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Awarded to the best marketing initiative 
directed to a business audience rather 
than consumers. This category aims 
to recognise and reward innovative 
and creative B2B marketing initiatives 
that achieve the greatest return on 
investment for landlords, supporting 
its specific strategy through targeted 
and tailored activity. This includes 
but not limited to letting marketing 
campaigns (advertising campaigns, 
PR  campaigns), campaigns targeting 
existing tenants, marketing initiatives 
aiming to raise asset/landlord profile 
within the industry (exhibitions, 
conferences, PR campaigns etc.

BUSINESS-TO-BUSINESS MARKETING

Manchester Arndale
Talking Shop

Manchester Arndale launched Talking Shop in February 2015, to address declining 
retailer attendance in the centre’s sector meetings.  The event served to launch 
the year’s marketing calendar to retailers, providing the chance for retailers to 
speak with the centre team, receive a review of the year and hear updates on key 
operational matters. 

In order to be innovative and attract retailers to attend, the event was given a 
creative twist with enticing branding, refreshments and a life-size marketing 
calendar, delivered with the help of a celebrity host. M
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The event was well 
thought through with a 

consultation beforehand 
to maximise attendance. It 
was professional and the 
attendance of a celebrity 
host fitted with the 
centre’s image/aspirations.

RESULTS
47% of retailers 

engaged in centre 

Large increases in core 
centre events off back of 

activity



Ocean Terminal Shopping Centre, Edinburgh
The Hub: Innovative Retail Space

Ocean Terminal reinvented retailing with this facilitation hub.  This overarching 
brand created a virtuous circle of make, create, wear and sustain, all within the 
platform of social enterprise and social inclusion. 

The Creative Hub delivered micro-manufacturing using recycled machinery; 
incubation space supporting 134 Brands, listed paint shed converted to artist studio 
and exhibition space and Air B and B space for Photography collaboration. 

£200,000 of Landlord costs were offset to redefine 12,000 sq ft of space with £81k 
of PR elevating Ocean Terminal’s profile in delivering sustainable, innovative and 
socially responsible space beyond anything comparable on the high street or online.

This award recognises an innovative 
marketing activity/campaign created 
from a partnership between your centre 
and a not for profit organisation. It 
should have mutually agreed objectives 
and benefit both parties. The activity 
should be clearly linked to your wider 
marketing objectives and also your 
business’ CSR strategies and/or 
policies.

CAUSE RELATED MARKETING
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RESULTS
13 new business 

partnerships

ROI of 476%

A genuinely creative idea 
that was thought through 
and delivered seemingly 
without compromise. 
The very nature of the 
investment in ‘The Hub’ is 
all about creativity.



Royal Victoria Place
Victoria At 21

This community inspired art project was commissioned to commemorate the 
21st birthday of Royal Victoria Place and its links with the town’s royal heritage. In 
keeping with the centre’s royal namesake, this innovative 18 month community art 
project was undertaken to create a giant photo-mosaic portrait of Queen Victoria.

The final artwork is now on permanent public display at the centre and features 
over 3,500 photographs created by local school children at educational workshops 
and submitted online by the public. It enabled the centre to engage with a wide 
range of ages creating a legacy artwork benefiting the local community.
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Weston Favell Shopping Centre
Weston Favell’s Movie Hub

Working with the lottery-funded organisation Reelscape Community, the Movie Hub at 
Weston Favell was the first operational film studio in a UK shopping centre, enabling 
400 kids with challenging lives to work on the pre-production of a film for UK cinema 
whilst generating over £80,000 of PR.

Approaching its 40th anniversary, Weston Favell was about to embark on a major 
redevelopment project. To celebrate four decades of being the hub of the community 
and generate positive interaction during the refurbishment, they engaged with 
disadvantaged young people, creating a legacy for the centre and the area for perhaps 
another 40 years….. A
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RESULTS
Engaged with 24 local 

schools

5000 photo entries

75,000 PR value

+39% increase in unique 
web visits

Impeccable implementation 
and delivery of a campaign 

over a concerted period of 
time. The centre team clearly 
put a considerable amount of 
thought into the planning of 
this campaign in terms of the 
artist selection, customer 
engagement and grand reveal 
activity which were all very 
well delivered.

