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ADVERTISING IS UNIVERSAL media that turns heads!

<eaching people when
It matters most!

The Shopping Center is one of the most dynamic environments anywhere and often
the most frequently visited destinations in communities. Universal Media gives
advertisers the perfect opportunity to “Catch shoppers when they have their credit
cards in their hands”. Shopping Center advertising allows retailers and retail
products to reach out to the mass audience in the common areas of the shopping
center.

S Universal Media has the unique
set of resources to match the
strategic marketing needs of the
shopping center - and the
shopping center advertisers.
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Overview' h - - Shopper Characteristics
r h r FISTICS S p P
« There are 114,846 shopping centers in the United States. S Opp & C ATBCETISTICS Ages 417 v v v e 93 minutes

Ages 18-24: . . . . . . . . . .. .. .. 81 minutes . . 1
« 2,690 shopping centers are over 400,000 square feet. . Ages 25-34: . . . . . . ... ... .. 79 minutes Average Expenditure per Trip by Age
. - Percent Total Mall Shoppers by Age Ages35-44: . . . ... 86 minutes $150 - $146
» 502 shopping centers are over 1 million square feet. o Ages 45-54: . . . . ... ... ... 88 miniites $141
« US shopping centers retail sales have increased from $3.63 65+ 8% 1417 2% AgesB8-B4r & i v i % i s 5 % 8 8 % o§ow @ 87 minutes
trillion in 2009 to $4.35 trillion in 2012 55-64 10% Ages 65+: . . . . . . ... oL 89 minutes si36
. . 1824 25% Average Money Spent Per Visit*
ShoppingHabits S~ OV B ey P e
. $90
« Th (w ti to be th tral theri l : l t 45-54 15% Spec1allty Stores . . . . . . . . . . ... .. 5109.91
e mall continues to be the central gathering place in almos Arichor Stares T TTmrmemes 592,80

every community. "

« 75% of all Americans visit a mall at least once a month.?

Monthly Shopping Frequency by Age* 360

@ Shopp]ng malls have become the third most frequented location 35-44 18% 25-34 22% s e T e e
for Americans, after home and work.2 Ages 12-17: . . . . . . . . . . . ... 3.7 times
. , . , . AgES 1824 & ¢ o s 5 3 5 s 3 w8 m s ® 5 8 3.2 times
« Shopping at the mall is a social experience: 81% of Americans Ages 25-34: . . . . .o 3.0 times 330
shop with someone else.* Primary Purpose of Mall Visit* Ages35-44; . . . .. .o e e e 2.9 times
» On average, shoppers visit 3.4 times per month and stay B ﬁgg: gggj """""""" gg Emgz
1 hour and 24 minutes." el Bestaurant General Shop /Browse Ages 65+ . . . . . .. . ... ... ... 3.6times Average Expenditure per Trip by

Race/Ethnicity*
Shopping Center Buying Patterns $120-

« Mallgoers enter approximately 2 stores per trip and make

purchases in at least 1 store.4 Other 14.4% $114.92

« Impulse purchases are made primarily in mall shops.?

« Shopper spending at malls per month increased from $316.80 &160 AL

in 2010 to $330.82 in 2012.1
- On average, shoppers spend $105.11 per visit and average

The Mall vs. Online Shopping’ Specific Retal

= Online shopping continues to grow but cannot compete with 15 2% $3,910 in annual expenditure at a mall.* o
malls: only 20% of Americans shop exclusively online. - 81% of shoppers make at least 1 purchase per mall trip.4 E o
« Primary reasons for shopping at the mall: the ability to try on Specific Store 28.4% « 27% of shoppers have HHI in excess of $100K and they spend o E "E
clothes and accessories (74%), the shopping experience (55%), about $155 per visit." § < ﬁ
and store variety (49%). - Browsers spend $112.09 per visit.* 341 o § .g
« Shoppers appreciate the ability to buy it and wear it today. - Destinations purchasers spend $128.36 per visit.* E :!,E 2
» Female shoppers spend slightly more than male shoppers 320

