COHN partnered with Ranch Capital Real Estate to define « Diverse residential home styles
.. . . . . + Flexible working and office space
the distinct brand and identity with a key deliverable of a s i L
project name, logo, brand identity and website for ICSC’s \ 42 acres of open space and recreation
RECon in May 2023. Through the brand discovery, COHN + Attractive lodging options

+ Within Boulder Valley School District

helped Ranch Capital define its project as “Downtown
Superior,” a new 157-acre mixed-use development
conveniently located between Denver and Boulder.

L1
ownvownsunulol com
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Real Results

Ranch Capital Real Estate has positioned Downtown
Superior with much attention garnered at RECon with
development partners in the retail, residential and
office space sectors. Next steps include developing a
strategic marketing plan to continue with the
momentum established.
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DOWNTOWN

CUPERIOR; COLORADD

AN URBAN HUB THAT'S EQUALLY INNOVATIVE.

DISTINCTLY UNIQUE HOMES.

Jhls o Supi 2%
ETLIN B 8 BCN BERLY SR
1 gl B
T3k

e

E-SELLING NOW. EXCITING NEW PLACES TO LIVE

PRI |
HOMES STARTING IN THE LOW 54003, | IN DOWNTOWN SUPERIOR.

Regritngion—

DOWNTOWN
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Regency
Centers

When you don’t have all the
answers... ask.

< Photo $)
1z

( ambusheedwithboys 324
a Dublin, California

Post

this_lovely_life_of_mine
Paid partnership with mellodyfarm
Mellody Farm

mbushecdwithboys -MONDAY- s /% Hey you guys how's
Histance learning been going? 1 know most of us have been at it for
few months now, that said | want to check in with you all. %, /'

'm not going to lic our transition was rather rough, juggling
Histance learning for two very young ones working, cleaning ete has
en extremely challenging. Back to school shopping for me was
Jough going from one store to another trying to find everything |

ead it was hard. Coupled with all the things that are incontrolable
ght now can make it 5o over whelming.

Because if that I've partnered with #persimmonplacedublin to help

A Q B © e

@ Liked by cohnmarketing and 767 others
this_lovely_life_of_mine I'm so ready for some holiday shopping
#ad

Are you all ready? | plan to do a lot of it at our local @mellodyfarm
because they have everything | need and | feel safe shopping there

A Q B © e
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Client Challenge

For over 50 years, Regency Centers has sustained a leading presence in the REIT industry, with a
growing catalog of over 415+ preeminent shopping centers and best-in-class merchants. As the
owner, operator, and developer of a national portfolio, they’re no stranger to a confluence of ideas
and innovations. But what had promised to be a strong year for retailers, grocers, and restaurants
alike, the COVID-19 pandemic derailed Regency Centers in-person experiences and urged them to
seek new opportunities with the help of COHN Marketing.
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Regency Centers f o

0 %
|_[}How was getting ready for back to
e school and work beﬂg? =054

GOALS:

) Encourage local influencers to start a

M VALF 3w
. . . . Paid partnership weth villageatiafioresta
conversation with their highly engaged, * Wast question)
tuned-in audiences to learn more about the
. #AD
current wants and needs during the . |
back-to-school season. What's been the hardest
. . One of the things they really wantec It i

e  Employ the influencer to both facilitate and % do was B sik ow'thes i e TP

moderate discussions about the joys and S s Ay ey Yoo

. . back to school. And as they have Type something ‘
challenges and everything in between that been in school. Or even if they migh ., #Villageati aFloresta

they’ve experienced during the 2023 transition. Be ranskioning from v st Keacts b

° Review responses and conversations to then
package information into a detailed report.

° Use consumer data to both support leasing
(conversation starters for dealmaking) as well as
provide current small businesses at the local
property with ideas and opportunities to better
meet their customers’ needs.




WORK

COHN Solution

With the retail landscape upending by COVID-19, and no
clear timeline for a return to normalcy, it was time to ask
our consumers: How can we help? Knowing one of the
best ways to gauge consumer sentiment is through
conversation, COHN Marketing enlisted a select group of
nationwide influencers to run a data-driven campaign
aimed at hearing directly from our current shoppers, and
then applying those valuable insights to improve Regency
Centers’ property experiences and service through the
pandemic and beyond.