RESULTS
£83,162 achieved in PR 

AVE

£40,900 additional funds 
secured

400 participants vs. 100 target

Now a permanent tenant 
in centre

The team created a clear brand 
proposition for the new Movie 

Hub that was efficiently used 
across all media formats to 
support this activity. The Hub 
itself was also developed in-
centre in a style that matched 
the main creative for the 
activity.



Belle Vale Shopping Centre
The BIG Little Library

Once upon a time, Belle Vale Shopping Centre and Gateacre School embarked on a 
quest to get shoppers reading! 

The team were inspired by ‘Little Libraries’ - an international phenomenon in recent 
years of free drop of points for people to share books and from this, The BIG Little 
library was born! A 910 square foot unit was magically transformed into a book 
swapping library and dynamic hub of learning, reading and events for local school 
children, residents and shoppers. 

The BIG Little Library was open for 3 months and in this time the community came 
together and changed things forever…
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Crowngate Shopping Centre
Crowngate BookBench Competition and Exhibition

An initiative with local schools, colleges and universities launched on World Book 
Day, the CrownGate BookBench Competition and Exhibition, encouraged children 
to draw their interpretations of their favourite stories. The project was incorporated 
into coursework and homework and integrated seamlessly into planned curricular 
activity.  

From 302 entries, 9 designs were selected to decorate life size 3D benches, shaped 
as open books that were displayed in the centre as an exhibition. Benches were 
decorated by winning students and unveiled to the public at a launch event, to open 
the exhibition. M
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RESULTS
3500 visitors attended vs. 

target of 1500

Over £5600 worth of PR 
AVE achieved building the 
profile of centre as part of 

community

There were a number of 
diverse activities to engage 
the school children with 
the little library concept. 
Overall, it was  a creatively 
executed event that was simple 
yet eye-catching.

RESULTS
Campaign reached 56,622 
students, achieving an ROI 

of 0:40

Footfall +5% YOY and 
Sunday footfall +8.9%YOY

This was well run 
and real ‘feel good’ 
promotion with a clear 
pathway from concept 
to delivery creating a  
legacy with the benches 
for years to come.



Awarded to the best event(s), which 
creatively engaged shoppers through 
on-site activities. This category 
assesses two main things; creativity 
of concept and proven results. Events 
are now commonplace in shopping 
centres across the UK and producing 
something ground-breaking is 
exceptionally challenging. This category 
aims to reward the best of the best in 
the events arena; events that break the 
mould and stand out with inspirational 
activity, whilst still delivering 
exceptional return on investment. The 
event may be a stand-alone project or 
part of an overall campaign.

EVENTS

Liverpool ONE
The Crossing

Liverpool ONE joined forces with Illustrious to create The Crossing – a 3D soundscape 
that celebrated the 175th Anniversary of the first Cunard transatlantic sailing. The 
recording was created in line with the city of Liverpool’s summer event focus ‘One 
Magnificent City’, the highlight being the arrival of Cunard’s ‘Three Queens.’

The Crossing captured the special relationship between Liverpool and New York by 
transporting visitors from One Magnificent City to another through sound.

It offered a unique form of enlivenment and capitalised on visitors celebrating the 
Cunard events to increase footfall, providing a backbone to the city’s focus on Cunard. A
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This is genuinely is 
something that hasn’t been 
seen before in the shopping 
centre world and should, 
for that, be rewarded for 
its alternative approach.

RESULTS
Sales increase of 13.5%

PR coverage worth £277,000

Facebook following up 4.2%

11,000 Facebook reach



Westfield
Future Fashion

To celebrate the launch of spring summer 2015, Westfield partnered with Inition 
to host Future Fashion – an immersive pop-up experience at Westfield London 
and Stratford City, which presented a brand new way of experiencing the season’s 
trends through technology. 

A series of digital fashion experiences took visitors on a journey through the 
season’s most covetable trends, denim, floral and future modern, through virtual 
reality and avatars.

“The new 4D hologram technology, product augmentation and the creation of a real 
new customer experience has raised the bar of events. Retailer engagement is also 
demonstrated to be at the higher end of the scale.

