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Meet Peter

Peter Terpak

Group Marketing & PR Director 
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Meet Nivy Centrum

Bratislava, Slovakia

Home to 250+ stores

Part of HB Reavis Portfolio

Mixed use complex
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Competition
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Competing visuals
Impossible to distinguish between brands
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Starting point
Process insights

B2B Branding used during 
development phase

Based on monochrome logomark 

Brand not defined beyond logomark

Not variable, hard to read and apply

Not reflecting the value proposition 
of the project for B2C purposes 

Insufficient potential to express tonality 
and functions of the project that we 
need to present to our customers
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Our needs
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STANICA NIVY PERSONALITY

YOUNG DYNAMIC URBAN INCLUSIVE
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ARCHETYPES
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ARCHETYPE CAREGIVER

To care for and protect others

CHARACTERISTICS

caring 
maternal
nurturing
selfless
generous
compassionate

MARKETING NICHE

Help people care for themselves, 
serve the public through health 
care, education or aid programs.
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IDENTITY STRUCTURE

Brand Proposal

ORGANIC ELEMENTS TEXTURES VOIDS COLOURS
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TEXTURES – URBAN GREEN STYLE
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COLOR MOODBOARD
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COLOR PALETTE
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ORGANIC ELEMENTS
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VOIDS IN FUNCTIONAL SHAPES
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Final result
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No Logo Test
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Audiofiles
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Competition - after comparison
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Omnichannel
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Brand embedded in all channels



Web & App  
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Social Media
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Merch
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Brand performance survey - 
App users results

4,2x
More likely to have 
your shopping place 
on top of mind

2,6x
More likely to be the 
first place customers 
visits when they shop

3,1x
More likely to spend 
most of their money at 
your shopping place
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05/2021 11/2021

Communication Awareness - Prompted
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Mall app Website E-commerce Social Media

- Downloads
- Registered users
- Active app users
- Engaged app users
- Active mall visitors
- Inactive app users
- Inactive mall visitors
- Uninstall rate
- Unregistered and 

inactive users
- Unregistered and active 

users
- Tiers penetration & 

avg.time spent
- Campaigns open rate
- Visits based on 

campaign
- Redeemed prize rate
- Churn rate
- Lifetime value
- Consent & permission 

acceptance rate
- Generated footfall

- Unique visitors
- Returning visitors?
- Avg. session 

duration
- Pages per session
- Bounce rate
- Organic traffic
- Direct traffic
- Offers, events 

click/open rate
- Newsletter 

subscriptions
- App installs
- Generated footfall

- Total sales
- Conversion rate
- Cost per 

conversion
- ROAS
- ROI
- LTV
- Sales attributed to 

marketing
- Returning customer 

rate
- Average order 

value
- Offline purchases
- Unique visitors
- Generated footfall

- Fans/Followers
- Post reach
- Post engagement 

rate
- CTR
- Cost per Link Click
- Cost per 

Engagement
- Response rate
- Ad Recall Lift Rate
- Spend
- Generated footfall

Digital Comms

- Reach
- Traffic to web/app
- CTR
- CPC
- CPA / CPI
- CAC
- Ad recall rate
- Newsletter sign-up 

rate
- Email open rate
- Email click rate
- Generated footfall

Footfall

- Frequency of 
visits

- Returning visitors
- One-off visit
- Dwell time
- Relevancy of visit
- Active visitors
- Churn rate
- Share of footfall 

amongst 
Bratislava’s 
shopping malls

- Generated 
footfall by source

- Impact on 
turnover

Data



Awards

Finalist of ECSP Design Awards for new shopping centers 2nd place for Mobile App.

2nd place for Storytelling.

3rd place for B2B communications at DCA.



What’s next 
for Nivy?







Key takeaways

Branding is a worthy investment as it can increase 
memorability and increase performance of the mall

Standing out and being consistent is key to 
successful shopping center marketing

Branding is what can turn a place - a shopping 
center, into a community center everyone 
knows and loves

Focus on distinctiveness

Don’t be afraid to stand out

Not many shopping centers put effort into branding, 
which is a huge missed opportunity.



What’s next for 
the industry?

In terms of branding, what do you think shopping 
centers are doing/not doing now, that we should see 

more in the future?

Any new useful trends and practices?

Bonus Question. 
Anyone can participate in answering. ✋󰜲󰜮



Q&A Time!🎤
(don’t be shy)





Sustainability
 In this session we will discuss the importance of sustainability for the retail 
property sector, what it means for shopping places, what we can already 
measure and improve, and how technology can help us to do so.

Digital infrastructure / tech stack
In this discussion we will take a closer look at the modern retail property industry. 
We will define what is the required digital infrastructure for a shopping center 
today and will showcase  some technologies already in use.

Digital customer experiences
n this meeting we will give an overview of customer behaviour trends in 2023 
and recommendations on how shopping places can adapt to offer the best 
experience.

In-store technologies
Most shopping happens offline, but technology is becoming more and more 
embedded in the customer experience. In this meeting we will present what leading 
retailers are doing and how can shopping places can support this transition.

Main topics for 2023 program

Below we have outlined the four main topics we aim to focus on in each of our fixed meetings 
throughout the year. We will keep one or two spots open to address any other relevant issues 
that may come up at a later stage.
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Thank you for 
attending!

Stay tuned for more. 👇
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