Photo

emikfabian
Paid partnership with regencycenters

=Y/ Ine Gallary At Westbury Plazy

4

Qv W
. Liked by cohnmarketing and 565 others

emikfabian It's (almost) the holiday season and I'm just about as
excited as Buddy the EIf when he tried the “world’s best cup of
coffee” 4

A Q B © e
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sugarlandsara « Follow

forward and try to find normalcy for the
upcoming holiday season, | have
teamed up with @RegencyCenters to
engage our community in a listening
campaign! In an attempt to get an
accurate picture of how our local
community is shifting their shopping
habits #land experiences, | would love
for you to fill out a SUPER QUICK 5-
question survey which will take less
than one minute to complete!

As a thank you, we'll be gifting one
participant a $100 @KrogerCo gift card
(so be sure to fill out #5 if you want to
enter OR leave it blank if you'd prefer
not to)! @Your valuable insight will
have a direct impact on how our local
community businesses at The Village at
Riverstone and

sugarlandsara « Follow

View replies (1)

(S Such great

V]

information!! Thanks for sharing ¥

1w 2likes Reply

View replies (1)
g Done!
1w 2likes Reply

View replies (1)

. This is

awesome of you to do
1w 1like Reply

View replies (1)

oQv A
739 likes

OCTOBER 28, 2020

oQvY W
739 likes

TOBER 28, 2020

Add a comment... Add a comment.
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Real Results

NAMING » BRAND » MEDIA PLAN » CAMPAIGN

COHN tasked six micro-influencers, spread across the nation, to
engage their various social channels and talk directly to their
audiences and try to understand their needs. From asking about
shifting expectations, concerns about safety, and even bright
spots in the experience. Our goal was achieving customer
centricity that could lead to action, and our influencers
delivered. In total, this campaign reached 17,793 shoppers
nationwide, gathered over 7,695 responses, and lead to the
development of new leasing materials that are guided by our
data-driven, regional shopper personas.

®

<

lovestalgia - Follow

Paid partnership with villageatlafloresta
Orange, California

@ A variety of storesand )
enforcing social distancing!

v Reply

@S A community shopping o
center should focus on the

community! Diverse stores, safe
working atmosphere for workers,
customers who adhere to guidance
from CDC, and everyone offering
patience and grace while we
collectively work through this
tumultuous year!

14w Reply

R | (ove delivery V)

and curbside orders.

Qv W

877 likes
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Pena Station
NEXT

A real world smart city.
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PENA STATION :
NEXT

OPPORTUNITY
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Client Challenge

When you’re building a real estate development that will be truly cutting-edge in technology,
sustainability, clean energy and wellness, you need a website that looks and feels as state-of-the-art
as the project itself. That was the challenge facing Fulenwider, Inc., a Denver land developer that is
bringing the first “smart city” concept to North America with Pefia Station NEXT.
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COHN Solution

We started with the headline, concepting something short,
unique and audacious. COHN chose “A Real World Smart
City” because unlike other smart city concepts in Europe and
Asia, Pefla Station NEXT is a smart city “for the real world.”
Next, we tackled the hero image and opted for an embedded
3D rendered video of Pefia Station NEXT as a property,
provided by the architect. The video is hypnotizing and
illuminating on what a dynamic place Pefia Station NEXT will
be at build out.

The design is striking, playing off the ascendent peaks of
Denver International Airport and the white and blue of the
property’s logo.

ALL CONTENTS OF THIS PRESENTATION © 2023 COHN MARKETING

A PLACE FOR THE
NEXTRAORDINARY.

View Website
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https://penastationnext.com/
https://penastationnext.com/

WORK

HANGAR 61@PENA
STATION NEARS
COMPLETION

LUMINOUS WIND ART
PIECE AT DEN
DEDICATED TO
FEDERICO PENA
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Real Results

WEBSITE DESIGN + DEVELOPMENT

The primary (and essentially only meaningful) goal was to create
a platform that would reflect the cutting-edge, innovative,
state-of-the-art “cool factor” that the project itself did.