Westfield
Tongue Twister 2015

For the first time, Westfield London and Westfield Stratford City hosted a 3-day event 
that solely celebrated the food and drink offer at the centres. 

Tongue Twister, designed in partnership with Condiment Junkie, was a multi-sensory 
experience that enabled people to test how sight, smell and sound could influence 
their perceptions of taste. Through interactive experiments and games across four 
colourful, sensory rooms, Tongue Twister demonstrated how certain sounds enhance 
sweetness and how colour can impact flavour.

There were also personalised elements, foodie offers, competitions and sampling 
throughout the event period. A
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RESULTS
Achieved 2.5% retail turnover 

growth vs. 2.5% target

Increased footfall by 7.4% vs. target 
of 3%

Achieved £1.01m PR value vs. target 
of £500,000

Saw over 68,000 visitors attend 
vs. target of 50,000 

The new 4D hologram 
technology, product 
augmentation and the creation 
of a real new customer 
experience has raised the bar 
of events. Retailer engagement 
is also demonstrated to be at 
the higher end of the scale.

The execution of this idea was excellent 
from the physical delivery and theatre 

created by the event through to tenant 
engagement and participation.

RESULTS
>23,000 people attended 

the 3 day event

Footfall +7.8% YTD vs 3% target

Conversion to food and drink 
spend reached 45.5% vs 42.5% 

target

PR value of £597,000 
achieved
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Golden Square Shopping Centre
GS CollectiON Digital Fashion Campaign

The GS CollectiON - A fashion campaign with a difference, created using innovative 
life size digital screens showcasing 300 products, 75 outfits, from 30 retailers, 
lasting 3 weeks; a UK first for shopping centres.

Research identified that promoting the fashion offer at Golden Square was essential 
to target its wider affluent catchment. Fashion events helped drive footfall and sales 
for a day but GS needed a campaign to achieve long term sales in a competitive 
retail catchment. 

Over the 3-week period, footfall increased by 4.1%, 17 stores sold out of items 
featured and social media reached of over 182,000 customers.
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Golden Square Shopping Centre
GS Jungle

A place where “little monkeys” could play all summer and where families could 
relax and enjoy themselves for an hour or all day for free - welcome to the GS 
Jungle! 

Families are a key demographic for Golden Square and the largest customer group. 
To prevent leakage over the summer to competitors with a more extensive leisure 
offer, Golden Square needed an event that would create destination value and 
entertainment

To achieve this, a giant adventure playground was created increasing footfall by 
8.8% YOY and tenant sales by up to 3.3%. M

E
R

IT

Good implementation both in 
terms of retailer involvement 
and support, as well as the 
filming of the fashion show 
and the delivery within the 
centre itself..

RESULTS
£50,000 sales uplift on 

featured items

Footfall increase of 
4.1%

This was a great use of 
available space with a quality 
family event created. There 
was a good target audience 
segmentation overall too.

RESULTS
Increased Footfall by 

8.8% YOY for duration of 
the event

Retailer sales increased 
3.3% YOY



This award recognises individuals who 
have a real passion for Shopping Centre 
marketing, making an impact on the 
marketing of their shopping centre 
through creative ideas, which were well 
executed and brought results – driving 
footfall and sales and demonstrating a 
measurable return on investment. The 
award for under 5 years experience 
aims to recognise a rising star who 
has made an immediate impact within 
the industry and the award for over 5 
years experience identifies and rewards 
experience and commitment within the 
industry.

PERSONAL ACHIEVEMENT

Sterling Mills Outlet Shopping Village
Pop Up Velodrome

As part of the family focused marketing strategy, Sterling Mills brought an outdoor 
event with a difference to shoppers. 

With cycling a growing sport, Sterling Mills was the ideal location, surrounded by 
fantastic cycle routes. Encouraging shoppers and families to use their bikes and 
Sterling Mills as a destination, a weekend of free family fun was developed.  

A pop up velodrome, a pop up cycle repair shop, bikeabilty sessions, cycle rides and 
retailer offers put Sterling Mills on the map. 

