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releases promising the world — especially from emerging markets.
The bar has been raised dramatically since then — the relationship
between data provider and customer will become more valued, and
nowhere more than in the shopping centre industry.
Ann Winblad, MD at Hummer-Winblad Venture Partners,
famously stated:“Data is the new oil.” This is to say that data, like oil,
is highly valuable, but only when refined. Shopping centre landlords
and marketeers alike are utilising trusted data ‘refineries’ and
adjusting their marketing campaigns accordingly.
With the vast amount of measurable data available, some
landlords prefer a concentrated approach. Land Securities partnered
with Coniq to introduce a new loyalty programme at Trinity Leeds,
creating the ‘Love Trinity Leeds’ loyalty app. The app collects
customer data at the point of purchase, which in turn relays where
and how much users spend.This spend data is regarded as the Holy
Grail,and one of the most important data feeds in the retail industry.
Elsewhere, MyDeck, the Mall-Connect platform that aggregates all
shopping centre performance data, has been implemented at Forum
Istanbul and other shopping centres to make sense of the multitude
of different channels and data feeds to inform their management
team with a customised dashboard.
Breaking down geographical challenges has been the singular
achievement of B2B marketeers in the last decade. Many asset
managers are monitoring the performance of developments
and assets they control from the other side of the world — so
communication has risen quickly up the agenda.As the accuracy of
data and speed with which news is transmitting increases, the tide
has turned against those being economical with the truth.
Robert Bonwell, CEO of Retail EMEA at JLL, believes data is a
key tool for the European and global retail market, stating: “What
is particularly important as the [retail] industry goes forward is the
forensic nature of the retail intelligence you need to understand the
retail asset.”
With 2015 nearly over, data, technology and innovation have
all played an important role in the industry’s advances and had a :
significant impact on the accuracy of marketing. In an industry that ocn_ 1
is truly global — with investors, occupiers and competitors coming > USED ATURSRES
from foreign shores — big data is the only currency to deal in. ; IN PARISSS
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