Launched in January 2023 (right on schedule),
PenaStationNext.com truly does “check all the boxes” for the
client and its target audiences. During the initial reveal to the
client, people in the room claimed they got the chills from
seeing the property vision in real life, which is one of the highest
compliments we hoped to receive.
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Phillips Edison
& Company

Grocery Focused. Retailer Centered.
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Client Challenge

Pick up a copy of Shopping Centers Today, and you’ll see a dozen ads that only show one thing: the
shopping center itself. Phillips Edison & Company, an owner of 400+ grocery-anchored shopping
centers across the country, engaged COHN to conceive a better approach.
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COHN Solution

Using custom photography and clever wordplay, “Grocery
Focused. Retailer Centered.” made grocery the hero of the
print series. The idea was to directly connect PECO
properties to the visceral beauty of grocery. The campaign
won several industry awards, including the prestigious MAXI
Award at the International Council of Shopping Centers
annual conference.

AWARDS:
> BMA Colorado - Brand Campaign
-> MAXI Gold - Marketing B2B
-> MAXI Silver - Social Media B2B
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OUR PORTFOLIO
IS ON THE RISE

GROCERY FOCUSED. RETAILER CENTERED.

It's no coincidence that we have the nation’s fastest-growing portfolio
dedicated to grocery-anchored centers. We combine our focus, energy,
expertise and resources with our fully integrated platform to maximize
the potential of each property.

We are shopping for more grocery-anchored centers.

Visit our newly redesigned website to learn how you can rise with us. /\
PHILLIPSEDISON.COM | 800.875.6585 | FOLLOWUS ©@ © ® ;ﬂ.};‘&%
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Real Results

BRAND - MEDIA PLAN » CAMPAIGN

Following the success of “Grocery Focused. Retailer Centered.”
Phillips Edison wanted to evolve the campaign and see what
else might be possible visually. Even more than making grocery
the hero, PECO wanted to make it visually stunning and truly
beautiful. The second iteration of the campaigh—“Engage the
Senses”’—relied on striking, 3D-rendered images with even
bolder headlines. Still centering on grocery, this evolution of the
original took the idea concept to new heights, and it won even
more acclaim and awards, including “Best Creative” (top overall
honors) at the 2023 BMA Fourteeners Awards.

AWARDS:
-> BMA Colorado - Brand Campaign - Best Creative
- MAXI Gold - Marketing B2B
=>  Communicator Awards - Print Advertising
- Hermes Creative Awards - Gold
=>  SIA Awards - Gold
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PHILLIPS EDISON & COMPANY

LOCAL INSIGHTS HELP OUR
PROPERTIES GROW.

We never measure our success in square feet. Instead, we take pride in
knowing and serving the kocal nuances of our 340 individual properties—
builkding relationships, trust, and partnerships at the local level Because
sowing local connections and nurturing their growth are what helps our
properties come into full bloom
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PHILLIPS EDISON & COMPANY

OUR EYES ARE WIDE OPEN
FOR GROCERY OPPORTUNITIES.

PECO has the nation's fastest-growing portfolio dedicated to grocery-
anchored centers. That's because we focus on grocery. That focus lets
us hone our energy, expertise, resources and Integrated, innovative
technology to maximize the potential of every property.

Let's meet for a Cup of Joe at ICSC RECon, at Booth S233 G Street.
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PHILLIPS EDISON & COMPANY

LIKE TWO PEAS IN A POD.

R tadl bntel Podeast at phillips ed:

PHILLIPS EDISON & COMPANY

KNOW HOW OUR TEAM GETS ALL

ead i the wver-changing retad market can be a Rodky

=
Llmma. THE COOLEST INSIGHTS?

wrging Trendis team-tasilt on 51700 PArtnerships with
fronthine irtel at our properties—keeps Philips Edson cool
and ahead of the curve. It's pretty mudh the chery on top,

Toget thescor scery-anchored canters,
itk philip sediso:
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Phillips Edison
& Company

This is my favorite spot to refuel
for the day.
Real people’ real eXperienceS. ' #GroceryRocks #PECOExperiences

Can a coffee shop be the hottest place in town because it's nexttoa
grocery store? And vice versa? Absolutely. That's why we're all about
matching up the perfect retail partners in our properties and creating

PHILLIPS EDISON & COMPANY experiences that bring consumers in and entice them to stay, shop,
spend, and connect. We love featuring our real-life customers. Follow
them on Instagram at #PECOExperiences.