A really interesting event looking to create a fun activity as well as looking at a 
wider awareness campaign with regards to cycle paths.
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A really interesting event 
looking to create a fun 
activity as well as looking 
at a wider awareness campaign 
with regards to cycle paths.

RESULTS
+8% footfall increase in the 

same week YOY vs. the target 
of 4%

Retail sales increased to 
15.6% vs. the average of 
11% in same week YOY



Anna Chrystal, Marketing Manager
Golden Square Shopping Centre
Under 5 Years Experience

Anna is extremely determined and conscientious and it is a delight to see her 
passion for not only Golden Square Shopping Centre but for maintaining a close 
relationship with retailers and to work together to support the growth of the 
shopping centre. 

Anna is relentless with her innovation around marketing trends and extremely 
focused on the success of the centre.
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Lyn Williams, Marketing Manager
Ladysmith Shopping Centre
Over 5 Years Experience

For 26 years Lyn has been a team of one, running the busy centre. Marketing was 
not her core role but seeing the need, she undertook this role and went above and 
beyond to increase footfall through events and creating clubs such as the children’s 
Dandy Club.. 

Lyn is dedicating in attracting shoppers of all ages, young, old and especially 
families all of which is good for our business. She also engages with shoppers 
and tenants regularly by producing the free centre magazine promoting different 
retailers each time. M
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A really interesting event 
looking to create a fun 

activity as well as looking 
at a wider awareness campaign 
with regards to cycle paths.

RESULTS
3.1% increase on 

footfall over 3 years

180% increase on 
retailer engagement

Lyn has absolutely demonstrated her 
commitment to the centre and engages 
well with the local community and the 
retailers collecting sales figures on 
a monthly basis.

RESULTS
Increase on local 

engagement by creating 
Dandy Club with 356 active 

members

Over 200,000 views on 
social media for one 

campaign



This category recognises the results of 
a multi-layered, innovative campaign, 
which embraces all disciplines (digital/
outdoor advertising, social media, 
events, PR etc.) of the marketing mix 
providing there is tangible evidence of 
SMART objectives and the subsequent 
results. The campaign can cover any 
area of your marketing strategy such 
as a re-brand, launch of a new centre, 
CR etc, however it must show creativity, 
ROI and raises the bar of ingenuity 
when utilising the full marketing mix.

STRATEGIC MARKETING CAMPAIGN

intu Metrocentre
Head of Fun

intu Metrocentre launched the search for Head of Fun in February 2015 to 
reconnect with younger audiences and to reinvigorate the centre’s Kids’ Club and 
their mascots, the Metrognomes, who have been entertaining shoppers for over 
20 years. The centre was finding it increasingly challenging to engage the media in 
Kids’ Club activities.

The idea was to find a child to provide specialist advice and in exchange, be 
rewarded in toys and experiences. The Heads of Fun have been an integral part 
of the marketing strategy and renewed interest in the Kids’ Club by increasing 
membership by 49% YoY. A
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RESULTS
85 applications received 

during the February half term 
launch 

Increased kids club membership by 
49% YOY

>£332,000 PR coverage achieved, 
564% above target 

ROI of 1:788

A simple concept that clearly 
generated lots of impact at the Metro 
– it was well executed and successful 
in engaging with the target audience.



Intu Properties plc
Come and Play: A playful approach 
with serious results

Christmas 2015 was a game changer for intu and maybe even the industry. Driven 
by customer insight, our campaign challenged category norms, and set a new 
precedent for shopping centres at Christmas.

It allowed intu to showcase its brand and genuine point of difference, nationally, for 
the very first time.  Powered by the strength of our regions, intu delivered a truly 
integrated campaign that packed a festive punch like never before. 

At a time of year blighted by falling footfall levels, intu saw a trend defying 3.1% 
increase in visitors to our shopping centres during this key trading period.
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Parkway Shopping, Newbury
The Parkway Summer Series

The Parkway Summer Series was designed to drive sales for tenants throughout the 
summer months - a historically difficult trading period for this outdoor scheme.

The campaign delivered direct sales of £367,187 and YOY monthly sales growth of 
15.6% for the period of the campaign.  Key to its success, was the innovative and 
accessible delivery of strong promotional offers from 88% of the schemes tenants 
combined with an onsite event strategy that really appealed to the target catchment.  

