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l  When the Strategy+Style Mar-
keting Group won a Gold Maxi 
Award at RECon 2019, the award 
was more than recognition for its 
bottom-line-improving work on 
behalf  of  Sanibel Outlets in Fort 
Myers, Fla.

The Montville, N.J.-based firm’s 
most recent Maxi Award—for a 
geo-targeted and weather-triggered 
digital media campaign—was a 
reminder that Strategy+Style is a 
consistent recipient of  the awards, 
given by the International Council of  
Shopping Centers to recognize retail real 
estate’s most inventive marketing events.

Including this year’s award, 
Strategy+Style has racked up five 
Maxi Awards since 2014. That year, 
Strategy+Style won a Gold Maxi Award 
for helping Outlets of  Mississippi (Pearl, 
Miss.) qualify for a $24 million tax 
rebate program. 

In 2015, Strategy+Style won a Gold 
Maxi Award for creating a flash mob at 
the Shops at SkyView Center (Flushing, 
Queens, N.Y.). The energetic dance per-
formance was designed and scheduled 
to surprise and impress a Nike leasing 
team during a site tour of  the center.

The following year saw Strategy+Style 
win its third Maxi Award in three years 
for converting a Coach Outlet pop-up 
at Legends Outlets Kansas City (Kansas 
City, Kan.) into a permanent leasing deal. 
Strategy+Style won its fourth Maxi Award 
for using behaviorally targeted digital 
marketing to drive sales at a Restoration 
Hardware Outlet store at Vero Beach 
Outlets (Vero Beach, Fla.) in 2017. 

Karen Fluharty, Strategy+Style part-
ner, said the company’s recognition 
through the years is a reflection on how 
the 10-year-old company has evolved 
with changing markets and technology. 
(Fluharty has won five additional Maxi 
Awards during her 30-year career.)

“By using analytics as a tool, we can 
laser-target based on customers and what 
they need,” Fluharty said. “We’ve now 
become more of  the c-suite team to be 
strategic partners to all of  our assets. 

“When we have a seat at the table, 
and we’re able to look at all of  the oper-
ating metrics of  an organization, we can 
use all of  the marketing tactics and the 
digital arsenal available in today’s world.”

 Technology has also allowed 
Strategy+Style to quantify its efforts 
in dollars. Take the company efforts at 
Sanibel Island as an example. 

“Advances in digital technologies have 
allowed marketers such as us to effec-
tively leverage geo-fencing and behav-
ioral targeting techniques to precisely 
reach actionable consumers that result 
in NOI (net operating income) metrics 
that demonstrate the direct correlation 

between advertising dollars and real con-
sumer footsteps to the brick-and-mortar 
projects we represent.”

The firm executed a geo-targeted 
and weather-triggered digital media 
campaign strategically designed to track 
foot traffic to the center. Executed 
during a five-month period where 
the southwest Florida coastal region 
experienced the worst eruption of  Red 
Tide in decades, Strategy+Style tracked 
how many shoppers saw the digital ads 

and subsequently visited the center via 
capturing device identifications with its 
targeted geo-fenced locations.

Ultimately, the effort resulted in more 
than 65,000 center visits with attributed 
sales of  nearly $4 million.

“Using technology, we were able to 
digitally target those people who we 
knew were already on the island, or near 
the resort,” Fluharty said. “We geo-
fenced those areas and we served ads 
directly to them on their mobile devices. 
We also put a mobile geo-fence around 
the property so that if  someone on the 
property was served and that mobile 
device crossed the center line, we could 
attribute that to our campaign.”

Strategy+Style recently launched 
Retail Footsteps, a consumer marketing 
technology solution to connect online 
and offline experiences to drive foot 
traffic and increase sales at brick-and-
mortar locations. The customizable, 
proprietary technology offers shopping 
center owners, investors and managers 
the ability to reach, engage and influence 
consumer action through an enhanced 
digital presence. n       —DUKE RATLIFF
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