See you at NY Deal Making, Booth 2641

ALL CONTENTS OF THIS PRESENTATION © 2023 COHN MARKETING phillipsedison.com | Grocery Focused. Retailer Centered. | 8009756585 | Q@O0 0 ©
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Client Challenge

As one of the nation's largest owners and operators of grocery-anchored shopping centers,
Phillips Edison & Company (PECO) has partnered with COHN for the last five years to develop
visceral print campaigns that break through the noise with clever word play and
attention-grabbing visuals. These award-winning campaigns took the industry by storm and
firmly established PECO as the leader in grocery. PECO was eager to evolve its brand even
further and entrusted COHN to once again develop an entirely new campaign, this time
focused on a more holistic mission: real shoppers’ experiences.
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COHN Solution

At its core, PECO is passionate about creating “community
centers.” Its properties feature a diverse portfolio of grocery,
restaurants, salons and other “necessities,” all in one
convenient location, so that errands become efficient and
enjoyable. COHN knew that PECO centers are a place that
people both need and want to come to, and across a
portfolio of 340+ properties, there had to be passionate
PECO shoppers willing to share their stories. Little did we
know that those shared experiences would ultimately
become the inspiration behind our next great brand
campaign.
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?‘ coffeevschai

1394 Likes

This is my favorite spot for
flower power.
#SuccessBloomsHere #PECOExperiences

Vi

You know what blooms at our grocery-anchored destinations? Just

about everything. Our experts work with retailers to help their businesses

blossom. And our properties spring to life with the most desirable
PHILLIPS EDISON & COMPANY combination of retailers, restaurants and services. We've been growing

for almost 30 years and we're always sprouting exciting new ideas

Check out our real-life customers on Instagram at #PECOExperiences.

Phillip

edison.com | Grocery Focused. Retailer Centered. | 800975.6585 | D@ OO0 @
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3,149 Likes

This is my favorite spot
for date night recipe goodies.
#GroceryRocks #PECOExperiences

Grocery-anchored centers are all we do. Our retailers appreciate the
communities we create. Our shoppers love the experiences. And we're
proud to feature our reallife customers sharing their favorite PECO

PHILLIPS EDISON & COMPANY' spots. Follow them on Instagram at #PECOExperiences.

See you at ICSC NY Deal Making, Booth 2641

phillipsedison.com | Grocery Focused. Retailer Centered. | 800.975.6585 | O © © O ®

Print Ad in Shopping Centers Today / Dec 2023
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145 Likes

s my favorite spot to
k off a healthy new year.
#GroceryStrong #PECOExperiences

Grocery-anchored centers produce success. Our 330+ properties a
filled with retailers who bring in more shoppers and offer mutiple reaso
to stay, explore and spend. Whether to stock up on healthy food

PHILLIPS EDISON & COMPANY or stop by the gym, our centers are like a wellness plar
Check out our real-life customers on Instagram at #PE

Meet us at the Red River States Conference & Deal Making,
Booth 1919,

phillipsedison.com | Grocery Focused. Retailer Centered. | 800.975.6585 | 0 @ O 0 ©®

Print Ad in Shopping Centers Today / Jan 2023

265 Likes

This is my favorite spot to play Cupid.
#GroceryLove #PECOExperiences

4

People love our grocery-anchored centers for everyd:
and picking up just the right thing for special occasions. And that's
why retailers love our centers, too. Our properties are filled with
PHILLIPS EDISON & COMPANY'  exceptional grocery stores and retailers who bring shoppers in an
average of two times per week, making us the heartbeat of the
community. Feel the love of our real-ife customers on Instagram
at #PECOExperiences.

Let's conn: SC Mid-Atlantic, Booth 1013, and

Carolinas Conference & Deal Making, Booth 406.

sedison.com | Grocery Focused. Retailer Contered. | 800.975.6585 | ® © © O ¢

Print Ad in Shopping Centers Today / Feb 2023
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Grocery Focused.

Retailer Centered.

