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Social Media

How Madison Marquette Uses Social Media to Support Leasing

By William R. Wilburn, Editor

LOT OF INK HAS BEEN SPILLED documenting the
Aways shopping center marketers can use

social media to connect with the center’s
customers, or B2C marketing, but what about the cen-
ter’s other customers, the ones who pay the rent?
JONESREPORT Plus talked to Kurt Ivey, SVP marketing
and corporate communications, Madison Marquette, to
learn how his firm has marshaled social media
resources for B2B marketing that attracts new tenants

to their properties.
Madison Marquette a
Washington, DC-based
investor, developer and opera-
tor of retail and retail mixed-use
red estate throughout the Unit-
ed Sates, has deployed the
usua suspects — Linkedin,
Facebook and Twitter — to
atract and educate prospective
tenants, but they’ve dso used
omelessobviouschanndslike
Craigdig and Yep.

Facebook Petitions

Setting up a Facebook
page to engage the community
is pretty much standard proce-
dure for shopping centers these
days butit candso beaway to
develop alig of potentid ten-
ants and uses for a project as
well as away to get a desred
retailer’s  atention. When
Madison Marquette was trying
to build retailer interest in Uni-
vergty Mdl in Chapd Hill,
NC, they used the project's
Facebook page to document
potentia shopper and commu-
nity interest in the project.

The Facebook page

described the project, we-
comed the community and
acked potentid shoppers whet
typeof retailersthey would like
to see a Universty Mal.
“Once we acquired feedback
from thet initid conversation
withfolksinthecommunity via
socid media, wecould takethat
information to retallersand say,
‘Look we have 500 fans in a
very upscde community,
ground-up development,
household income of $1.38,000.
They have specificaly request-
ed youto beapart of thisdeve-

opment,’” sayslvey.

“In addition to the typica
ways of reeching retalers, thet
has given usgenuine grassroots
data to go to realers with.
Everybody reads the typica
market research dudies and dl
the trade area andyss. That's
dl gredt, but once you get in a
conversgtion with people both
a alocd levd on the ground
and via socid media, it
becomesnat only red, but doc-
umentable, and you can share
that with retallers,” he adds.

Madison Marquette Retail Network
In 2009, Madison Mar-
quette launched the Madison
Marquette Retall Network, an
onlinecommunity for retail ten-
ants in the company’s nationd
portfolio of nearly 100 proper-
ties. The firg-of-itskind com-
munity brings tenants together
with eech other and with Madi-
son  Marquette’'s  in-house
experts in retal operations.
Essntidly, the Network is a
Linkedin community for retail-
ers that features expert support
in dl aress of retaling, indud-
ing dore design, merchandis
ing, human  resources,
marketing and accounting.
“We are primarily focused
on locd tenants and chainsthat
do not have franchise support
sarvices” sys Ivey. Tenants
can post quedions and share
their experiencesand best prac-
tices. Madison Marquette's
team of inthouse experts and
consultants will guide discus-
sons and provide their own
indghts and best practices as
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Key Takeaways

*Social/Mobile/Digital Media has gone ~ ¥#
mainstream and should be an §
important component of your overall
B2b and B2C communications
program.

+It's not one size fits all. Develop a
strategy and define metrics for
success.

* Social Media is a commitment and
yrou must be engaged and constant.
he ongoing dialog drives the success

+Just when you think you've figured it
out, it all changes again... So don'tbe [(§S8
afraid to try new things.

Social Media and Leasing

Continued from page 1

wel as post rdevatt atides
and rescarch from externd
SOUrces.

Advertising on Craigslist

One way Madison Mar-
Quette reeches mom and pop
retalersin amarket isto adver-
tise the gpace on Cragdis.
They ue ared edae applica
tion cdled Postlets
(Wwww.postletscom) to cregte
ads for regiond retal space
avalable a a given center and
post images of the space

“We ve had some pretty good
successwith thet from potentia
refalers” lvey says. “Weve
only donethree or four centers,
but we' ve crested Six or seven
deds and severd of thosehave
turned permanent.”

