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• The gap between what consumers want and what centres publish

• The absence of internal policies/governance

• The lack of customer segmentation

• The belief that social media is another marketing channel

• The hunger for measurement and what this implies for future 
budgeting

Social Media in Shopping Centres

- five themes emerge



Want v. Get
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• 42% of centres have a social media policy

• 43% have staff guidelines on how to deal with 

negative comments or complaints

• 37% have guidelines on how to escalate a 

problem

The Absence of Governance



51% analyse 
data obtained 
from social 
media

Absence of Customer Segmentation



“Markets are conversations”

Social as Just Another Channel



Measurement – No Silver Bullet



1. Why are we doing this?

2. Have we got the skills to do it?

3. What are the rules we will 

follow?

4. Who are we talking to?

5. Why will they want to respond?

6. What will we measure?

Six Questions to Guide Best Practice