#PECOExperiences

2023 NY Deal Making Booth Graphics
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A 52A g unapologeticallymorgs « Follow
»

Harris Teeter

g unapologeticallymorgs Sunday'’s are for
/ catching up 7 On Sundays | like to get
my life together to take on the coming
week. Today I'm planning our meals for
the week, doing laundry, and beginning to errands at my local @phillips.edison means
pack for my midweek getaway to Raleigh  to get some yummy treats. #ad « +
for the @jonasbrothers concert ‘ L1 ngtotish #cltblogger #charlotteblogger

Luckily, 1 live close to a @phillips.edison
shopping center where | can get all these
tasks done in one stop!
#PECOexperiences #hbtsp

27w

/B darcykjackson | love planning on

oQv N
“ Liked by phillips.edison and 426 others

AUGUST 1, 2019

Add a comment...

My little foodie ready to pick this week's purées!

Homemade purees have been much easier than |
expected and this little foodie makes it fun to try
new combinations. | simply love that there are so
many organic food options in a store such as
@publix brought by @phillips.edison really close to
my house. Check out my direct link in bio to see
@phillips.edison stores in your area {
#pecoexperiences #hbtsp #ad #groceries
#groceriesshopping #organicgroceries
#buyorganicfood #eatorganic #eatorganicfood
#youarewhatyoueat #fitness #fit #healthy #health
#babyfoodie #baby #breastfeedbaby #foodies
#foodiesofinstagram #breakfast #lunch #dinner
#babyboy
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Real Results

BRAND -» MEDIA PLAN » CAMPAIGN

Partnering with leading influencer management platform,
Heartbeat, our agency launched a month long nano-influencer
campaign that collected hundreds of stories under the custom
hashtag #PECOExperiences. This story-driven initiative allowed
us to zoom out and look at the unique, real experiences of our
shoppers across the nation. Using this new lens of our everyday
shoppers, COHN took the opportunity to extend this campaign
across multiple touchpoints including website integration, paid
media, leasing materials, trade shows, as well as developing
monthly print and social media advertisements.

ALL CONTENTS OF THIS PRESENTATION © 2023 COHN MARKETING
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Regency
Centers

Reaching the heart
of communities.

RETAILER NEWS | AUGUST 16, 2021

Mellody Farm Makes Top 10 Retail
Experiences List by Chain Store Age
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Client Challenge

In the face of an ever-evolving retail landscape, the quality and relevance of tenants matters
more than ever. As the largest grocery-anchored REIT, Regency Centers’ prioritizes regional
communities through placemaking and securing retailer partners are relevant to local
shoppers. While media has touted that brick and mortar retail landscape is dead, Regency
needed to build trust in communities to earn entitlements during redevelopments, garner
excitement throughout construction of new shopping centers and garner community
acceptance for retailer partners entering the market.
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COHN Solution

Whether it is a national placement sourcing Regency
Centers or leveraging a new merchant, understanding
how media cover retail is key to keep top of mind and
relevant from the first shovel hitting ground to building
foot traffic post-opening.

We scouted story opportunities from the front line,
communicating with the project’s partners; keeping
apprised of the dynamic nature of ground-up or
redevelopment pipelines; understanding how to best
align stories with regional trends/markets where projects
are situated; and keeping a keen eye on what is
happening in the practice areas and macro-industry
trends.

‘Instagrammable’ moments
While her daughter, Nicoletta, painted a free pumpkin, Laura

Butera of Mundelein said her family routinely drives into Vernon

Hills to shop and they’re impressed with the Ilatest offerings.

“Im surprised by all the modern touches, like the giant words and
wings (mural) on the wall for pictures,” she said. “The decor
makes everything a little more fun.” -Chicago Tribune Reporter, Rick

Kambic
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Regional Media Savvy

As one of the Midwest’s largest ground-up retail center
developments and one of the region’s most anticipated
shopping centers, Mellody Farms faced inherent challenges
of a prolonged phased opening that required unique
solutions. We began by actively engaging the community and

creating compelling reasons for shoppers to visit and explore,

as Mellody Farm’s experience unfolded, phase by phase.

COHN also worked with our partner to establish a sense of
shared ownership with the community and created
opportunities to be a part of shaping the outcome of the
project.

The project relied on communicating the design and
authentic experience of Mellody Farm to media and
influencers to draw foot traffic during the 15-month phased
opening period.
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Chicago Tribune .

