
 

marketing channels around them. 
First-party data is information that a company 

owns about its customers via their website,  
-

ment, etc. Third-party data comes from a 
multitude of  sources and is segmented and 
distributed via data sales houses, i.e. Acxiom, 
Experian or large site operators. These data 

across the web to categorize people into groups 
such as travelers or shoppers, and to identify 
intent. Non-digital, real-world purchase trans-
actions and mobile phone locations are also 
tracked to create valuable third party data. An 
example of  third-party behavioral data upon 
which Strategy+Style Marketing Group has 
based campaigns is women interested in 
shopping, fashion and beauty with past purchas-
es at area malls or outlets.

How can shopping center owners and 

party data to create a consumer communication 
strategy that is targeted and fosters engagement? 

media plan.
With data informing digital media buys, 

marketers can now get the right message in front 
of  the right customer at the right time. Modern 
advertising technology tools utilize innovative 
media buying practices and tap into reputable 
data management platforms and publishers  
to not only reach a targeted audience, but also 
track results in real time in order to optimize  
the effectiveness of  a campaign and ensure  

Also, with the capability to incorpo-

retail real estate marketers can now measure the 
impact of  their ads like never before. 
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Tper day on a mobile device (Source: 
TechCrunch) and nearly two hours on 
social media (Source: GlobalWebIndex), 

but at the same time she craves real life experi-
ences and destinations that she can enjoy with 
friends and family.  How do shopping centers 

locations?  Marketing technology.
The marketing technology landscape is  

rapidly evolving, with hundreds of  different 
software options available and new ones  
cropping up regularly. With so many choices,  
it’s essential to understand which technologies 
are most fundamental to your goals and how 
they can help streamline and positively affect 
your business.

Shopping centers have the challenge of   
not selling direct to consumers, but rather  
housing the brands that do so.  In addition, 
there is no single technology or provider  
that reaches shoppers across all channels and 
devices. What if  there was a way to group 
several technology services together to  
create a holistic marketing solution necessary  
to capture customer data, create effective  
and targeted campaigns, engage with  

The Technology Stack
A ‘technology stack’ is a group of  applications 
that a company uses to manage a variety of  
business functions. In commercial real estate, 
technology has evolved considerably, but the 
focus to date has been mainly on the business-
to-business and brokerage side of  the business. 
The purpose of  a marketing tech stack  
should be to streamline processes, measure the  

 
live in an era when shoppers demand an omni- 
channel experience, the software solutions 
chosen should connect consumer behavior across 
the tech stack through data to ensure personal-
ized, relevant and seamless communication.

Using Data  
as a Starting Point
Before building a technology stack, it is  
important to consider a people-based marketing 
approach. This type of  approach is targeted  
and powerful because it relies on a combination 

 
and third-party behavioral data. People-based 
marketing enables brands to put customers  
at the core of  the business model, instead of  a 
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Strategy+Style Marketing Group 
now has the capability to track  
our digital media spend to actual 
store visits within a specific  
digital geofence at our clients’ 
shopping centers. With the right 
technology partners, we are 
bringing more value and NOI 
enhancement to the assets we 
market than ever before.



 

Achieving Integrated, Multi-Channel  
Marketing Through Technology
Digital advertising provides incredible insight into how consumers engage 
with brands throughout the marketing funnel and across devices. It is one 
way to reach today’s consumer during the path to purchase, however, as the 
number of  touch points (i.e. mobile devices, tablets, laptops, desktop, 
wearables, voice assistants) has increased during the discovery, purchasing 
and experience phases, the opportunity to communicate with consumers 
goes beyond paid media. 

The ideal marketing technology stack works towards an integrated, 
multi-channel approach. In addition to advertising technology, following are a 
few additional channels to consider supporting with a technology investment 
to reach your customer acquisition and engagement goals.
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SEARCH ENGINE OPTIMIZATION (SEO)

page through keywords, meta tags, online search listings management, 
reviews and more.

CONTENT MANAGEMENT SYSTEM (CMS)
Content management systems are the technology that power a website or a 
blog, streamlining web design and content publishing. 

WEBSITE ANALYTICS
Your website is the center of  all digital activity, therefore analytics on its 

views, clicks, keywords and more.

SOCIAL MEDIA
Social media management platforms 
offer cross-platform collaboration, 
scheduling, tracking and analytics via 
this important marketing channel. As 
social media also provides companies 
with a two-way form of  communication 
with customers, social media manage-
ment tools help to streamline these 
customer service conversations.

EMAIL 
Email marketing is an essential tool for 
attracting and retaining customers. 
Email software tools allow businesses to 
personalize email messages, segment 
audiences, automate communication, 
track results and more. 

LOYALTY & REWARDS 
Loyalty programs are important  
for retaining existing customers.  
In today’s customer-centric  
and data-reliant landscape, a loyalty 
program is only as good as the 
technology that supports it and the 
ease of  use for the customer. 

The creation of  a marketing tech-
nology stack takes time and diligence.  
It is important to know which technolo-
gies are foundational and should be put 

available tools work together to drive 
business forward and to support team 
collaboration is also key. Of  course, 
each company’s needs are different and 
a tech stack can be structured to meet 
unique objectives.  

Technology has the ability  
to transform retail real estate into 
destinations, and it does this best when 
it is used hand-in-hand with an overall 
strategic marketing plan  
and cohesive brand messaging. The 
team at Strategy+Style Marketing 
Group offers the expertise in how to 
develop and deliver brand content 
across all touchpoints, engage with 
customers, optimize results and meet 
business objectives in today’s fast-
paced, ever-changing environment. 
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