
Assn:  Shop.org, a division of the National Retail Federation, Washington

Challenge:  To provide money to benefit a scholarship

Action:  Adapted an online mall to capture the post-Thanksgiving shopping surge

Outcome:  Funding for the scholarship exceeded expectations

National Retail Federation’s Shop.org division has about 600 
member companies that have a stake in online shopping. 
Two years ago, Shop.org in its research found that, much like 
“Black Friday” is to traditional malls, on the Monday following 
Thanksgiving there is a noticeable surge in online shopping traffic. 
Shop.org set out to market the day as “Cyber Monday,” and have 
the moniker as identifiable to the public and media as its Friday counterpart. Success came 
with national coverage of “Cyber Monday” on such shows as NBC’s “Today” show.

Part of the strategy was to create an online shopping mall to support “Cyber Monday” that 
is open year-round. More than 400 retailers, such as Barnes & Noble.com and JC Penney, 
participate in the mall, where consumers go for discounts, member companies benefit from 
the traffic, and Shop.org receives a percentage of the proceeds, which the organization puts 
toward a scholarship fund.

Rather than creating the mall themselves, Shop.org turned to Mall Networks, which specializes 
in online loyalty shopping. Chief Operating Officer Ben Kaplan said 40% of the company’s 
business is from associations and other nonprofits.

The way it works is simple: Mall Networks already has retailers signed on to their service, 
which make up the mall. The associations or charity can tailor the mall to its specifications, 
including how the commissions are divvied up and how the member benefits from shopping 
there, e.g., receiving discounts, cash back or points. The mall also acts like Amazon.com, 
in that it tracks and remembers a person’s previous activities on the mall. “Our model is so 
good at driving revenue through our malls that we can be very aggressive on how we price 
implementation and the service,” Kaplan said.

Mall Networks also provides assistance in marketing the mall to members, such as through 
e-mail campaigns. “The key driver of success is, associations need to understand that 
there is a marketing component. It is important the associations think about a launch plan, 
communicate to members, and think about different ways to continue to reach members, 
outlining benefits of this program,” he said.

As for Shop.org’s experience, Executive Director Scott Silverman said the mall raised more 
than $107,000 last year. “Far exceeded expectations,” he said.

Details:  Shop.org, MallNetworks.com (offices in Lexington MA and Silicon Valley)
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