1 A ook inside the new $200 million Mellody Farm recail centes in Vernon
Hills

Mellody Farm unveils new series of events to create experiences '

Daily Herald

Shake Shack in Vernon Hills is chain's
first with a drive-up window

Vernon Hills' Mellody Farm touted as
evolution in retailing i

“Hendy said even the buildings have
meaning.” An unclaimed building next to
HomeGoods was partially constructed with
bricks taken from a 110-year-old road in
Hinsdale. “What we wanted was for when
people walk on the property they wouldn’t
know if it was brand new or 100 years old.”

West Elm joins roster of
merchants at Mellody Farm
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REBUSINESS
ONLINE

Reg io na I M ed ia Sawy URBANIZE Regency Centers Selects

While we rely on proactive outreach and not solely on
releases, we often work in concert with project engineers,
merchants and partners to announce updates or create
news such as a signage photo opp or securing a
high-profile partner.

In this case Urbanspace focused on painting a picture on
what is to come by highlighting its approach to working with
“the most talented chefs in Los Angeles and providing them
with the ultimate stage to do what they do best
serve—delicious food, beverages and theater with this great
new destination in Culver City.”
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LDS ANGELES

T [ Irbanspace to Operate
Culver Public Market to Break Eubnc Ma‘iket in

Ground in Fall 2018 City, California

The long-awaited project will replace two vacant lots at Washington |

and Centinela.

f.os Angeles Times

They can’t all be Grand Central Market: Does L..A. have too
many food halls?

oy 12, 20 The Best Source of News. Culture, Lifestyle for Culver City, Mar Vista, Def Rey. Palws avd West Los Angeles

Culver Public Market Construction Begins with
Culver Theatre Neon ?1 Restoration

@ connect california

Urbanspace Makes California Debut at Regency’s Culver

success for artisans, entrepreneurs, and chefs, which aligns with the project’s n;

Urbanspace’s first entry into California.

=
The LA Deal Sheet

June 12, 2018 |

New York-based Urbanspace will operate the Rege
Market project in Culver City.




Regency Centers

Social Dialogue - Authentic
conversations to help facilitate a
“new normal” for retail.
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Regency Centers

SOLUTION

We asked influencers to...

° Create Instagram stories with a call-out for
audience engagement.

° Questions revolve around shopping habits, pain
points and current expectations from retailers
and grocers during the COVID pandemic.

° Integrate conversation-starters asking what
shoppers look for in a community center.

RESULTS

) 2,296 quality engagements - DMs, comments,
poll responses, shares (11%!). 21,391 impressions
and a total reach of 17,600.

° Initial “back-to-school” test was so valuable to the

leasing team and small businesses at this
particular location that we expanded the program
to 10 more locations to engage in social
dialogues around Holiday 2023.

“What has been the hardest thing for you
as you prepared for back-to-school?”

“ kalliepacker

Getting motivated

@»- kansas.spousta

Balancing it all while
trying to bring a sense
of normalcy to my family

Reply

Q.‘. stefanie913

Finding time for
myself and quality
time with the kids.

Reply

@ beautyandallthat

Helping them stay
motivated as weeks go
by, and the balance of
my work and me-time

. yegotjs

Balancing work, my
school, her school,
selling my house, and
staying active

Reply

0 babufrik

Our son s in a daycare.
Tough decisions, but we
cut parents from the
social bubble for it.

Reply

q; riohnson2208

New to homeschool (I
was a teacher but it's
different) figuring out
the right materials

12112
@ mauigir

Balancing everything-
school home work...

® jesstwinmom

All of it!

Reply

‘ hellomicki

Balance, being
organized, choosing
what/how to do with
preschooler

Reply

@ catiemartinez

Working from home
and homeschooling

Reply

pretti_licious

Cleaning

~qr
i ooxbrenxoo

Teaching remotely &
helping my own 3 kids w/
remote learning,working
til midnight etc

Reply

%ﬁ lauramilette

Waiting to hear what
school would look like.

Reply

” amoreenabrown

Keeping my 5 yo
engaged in the work.

O superdieps

Juggling 3 kids and 3
different classes
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Regency Centers

lovestalgia
@ Paid partnership with villageatlafloresta
Orange, California

873 likes

lovestalgia (#AD) Happy Sunday friends! | know it's been a
month or maybe more for some of us since school has
started.

