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P LACEWISE MEDIA, THE SHOPPING CENTER INDUS-
TRY’S LARGEST PROVIDER OF PLACE-BASED CONTENT

AND INTEGRATED MARKETING CHANNELS, is seeking
to create the nation’s largest integrated media network
focused on where America shops by uniting the indus-
try’s leading small and mid-sized developers in its
Shoptopia Network. 

Shoptopia combines
online, social, mobile and digi-
tal screen-based communica-
tions into an interactive
experience and relationship
with consumers. This expan-
sion of the original Shoptopia
service, an online shopping
community jointly created by
Forest City Commercial Man-
agement and PlaceWise
Media, is designed to enhance
the relationship among malls,
retailers, brands and shoppers
with an interactive experience
before, during and after shop-
ping.

“The Shoptopia Network
engages our shoppers with
insights into all things fashion-
able, special offers and feed-
back from their peers,” said
Jane Lisy, Forest City Enter-
prises vice president of market-
ing for Commercial
Management and chairwoman
of the Shoptopia Network advi-
sory board. “It’s a perfect inte-
gration of all the digital and
physical shopping experiences.
Shoppers are engaged,
informed and rewarded for
their participation.” 

Shoptopia enables shop-

pers to gain insider knowledge
and receive special offers,
rewards and event invitations.
Content is syndicated and
broadcast through personal
computers, mobile devices,
tablets and in-mall digital expe-
rience walls, providing con-
sumers with real digital
interactions that are natural
extensions of the shopping
experience.

Mall Experience Valued
As PlaceWise’s charter

partner for the original Shop-
topia community, Forest City
conducted a two-year study to
explore the future of retail cen-
ter marketing. A key focus of
the study was the need to better
understand digital channels and
their influence on both online
and bricks-and-mortar purchas-
ing habits. Finding that frequent
online shoppers still highly
value the in-mall shopping
experience, Forest City recog-
nized that the integration of
social networking channels
with in-mall shopping was nec-
essary to engage shoppers and
provide them with a complete
experience.
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Closer Look

New Place-Based Media Network Seeks to Unite Smaller Developers
“What makes the Shop-

topia Network so interesting
and valuable is the targeted
communication with shoppers
during their entire shopping
experience,” said Mort Aaron-
son, chairman and CEO of
PlaceWise Media. “This net-
work delivers timely and rele-
vant content to shoppers via the
communications medium of
their choosing.”

Creating Critical Mass
JONESREPORT Plus

talked with Aaronson and Lisy
to get more details on the
launch. By joining a number of
developers into a digital net-
work, Shotopia seeks to create
a critical mass that will be
attractive to retail advertisers
and sponsors, something diffi-
cult for the small developers to
do on their own. In return, the
developers will share in rev-
enue created by the network.

“It’s very frustrating for
national retailers to have 20
centers here, 30 centers there

continued on page 2
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and  two fabulous centers by an
independent developer over
here,” Lisy noted. “They don’t
want to have 60 conversations
in order to get them all under
their messaging tent. 

“The vision is that by using
this network to connect a group
of developers, we offer all our
retailers a vital communica-
tions link that they can easily
access to expand their message
— one-stop shopping. They
don’t have to pick and choose
and group all these centers
together,” she added.

To Rival Any Developer
PlaceWise Media began as

Mallfinder, a provider of web-
sites for more than 300 malls,
more than anyone else in the
industry. Aaronson hopes to
build on those relationships to
bolster the Shoptopia Network.
“Jane and I are hopeful that this
will be a network as big as any
management company in the
United States in a very short
period,” he says.

“If you’re even a 50-loca-
tion shopping center company
and you approach a sponsor,
you’re too small,” he observed.
“If you approach the Gap,
you’re too small. You kind of
get left in the dust. They (small-
er developers) have a very diffi-
cult time monetizing their
customer assets today because
of their size.”

The Shoptopia Network
promises to provide critical
mass, a scalable technology
platform and original content
that few, if any, of the partici-
pating developers could create
on their own.

Source of Revenue
“We have 3 to 4 million

unique users who come to our
clients’ websites today every
month,” Aaronson noted.  “We
have a very healthy seven-fig-
ure number of members who
have opted in to our programs.
We have people looking at 15
to 20 million page views a
month across the development
companies. And now we’re
putting it together. The pitch is
very simple. We’re going to

upgrade the assets and intercon-
nect you with others and if
you’re a development compa-
ny – typically a small one
would be doing it internally –
we’ll be able to provide you all
of the tools that the biggest and
the best get to use at a very rea-
sonable cost. And at the end of
the day you’re going to get to
share in the revenue that this
network gets to generate.”

Lisy says that from a
developer’s standpoint the
advantage is twofold: the
potential for revenue and the
integration of the communica-
tions channels from online to
the digital screens in her shop-
ping centers. 

Need to be There
“What we’ve discovered

... is that those customers talk-
ing on all these channels are our
best customers. They’re spend-
ing more. They’re more valu-
able to the shopping center.
They are our better customers.
So we need to be on all these
channels. This organized net-

Shoptopia
Continued from page 1
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that content has to be very
fresh. I think we were surprised.
I think we knew that was true,
but not to the level we found it.
You really need to be engaged
in this conversation. You can’t
lecture your customer. You
have to have a conversation,
and that requires a lot of time
and effort. 

“What was helpful about
being partners with Mallfinder
in the process of discovery was
that they were helping us gen-
erate content that we just didn’t
have the capacity to do on our
own. It was important that we
have individual conversations,
but somebody else needed to be
our partner to keep developing
stimulating content and pro-
grams. And that’s what we’ve
been busily working on over
the launch phase. We just don’t
have the time and the resources
on an individual center level to
deliver that.”

Madison Marquette Signs On
At press time PlaceWise

Media announced that Madi-
son Marquette had joined the
Shoptopia Network, bringing
the network to 39 retail centers
that will reach 23.4 million
shoppers. By the end of 2011,
PlaceWise projects that the
Shoptopia Network will
include 150 retail centers and
reach more than 100 million
monthly shoppers. ■

the silver bullet, that it was
cheap and easy,” she noted.
“(We thought) it was an easy
medium. It wasn’t nearly as
expensive as traditional media.
And look how fast you could
talk to people. 

Content Has to be Fresh
“What we’ve learned is a

large investment in human cap-
ital is still needed to do this
right. We underestimated how
much time and effort it would
take to make sure content was
always fresh and interesting to
people. And if they had some-
thing to say to you, you’d better
have something to say to them.
People bore very quickly, so

work helps us integrate those
channels into one easier-to-
manage system, as opposed to
us having a lot of disparate
messages out there on various
channels that are harder to man-
age. We see this as a unification
of the various channels that we
have to speak on.”

She says the network
solves a major problem that
dogged Forest City from the
beginning. “The biggest thing
we’ve learned from this process
is that everyone on earth
thought these online opportuni-
ties for communications were

Shoptopia
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