JCONES:

SEPTEMBER 2011

REPORT

High Note

DDR Has Resounding Success with Its Sing! Promation

TY’'S SING! COMPETITION, A NATIONAL VOCAL TALENT

COMPETITION DESIGNED TO SHINE THE SPOTLIGHT ON
CHOIRS, CHORUSES, GOSPEL SINGERS, GLEE CLUBS, VOCAL
GROUPS AND SOLOISTS AT 13 DDR PROPERTIES AROUND THE
COUNTRY AND IN PUERTO Rico. Now, with more than 600
entries and 150,000 votes generated, the live perform-
ance phase of the program is set to take place Septem-

I N MAY, WE REPORTED ON DEVELOPERS DIVERSIFIED REAL-

ber 10-October 8.
Becausethe promation has
been 50 successful we contact-
ed Dawvn Maie Lecklikner,
regiond vice president of shop-
ping center marketing for
DDR, toget anindder’ slook &
how the program came about.

How It Works
Beginning
April 15, contest-
ants could com-
plete an online

the Sing! website

(www.2011sing.com), and
fans can vote for their favorite
performers from October 10-
16. Onefindist will be sdected
from each center to moveonto
thefind, nationad competition.

lifetime opportunity to have a
persond coaching sesson on
the topic of ther choice with
two-time Emmy award winner
Kevin Briody, as wel as
receive $5,000 Developers
Diversfied Redty MagerCard
gift cards and a $20,000 dona
tion to the charity of ther
choice

“We redly looked a dif-
ferent aspects of the grand
prize”  Lecklikner says.
“Therés something in it for
someone cther than yoursdf —
the charitable component.

rewad for the
groupsand indi-
viduds—thegift
cad—aswdl as
the oncein-a

] Theres  the

entry form and Presented bv: v ¢ Div lifetime oppor-
uplocd an arigind esented by: Developers Diversitied Kealty wnity  thet's
audio  perform- Sing! is the brainchild of - going (o be ta-
ance of a song from the  DDR's*NextBig Thing’ com-  loredfor thefindlists They may

approved contest song it
Each of the 13 paticipaing
Developers Diversfied centers
sdected 10 semifindigts by
online popular vote as well as
two dternates identified by the
shopping center. These semifi-
naigswill peform live & their
nearest Developers Diversfied
Redlty shopping center.
During the performance
round, judges and text voting
will narrow the field to three
performances per property.
Video from the three semifind-
igs performances from each
property will be uploaded onto

mittee, a group of in-house
marketing pros who kegp an
eye on popular and industry
trends to try to come up with
cutting-edge marketing pro-
grams. The committee took
their cue from popular televi-
son shows and the success of
live performances throughout
DDR'sportfalio.

Prizes Chosen Carefully

To underscore its commit-
ment to the arts in the commu-
nities it serves, DDR chosethe
grand prize draegicdly. The
winner will receiveaonce-in-a

go into arecording sudio with
Kevin. Hemay work withthem
on songwriting. He will fly to
wherever the group or soloist
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winner is and spend the day
with them exploring whetever
is of grestest interest to them.
Heredly wantsit to bedl about
them.”

Experimenting with Social Media

Sing! was designed to
expand DDR'’ sshopping center
presence in the sodid media
arena. Until this point DDR
mdls had done very limited
marketing thet involved tex-
ting, according to Lecklikner,
0 with this promation they
wanted to build in different
media through the different
phases.

“We didn’'t have a propri-
day texting lig,” she says,
“(we have proprietary emall
lists, we have Facebook pages,
efc.) sothisisanew dement to
add in. People will be able to
text for the group or soloist they
are vating on during the live
performances and we will
invite themto opt in to our tex-
ting club.”

DDR incorporated QR
codes in a couple of ways.
They could tekefansto the vat-
ing page or to the Sing!
oveview page for a gedific
property.

The QR codes gopeared
on property sgnageandinprint
advertisng. During the voting
portion DDR gavethe perform-
es busness cards they could
digribute to their fans. QR
codeson the cardstook themto
the voting page. The groups
could put their name on the
card to ensurethet peoplevoted
for the right performer.

“We veredly learned alot

about socid media and just
how targeted it could get,”
Lecklikner says. “If you went
to a goecific group’s page you
could share that page on your
Facebook, Twitter and other
socid media You could send
your family and friendsdirectly
to your preferred entry so they
could votefor it.

“The god is to test new
media to determine how suc-
cesstul they were. Wasit across
the board? Was it in spedific
markets? What worked better?
Sing! was apafect plaformto
add to and grow throughout the
competition,” she notes.

Flexibility at Center Level

DDR huilt inflexibility for
eech property to cusomize the
program to ther market. The
investment for each property
depended on the resources they
had or the patnerships and
trade-outs they were able to
negotiate. Each marketing teeam
was chdlenged with leveraging
ther reationships within ther
market to maximize results
while minimizing the invest-
ment.

In Puerto Rico, for exam-
ple, “Puerto Rico Idol” wasjust
launching. The malls there hed
Stregt teams go out and intro-

Two-time Emmy award winner Kevin Briodly.

ducethe Sing! program to peo-
ple who were waiting to audi-
tionforthe TV show. Thestregt
teemsweretherea 4 am. tak-
ing to people.

Some centers partnered
with resaurants a ther proper-
ties who had karaoke nights,
and tgpped into those Sngers
Someworked with creativeand
peforming arts centers. Some
properties have their own
sound sydems, others are
working with radio gations to
provide them.

“For the judges” Leck-
likner notes, “the centers are
patnering with radio dations
and ats councls. We redly
want to meke sure we have
qudified people who are excit-
ing and engaging for the per-
formersto bejudged by.

“I truly believein this pro-
gram,” she says. “It'san amaz-
ing program and it's bigger
than any individud property.
It's about giving back. It's
about educating. It's about
engaging the communities
we reapart of. | can't wait until
the finds when we determine
who the grand prize winners
are. | beieve entire communi-
tieswill beworking to get votes
for ther findigts” m