“How can a local community center help families?

6h  Reply

‘& Reply to somedayilllearn

@ beezer78 Mask requirements and

enforcement. Employed wearing masks at all
times. Cart cleaning. Curbside pickup/bring to
your car in a designated parking space.

Reply

Q eiserman.jen Safety is BIG! Also, with little kids

(I don't want to being them in stores), curbside
pickup has been SO helpful!

Reply

~#3 the.real.la.mama | think one stop shopping is

key now. Bri going together quality and variety
of stores so | don’t have to anywhere else. Also
safety knowing the stores are doing their best
to keep the area clean. @

Reply

yegotjs Having mor delivery or drive up
options. Most of the time if | need to go
shopping and delivery options are not
available, | go very early in the morning if | have
to take my daughter with me to minimize being
around so many people.

3d Reply

What do you now look for in a shopping center?”

clsnows | look for unique stores that have
things at better prices or better quality then
big box and that fulfill a specific need. Also
variety where | can park once and knock out a
few things on the “to-do" list

Heply

adrian_and_gabriela Definitely curbside
pickup. My 3 year old doesn’t do great w Mask
and it's a huge life saver having that option.
When | do go in to shop, | will only shop at
stores that require masks and social
distancing.

D

{eply

bnmama3 Drive up or maybe a two hour
window for just moms to shop. Honestly it’s
hard getting anywhere with DL

Reply

Q mauigirl2112 Taking the guidelines of social
-

distancing, and making others wear their
masks!!

My husband does all the grocery shopping
because we have a 4 year old an twin 2 year
olds! My twins don't understand and can't
keep them on.

Reply

48



Old Town
Lafayette

Peer success is my success.
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Client Challenge

Old Town Lafayette is a small, tight-knit community of artists, entrepreneurs, advocates and passionately
loyal residents all mixing together in one downtown district. After years of declining sales and the lasting
impact of a global pandemic, it was time to take a more organized approach to unifying the businesses and
getting them the marketing support they needed. The challenge, however, was marketing a destination that
doesn’t want to feel like it's being marketed. This campaign needed to ring true to the organic, artisan vibe
of the community and steer clear of any signs of perfection. It couldn’t feel too planned or purposeful, and
most importantly, the people of Lafayette needed to stay at the heart of the project.
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RESEARCH AND STAKEHOLDER OUTREACH

To get to the core of the community, we conducted interviews and
surveys with over 60 local businesses spanning retail, experiential,
professional services and hospitality to ensure everyone in the district
who wanted to be heard had an opportunity to voice its ideas,
opinions and concerns.

Research Findings:
° Business owners felt disconnected from one another.

° The physical location included “dead zones” that impeded
visitors from further exploration.

° “Artist/Artisan/Art” felt too “contrived” as a descriptor for the
community.

° Inclusion and focus on the Hispanic community was critical.

° Owners wanted visitors to have impromptu, unexpected and
unplanned experiences throughout the downtown.
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COHN Solution

We always start with an overarching insight to guide our
strategy. In this case, it was simple: interconnectivity.

This fueled our strategic approach to focus on:
> Lean into the impromptu, spontaneous, welcoming and
unexpected spirit

> Fuel collaborations between businesses, residents,
local artists and the greater community

-> Pursue happiness as a lifestyle
Facilitate wayfinding and exploration

-> Prioritize the people of Lafayette
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DIGITAL INTERCONNECTIVITY

Despite its stronghold as a unique downtown community, Old Town
Lafayette never had an online presence that was dedicated to the
businesses, events or experiences possible there. To help boost
awareness and begin telling the story of its uncommon streets,
COHN launched two social channels from scratch in June 2023
and grew followers (REAL, authentic followers) from O to 1,000+ in a
few short weeks. These accounts included a variety of franchised
content initiatives, such as “shoppable shows” that allowed
business owners to share their passion and inspiration behind their
businesses, paired experiences between different merchants, and
a bird’s-eye view of the district to help visualize how all the
businesses are interconnected.