Shoppers valued the Summer Series having received great deals on brands they love 
and retailers surpassed all sales targets. A
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The intu campaign 
delivered results 

on two levels - 
commercial levels 

within the centres 
including footfall, 
dwell time and gift 
card sales and for 

the intu brand 
itself.

RESULTS
Footfall up by 3.1% (1 

million visitors)

Dwell time up by 6%

£13.2 million in giftcard sales

Brand engagement increased 
from 30% to 58%

RESULTS
Retail sales increased by 

15.6% 

Footfall increased by 5.8%

88% retailer participation vs. 
target of 65%

1600 new database data 
vs. target of 1000

Good ideas to drive footfall 
to retailers as this is an 
outdoor scheme and the tie 
in with both the BID and the 
Racecourse as partners for the 
event was good.



Bullring
Disco Bull Head

Bullring knew September 2015 would bring a new shopping centre and wanted 
to push the boundaries of visitor’s expectations, managing the flow of visitors by 
providing innovative entertainment from 7pm and entice them to increase their 
dwell time, eat and experience something they never expected.   

This strategy opened up the opportunity for Bullring to do something truly unique 
in 2015, sparking the nostalgia of the site, excite loyal and potential new customers 
and take a risk by going against expectations the rest of the city had.
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Gunwharf Quays Premium Retail Outlet
Christmas 2015: All Your Presents, Present

Christmas 2015: All Your Presents, Present was a campaign created to challenge 
the perception that outlets do not offer the range and choice needed for a primary 
Christmas shop.

Driven by insight, a multi-media campaign was executed across a 2 hour drive 
time catchment with a targeted reach of 3m, achieving 8.2m. Different channels 
were used to target three core customer Acorn groups while a change in creative 
direction switched focus from lifestyle to product and brands.

Sales for the Christmas period were +10.7% YoY resulting in the best trading 
quarter for the centre in its 15 year history. M
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RESULTS
Generated 19 pieces 
of local, national and 
international press

Social media reach of 
>345,000 interactions

A unique proposition 
to entice visitors 
and there is a logic 
to the association of 
the artwork and the 
centre. There are clear 
objectives and a strong 
rationale.

A very thoroughly planned Christmas campaign 
that attempted to break the boundaries for an 

outlet mall and create the impression that you 
can get everything you need at this centre.

RESULTS
Reach of 8.2m vs. 3m 

target

Footfall increase of 
6.2%



The Mailbox
Relaunching Birmingham 
Luxury Shopping and Lifestyle Destinations

In October 2015, after a major two-year redevelopment, the doors reopened on 
Mailbox’s stunning Urban Room and retail mall. 

With a host of luxury retail names and home to a new concept Harvey Nichols store, 
the new-look Mailbox was revealed under the creative premise Life Made Beautiful, 
and a major integrated marketing campaign was rolled-out to re-engage with 
target audiences and truly position the centre as Birmingham’s premier lifestyle 
and shopping destination.
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Westfield
We Are The London Summer 2015

Westfield launched a six week campaign titled ‘We Are The London Summer’ to 
position Westfield London and Stratford City as two of the best destinations in 
London for food, entertainment, leisure and shopping.

The campaign was designed to support food, catering and leisure retailers, drive 
centre footfall and increase dwell time. 

From 20 July to 31 August 2015 both Westfield centres executed an ‘always on’ 
calendar of events and special offers, and delivered a multifaceted marketing 
programme of advertising, PR, events and partnerships M
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RESULTS
10% increase in 

sales

45% increase in 
media coverage

A creative campaign targeted 
at the high-end fashion 
consumer with imaginative 
use of media and marketing 
materials.

RESULTS
128 retailers participated 

equating to a rate of 80%+ for 
target categories. 

Increased dwell time of 14.4% vs 
9.7% at Westfield London  and 

7.6% vs 3.8% at Westfield 
StratfordThe campaign ensured a good 

use of the a large volume of 
marketing channels to deliver 
on the objectives set inline 
with good partnerships for the 
event.