per month: $344.25 vs. $321.84."
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- - Sources: 1-1CSC, 2-Journal of Shopping Center Research, 1 1
wWww.u nlversalmed laus.com 3-Glimcher Reality Trust, 4-Alexander Babbage, Inc. www.u n|Versa|med laus.com
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Regency S quarc Shopper Characteristics?
X Regency Square has a dverse custormer base of affuent
Richmond, VA - farniles and dingles. 55X, of shoppears are marmed and
Location
208 have children under 18 at homa. They are 78%
This anclosad, two-kval mall, the promicr setall destination . . 1 mom kol 0 have a housahold Income In axcess of
........................................................................................................... hto v b o L84 Demographnc IllfOl’ll'lﬂthll $400,000 a yesr than the ackit In the Fid :
Anchor Stores S e e e o
Regency Square, cantral %o Richmond's prestigious Wes Mado 4% Formako BE%.
Macy's, Sears, and JCPemey End reddordd ndgrbarhoods, b locead stratogicaly Trade Area 2012 Richmond CBSA 2012
hhwdhmmmm ----------------------------------------------------------------------------------------------------------------------------
cormdor. This conter b e fashion headguarces for ach Population 842,173 1,271,966 Percentage of Shoppers by Age
. prosparous communiios as Wiyndham, Wolleslkoy, River Households 329,235 91738
Ma]or Stores Road, Roshire and Salsbusy. Ragancy Squara ks only 15 Average HH Income 76,7 66* $76 037 .
mirutes fom downtown or rom Richmond's south side,
This outstanding shopping mall festures a mix of highly and 20 minees bom Fcdhmond Iecrmational Arpert. IR A ey R
popular tenants including Asropast ale | Aldo,
American Eagle Outfitters, Foot Locker, Godiva Chocolatier, .
Sephora, The Bady Shap, Victoria's Secret, X0 Forever etc. General Information

This mall also offers many dining, entertainment and service Fast Facts 53k

venues, Mall Type: Super Regional Mall
Mall Owner: The Taubman Campany

Opening Date: 1975

Renovation Date: 1987

DMA: Richmaond-Petersburg #57

Address: 1420 Parham Raoad, Richmond, VA23229

S41x
4554 v

Percentage of Shoppers by Race

ODIVA

l.'f'o"C

Household Income

Regency Square Shoppers —
Richmond CBSA —

FOREVER 21

1%~

10% -
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MacArthur Center

Anchor Stores

Nordstram and the state's largest Dillard's

Major Stores

This world class shopping center offers a large variety of
tenants that have a limited presence in the entire state of
Virginia induding Dillard's Your Salon and Spa,

Johrston & Murphy and more. Along with these stores, the
mall also features a mix of today's leading retailers such &
Abercrambie & Fitch, Aeropastale, Aldo, Apple,

Banana Republic, Bebe, Brookstone, Caach, Eddie Baver,
Fossil, Gymboree, HEM, J. Crew, Nine West, Pottery Bam,
Radio Shack, Restoration Hardware, Tabots/Talbot s Petites,
Victoria's Secret and Williams-Sonama. This mall also offers
& 600 <eat food court, several restsurants such a5 California
Pizza Kitchen and Kincaid's Fish, Johmny Rockets as well &
an 18-screen dnema megaplex.
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Location

This stato-of tha-art, throo-lvel, endlosed shopping mall k&
located In southaastorn Virginka In the hoart of downtown
Norok, just a fow blocks from the Histore harbor.
MacArthur Canter Is providing new and unpeacedentad

shopping, dining and entertalnment opportunitios for the
naarly 50,000 peopie working In dowrtown offices as wal

as the ragion's #va millon tourks. This mall also offors
easy access 1o the atractive communities of Hampton

Roads via the axodiont saglonal Highwary systom.

Fast Facts

Average vishs par month 761,460
Trade area populadon 1,181,015
Number of stores 160
Ske hagft 932,000
Total rumber of ad faces a2
Shopper fvarage HH $84 452
DMVA Avorage HH §70,429

Demographic Information’
Virginia Beach
......................................... TadeAres 2012 Mook CBSANI2
Popula tion 1,181,915 1,677,004
Households 447 968 631,527
Average HH Income S71,679* $75,005
2012 Natorad Avecage HH $83 561
General Information

Mall Type: Urban/ Super Regional Mall
Mall Owner: The Taubman Company

Opening Date: 1999
DMA: Norfolk Virginia Beach Newport News 44

Address: 300 Monticelio Avenue, Norfolk, VA 23510

Shopper Characteristics?

RE% of shoppers are maried and 41% have chikieon
uncier 18 at homa. MacArthur Cortior has wide draw and

Thay asa 54% mara lkely 1o have a housahald Income
In axcess of $100,000 than the average adukt In the

Noriold'Virginka Boach DMAL
Malc 40% Formale £2%

Percentage of Shoppers by Age

&5« 13%

BMIx

55-64 145

5341%

4554 %

3544 15%

Percentage of Shoppers by Race

Whes NIX

Household Income
MacArthur Center Shoppers —

Virginia Beach-Norfolk CBSA —
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LEVEL 1

City Hall Avenue

DILLARD’S
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LEVEL 2

. DILLARD'S

NORDSTROM
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Regal
Cinemas

LEVEL 3
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