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THE CLIENT

In 2006, the City of Miami was auctioning off undeveloped
parcels and the Miami Worldcenter team saw long-term
opportunity in owning centrally -located land in the urban
core. All in all, more than 30 parcels of land were purchased
from 40+ owners over nearly a decade.

The team created a master plan that would ensure a balance
mix of uses while ushering in $100 million in privately-funded
infrastructure improvements necessary for accommodating
large-scale development in a district that was previously
undeveloped.

Years were spent engaging and educating the community
with the goal of securing public sector approvals. Dozens of
community meetings took place and the team worked with
labor groups, local businesses and neighborhood residents to
formulate agreements that would ensure the local community
benefitted from the development.

In 2014, Miami City Commission unanimously voted to
approve MiamiWo r | d ¢ eoningepaciage and master
development agreement.
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THE MARKET

As the retalil sector evolved, it became clear that the project
would be well-suited for an open-air6 hi gh st designt
comprising entertainment, dining and shopping organically
integrated within the existing Downtown Miami street grid.

Construction of Miami Worldcenter broke ground in 2016
after more than a decade of planning and preparation.

From global and national brands like citizenM, Flow, Witkoff,
and ZOM Living, to homegrown names such as the Related
Group and Comras Company, MiamiWorldcenter has enlisted
best-in class developers, design and engineering firms across
all asset cl| acgysvehgnatitp. @r eat e

Today, Miami Worldcenter is a gathering place: thousands of
residents are living in buildings towering 60 stories into the
air, foodies are fawning over dishes by Michelin-starred chef
Michael Beltran at Laurel Brasserie, 300,000 square feet of
retail has been occupied by global brands, and commuters
are accessing a host of transit options on-site.
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THE CHALLENGE

Create a clear path to Miami
Wo r | d ¢ eoningappiosal

Secure support among community
stakeholders, members of the public,
and decision makers at the City of
Miami and MiamiDade County

Manage communications around the
years-long construction process

Attract best in class brands to ensure
commercial success

Brand Miami Worldcenter as a
destination and drive foot traffic
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THAPPROACH

Publ i c Affairs

Drive the conversation and en
reporting through proactive
storylines tha frame the debgel
audi ences, and adv an cceo rteh emedses

Enlist third party project su
comfortable speaking pubilardy
who are willing to speak at p

Demonstrate mar ket demand f or
Worl dcenter I nNtends to deli ve¥

WSS ir.dent i-al ;7 hospd tal il = lksrelca-

Under scor e &t lsal pproajtecatmong el ex Lot
and demalséosn at City Hall, withs
directly to the opposition anid

MW@& prospective retailers an
Nelliifral i ze *a.pdsmi=tGisgate Iingei;"
detractarms and demonstrating?® :
positive goodwill in the &ommuask
ongoing | egal strategy



THE APPROACH

Branding & Communications

Highlight our diverse product types and infrastructure to
brand Miami Worldcenteras Mi ami 6s fir st

Align Miami Worldcenter with Brightline, positioning the
project as Miami 6s -anented conne
development

Showcase human i nterest stor i
community impact, while building additional goodwiill

Emphasize the partners taking part in the master plan with
the goal of underscoring the

Collaborate with community partners and organizations to
inform key audiences about what Miami Worldcenter is
bringing to market

Keep the community and key audiences/stakeholders
engaged and informed through social media, online content
and event participation

Capitalize on development and leasing milestones to build
momentum, awareness and confidence in the market
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THE RESULTS =2
Miami Worldcenter stands as the largest private, l\
urban development to win approval in City of Miami y
history

The projecthass et t he pace for Downto n
revitalization as a full-time live, work, play destination I

Multiple completed residential towers are sold-out
and fully leased and occupied

MiamiWo r | d c edtall is fully Isased to dozens of
new-to-market restaurants, entertainment venues,
and national brands

The sitedos sea of sur face
warehouses have been transformed into a vibrant
residential and commercial district

Miami Worldcenter stands asthe most prominent
mixed-use transit-oriented development to take
shape in Florida

Retail component sold for $210MMin 2026 i the
largest non-mall retail sale in Miami in nearly a
decade



Then vs. Now