Madison Marquette has
used Yep (www.yep.com),
the dte that lets customers
review busnessss, to help ca+
vass for potentid tenants.
When they were redeveloping
Universty Mdl their leesng
team vidted Ydp to compile
ligsof Chape Hill’stop 15rec-
ommended businesss in cate-
goriessuch asrestaurants. They
cregted a map overlay of the
restaurants and usd it to help
their leesing team focus on the
market.

“We actudly spoke to
eech of thoseretallers about the
opportunity to expand into Uni-
versty Mal,” Ivey notes.
“That, in tun, led to mainly
temporary deds, but a lot of
retailer interest and alot of dia-
loguethat we otherwisewould-
n't have had, because unless
you have alot of people onthe
ground in each maket you

can't harvest that data fast
enough. Socid media has been
ared bendfit from that pergoec-
tive

“Udng Yedpand Craigdist
alowed usto be more efficiert,
to broaden our reech andto cre-
ate that conversation with
retallers” Ivey continues. “We
could go into aretailer and say,
“We noticed you were number
oneontheYdpliginyour cat-
egory and we'd like to tak to
you gbout coming to our shop-
ping center.” All of a sudden
you have darted an amazing
conversation. A lot of times
they don’t even know they're
rated on Yelp.”

Leveraging Print

Madison Marquette has
ds0 leveraged Places maga
zine, its corporate marketing
piece, with Paces
megazine.com. Whiletheprirt-
ed piece showcasing the
company’ sexpertisein leasing,
management, development,
red edatetaxes, etc., ill mekes
the rounds of indudry trede
shows, they repurpose the arti-
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Madison Marquette' s University Mall in Chapel Hill, e
NC, launched a Facebook petition drive to support e e e
bringing American Appare to the center. Ina month, e e N W
nearly 600 resdents had sgned the petition and e B B S R

mejor local media outlets had covered the effort. s LT T D

white pgpers and blogs to de-
vate and maintain the corporate
brand.

The company has aso
usad Twitter to establish itsdlf
a a ource of bregking red
edae news. By poding news
they found out about on their
Twitter account they have
attracted 905 followersranging
from naiond media to key
retalers

In addition to posting
Y ouTube videos of events and
adtivities of Adbury Park, NJ,
where Madison Marquette is
redeveloping 1.2 miles of
oceanfront, the company dso
postsaleasng video. Ivey says
some people who ignore CDs
about aproject will open alink
toaYouTube video.

“The beauty of socid
media is that, depending on
your needs for any given proj-

ect, you can reech into alarge
menu of opportunities thet can

be talored to the specific

issug” Ivey points out.” If one
of our projects is fully leased

and trucking right dong, we're
probably not going to use some
of the outreech tools we would

use a a project that is not as
well lessed. We would use
more of the maintenancethings
as opposed to the canvassing

toals. If it sanew development,
we're going to sep back and
redly try to engage the com-

munity to figure out whet the
needs are before we even go to

theretalers

“One of the things we dl

need to recognize is that socid

media can't and shouldn't be
your silver bullet,” he cautions.
“It can be used to support awell

thought out, multi-tiered

gpproach, and it gives you

some gregt data points, red-
time information that can be
shared with retailers.

“The socid media land-
scgpe is changing so quickly,
there are dways new things to
do. A lot of them ae vey
cever. A lot of them, usd
properly, can get the atention
of apotertid retailer or apoten-
tid dient much more quickly,
because it's a different way of
thinking and a different way of
goproaching it.

“We're jugt scratching the
aurface on how this is used
from a leasng <standpoint.
WEe retrying to reach peoplein
a norHraditiond way. These
different tools — whether it's
Cragdig, Ydp, Linkedin or
Facebook — dlow us to do
thet and cut through alot of the
clutter out there” lvey con
dudes m
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