Additionally, we recommended building out an ADA-compliant
website that could serve as a central hub of information for all Old
Town Lafayette happenings, such as a business directory, an
events calendar, a trails map, a walking tour and a historical
overview of the city. Together, these online entities brought the
vision of community under one brand.

ALL CONTENTS OF THIS PRESENTATION © 2023 COHN MARKETING

< oldtownlafayette ()
L0
37 1,148 234
Posts Followers  Following
Old Town Lafayette

Shopping District

Lafayette’s creative, diverse and eclectic downtown
that's home to a wide range of local shops, galleries,
eateries & more. #oldtownlafayettecolorado
linktr.ee/oldtownlafayette

Followed by taylorkathrynbriz, bettymartin2

and 15 others

Following v Message v

Community Services Shop Art

Here in Old Town Lafayette, we believe the best
memories start with an impromptu journey.

Old Town Lafayette embraces discovery and diversity to create a place like no other. At
every corner of our district, you'll find a new sight to see and a new path to explore. 6 53
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EXPERIENTIAL INTERCONNECTIVITY

Old Town Lafayette is a multifaceted destination, so we wanted to get
people out and exploring. Using merchant feedback, brand attributes
and some global trends, including “people miss spontaneous activities”
and “nostalgic comforts are expected to rise,” we worked to create a
uniquely Lafayette experiential campaign:

Project Hopscotch: O/d Town Lafayette is a place to slow down and
just embrace whatever you happen to stumble upon, from alley art to
potlucks to spontaneous live music. You don’t need a plan. You don’t

even need to know where you’re going. Just hop, skip and jump from
spot to spot.

The integrated campaign merges wayfinding, nostalgic activities, a
local charitable component, a passport initiative and unified in-store
marketing materials to encourage natural exploration and impromptu
discoveries throughout the district.
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Ten locally-designed hopscotches will be printed on sidewalk clings
and dispersed throughout the community to “surprise and delight”
guests as well as encourage movement through the district.
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PROJECT HOPSCOTCH CONTINUED...

As the first-of-its-kind event in Lafayette, Project Hopscotch relied on
the participation and promotion from multiple entities and
stakeholders. To ensure this marketing effort truly rooted within the
community, our team engaged the city government, the arts
commission, business owners, library and public school staff
members, local ambassadors and influencers to help spread the
word.

Components of this promotion included:

e A custom map design of the downtown to encourage
exploration
Reusable shopping bags printed with the illustrative map
Posters and flyers distributed throughout various city locations
Press release distribution and regular postings to NextDoor
“Hop, Skip & Jump” content series, which paired different
merchants and businesses to create one, uniquely Old Town
Lafayette experience
° Local scholarship donated to a Lafayette high school student

pursuing a career in the arts
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Fill your days,

7
fuel your memories OXNIOIS
You don't need a plan, You don't need a destination
Just hop, skip and jump through downtown and see A0
ON (e

where life takes you with Project Hopscotch

Here's how to join in on the fun:

1. Pick up a map from 2. Visit all 10 3. Scan the GR code at
g local P courses  each course. For every

or download at: around Old Town code scanned, $1 will

HopscotchLafayette.com Lafayette from b'donmalowa!usa

Sept15-Oct15
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Real Results

AWARENESS & ENGAGEMENT CAMPAIGN

COHN installed 10 hopscotch sidewalk clings around Old
Town Lafayette that were designed by various local artists.
Each cling had a QR code on it, and for each QR code
scanned, a $1 donation was made toward a local student
pursuing a career in the arts. The community raised $1,640
from September 15 to October 15, 2023. COHN secured
earned media placements in The Denver Post, Colorado
Hometown Weekly, Daily Camera and Macaroni Kid. Our
landing page had over 3,000 visitors in the four-week
period.
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lay instantly.
» 'Iyrwnnousyndfunformm
play no matter how old we were.”
Chaudhari's hopscoteh courses have |
now become a little more detalled.
For the first time, Old Town Lafayette

SO0 Yyvd vianivy
OML 804 HOL0DSdOH

“0ZN3Iwoo

HOPSCOTCH FOR TWO
RAYUELA PARA DOS




We stand ready and excited to be your

long-term partner for excellence.
Together, we will deliver meaningful results.

Chris Thomas / Creative Director / chris@cohnmarketing.com CQ N o~



