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Retail 1.0

retail & manufacturer

shopping mall traditional retailers push selling things powering the system mass market
consumer engagement retail, residential, consumer “pull” consumer connecting buyers, market of one
Spaces entertainment engagement sellers, and places

Retail 2.0



The “New Mall”

A place that feeds the
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Safety first but make it convenient

The store’s new role

Embrace technology

Food is the new fashion
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Become a new destination
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Retail 3.0

from product to Service

A neighbourhood where ownership is no longer as important as
access, and where services are usurping physical products



Real Estate as a Service

A plaza that provides consumers with scalable access to extended living spaces and amenities that
can be used on demand and Iin different configurations according to consumers needs.



Approach
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Utilises a user- focused approach, providing a space that offers amenities, flexibility, scalability and a sense of community
that encourages constant participation.




LIVEABILITY



Multi-
generational
families




Back to the roots

Self- fulfilment
needs

Self-

actualization:
achieving one’s
full potential,
including creative
activities

Esteem needs:

prestige and feeling of accomplishment FepEneieies

needs

Belongingness and love needs:
intimate relationships, friends

Safety needs:

security, safety Basic

Needs

Physiological needs:
food, water, warmth, rest

Maslow’s hierarchy of needs



Shared amenities City Outdoor

Garden Garden

Self- fulfilment
needs

Self-

actualization:

achieving one’s
full potential,

including creative

e i Maker’s
activities

Retail Gym Space

Esteem needs:

prestige and feeling of accomplishment Psyf,gzldosgical

Belongingness and love needs:
intimate relationships, friends

Safety needs:
security, safety

Basic
Needs

Transport

Education HUD

Health

Maslow’s hierarchy of needs

Source:https://www.urbanvillageproject.comy/


https://www.urbanvillageproject.com/

Shared amenities

Social

Self- fulfilment Spaces Health
needs

Self-

actualization:
achieving one’s
full potential,
including creative
activities

Esteem needs:

prestige and feeling of accomplishment Psy‘:;zgsgica'

Belongingness and love needs:

intimate relationships, friends Education Retal

Safety needs:

security, safety Basic

Needs
Physiological needs:
food, water, warmth, rest

Maslow’s hierarchy of needs



Seedploza

5,000 SQM

| 1,384 | 1,256 | 242 | 1,879 | 239 |
D
SUPERMARKET EDUHUB JOYHEALTH PLAY OTHERS
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Edutainment

/



Medical Hub
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Supermarket
Edutainment
Medical Hub
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Collaboration



On Demand Brands Collaboration

Plaza x Community

Messiono Dty CORNELIANI \é.‘

éat[fd«. <

IErEmmn  cveec o i QL

CII’IEITIF’IS lMAx

HUAWEI

JUNDEBERG  PATRIZIA PEPE ‘ @

R  BIRIFZAR

STOCKHOWM

MBS

GRANDMA'S HOME

adidas

D*

NAYUKI

SiSYPHE
BB BTIE

PARK BOOKS & UP CCFFEE

®. e
ZARA  #M
»@ PINKO UM

#3459 Biiio@ usnnus

GOOD FEELING FITNESS

To complement e-commerce; brands are able to drop their new product launches based on
community data and demands into the 3 anchors; creating an ever-changing content refresh within

the plaza.



Collaboration framework

Connect by Seedplaza

Product / Service Communication

ﬁ Touchpoints

BRAND

Value Proposition

TARGET CUSTOMER

Environment Behavior



Realising it’s relevance in the Pandemic

Plan, design and strategise Construction Other plazas
2019 Y2020 APR 21
‘ M >
End 2019 MAR 21

Pandemic 1st Opening



Internal ecosystem

Residential

Farm
Commercial/ industrial
Plaza

Sales Gallery

The bigger vision of the plaza will be to integrate seamlessly into the other real estate typologies of the
developer



Deep collaboration with Developer

Conventional Loop
Get a land [ # Sales
. Marketing
@ Fositioning
: Handover Brand advocate
Product Design ‘
: > Product Development
. Product Development POten t/a/S
: Check-in
Marketing ‘
Product Design

v Get a land Positioning



BANKING

LIVING/ CO-LIVING OFFICES COMMUNITY

AFTERNAUT

& the Spatial Web (Metaverse)
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