This category encompasses previous 
categories including Best Use of Digital 
Marketing, Public/Media Relations and 
Effective Advertising. Entrants into this 
category will need to demonstrate an 
effective, creative tactical campaign 
with short-term objectives and can 
focus on one or more communications 
channels. These should be optimal for 
your chosen tactical message/s and 
target audience, with judges looking 
for particular emphasis on the creative 
look and feel of the campaign.

TACTICAL MARKETING COMMUNICATIONS

Bluewater
Spin to Win

Spin to Win was an innovative, engaging, promotion supporting the strategy to open 
up the breadth of Bluewater’s dining offer to guests, while bringing theatre and 
excitement into the mall. 

This was the first time such a promotion had been run by a shopping centre 
marketing team and it proved incredibly popular, with 38,000 visitors playing it over 
the 32 days it was live in the mall.
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RESULTS
Sales up by 11%

38,000 visitors 
participated – ROI 

12:1 

The simplicity of the game 
and fantastic offers secured 
from retailer’s clearly 
encouraged people to play 
in high numbers, whilst the 
prominence of the location 
and also the engaging nature 
of the game will have 
undoubtedly created some 
additional in-centre theatre 
at the same time.



Bullring
Welcome To Grand Central

Bullring has been Birmingham’s number one city centre shopping destination for 
the last 14 years, but in September this title was facing a significant threat with the 
opening of Grand Central, anchored by John Lewis. 

Instead of an all singing and dancing campaign to compete against the launch, a 
more subtle approach was taken utilising Bullring’s existing creative and adapting it 
to showcase our anchor stores and welcome John Lewis.
 
The campaign proved to be a success with footfall up 19% YoY and sales up 14% 
YoY, far over delivering on campaign targets.
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Hammerson plc
What Do YOU Want For Christmas?

Have you ever been asked, “what do you want for Christmas?” and floundered 
around, giving no real answers? Then you are like most of us! 

This story is about how Hammerson used this simple human insight to create a 
tactical campaign that succeeded in beating all targets for Hammerson Gift Cards 
during Christmas 2015. 
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RESULTS
Footfall increase 

of 19.7% vs. targeted 
-3.5%

Sales increase of14.7% 
vs. targeted 2%

The team utilised an 
effective media strategy 
designed to target customers 
with very specific and clever 
messaging at key trigger points 
of journeys or arrival points 
in-centre.

Buy your Silverburn gift card  
today at shopsilverburn.com or at  

the Customer Service Desk  
outside Debenhams

CHOICE
WHAT A LOVELY  

GIFT TO HAVE

RESULTS
81,000 total views vs. 

40,000 target

Sales growth up 10.5%

In a period forecast to be 
down, the centre turned it 
around and delivered a great 
campaign with great results.



The Morgan Quarter
Morgan Quarter Memories

Memories are always powerful human emotions and because the Morgan Quarter 
Arcades were built in the 19th century, the centre knew that many people would 
have their own personal experiences of this historic setting. 

The aim was to reach out to the people of Cardiff and ask them to provide their 
own stories in the hope that there would be many magic moments that could be 
captured and shared.

The number of people who came forward surpassed the centre’s expectations and 
the results were surprising, emotional and captivating.
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CONGRATULATIONS TO THE WINNERS!
KEY DATES
28 June 2016
BCSC Purple Apple Winner’s Workshop
(hosted by Bewonder*, London)

29 November 2016
BCSC Rolling Apples Seminar

1 December 2016
BCSC Rolling Apples Seminar

ENTRIES OPEN

3 February 2017
Mentor Deadline Date

22 February 2017
Entry Deadline Date (excluding Personal Achievement Categories)

1 March 2017
Entry Deadline Date (for Personal Achievement Categories only)

15 - 17 March 2017
Judging Days

4 May 2017
Purple Apple Marketing Awards Dinner

Find out more information on the 2017 Purple Apple Marketing Awards

Main Sponsor:

RESULTS
25% increase in website 

visits vs 10% target

60% of retailers involved in 
the project strengthening 

relationships

A very clever tactical 
campaign that worked well with 
key third parties to deliver 
greater social media coverage 
and promotion.

https://www.revocommunity.org/events_awards/purple_apple_marketing_awards/home

