
Your connection starts with Chain Store Age Real Estate.

www.chainstoreage.com/community
www.chainstoreage.com/real-estate

Annual review of development, 
acquisition and

management activities

real estate report

Scottsdale Quarter,  
developed by Glimcher Realty Trust 

Grocery-Anchored Shopping Centersreal estate report

74 chainstoreage.com                                 AuGuSt/September 2011

by Katherine Field boccaccio

If you want to know how supermarkets are trending, 
just talk to the companies that acquire, build and 
operate the shopping centers that grocers anchor. 
Grocery-anchored centers are a specialty of certain 
real estate companies that have accumulated enough 
skill and category understanding to pick the right 
grocery retailer for the community or trade area, 
and to ensure that the grocer and the center remain 
relevant during changing market conditions.

Chain Store Age talked with six shopping center 
companies that specialize in grocery-anchored 
properties — and found that their supermarket partners 
and centers have adapted to the economic conditions 
and the evolving consumer in a myriad of ways.

Dually anchored: Donahue Schriber has created 
an interesting strategy for success in more than one 
of its grocery-anchored centers. The Costa Mesa, 
Calif., owner/operator of 79 centers, of which 80% 
are grocery-anchored, has a dual-grocer concept that 
works not only for the consumers but for the anchors 
and other tenants, also.

“The two grocers complement each other well,” 
said Larry Casey, president and COO, Donahue 
Schriber. In the case of its Del Mar Highlands Town 
Center project near San Diego, Donahue Schriber 
added a 14,000-sq.-ft. Jimbo’s Naturally store to 
the second phase of its $20 million, near-complete 
re-imagination of the town center in Carmel Valley. 
Already anchored by a 45,000-sq.-ft. Ralph’s Fresh 
Fare, the addition of Jimbo’s created a full-service, 
two-stop shopping experience for area residents.

Donahue Schriber employed the dual-grocer 
concept at its Town & Country shopping center in 
Sacramento as well. The 230,000-sq.-ft. center is 
co-anchored by Save Mart, allowing shoppers to buy 
traditional grocery fare, and Trader Joe’s, where they 
can purchase organic specialty items.

“Most grocers would see Trader Joe’s as a 
complement, rather than a competitor,” Casey said. 
“This dual-grocer concept is working well for both 
Del Mar Highlands and Town & Country, and we 
would do it again if the opportunity arose.”

Growing by acquisition: Cincinnati-based Phillips 
Edison has found opportunity through strategic 
acquisition, growing its portfolio by joining forces 
with American Realty Capital to form a non-traded 
REIT — Phillips Edison - ARC Shopping Center 
REIT Inc. 

The venture has allowed Phillips Edison to leverage 
the development slowdown by focusing its full 
attention on raising funds to buy properties. Today, 
the company has 225 shopping centers comprising 
more than 25 million sq. ft. in 38 states and plans to 
acquire another 150 grocery-anchored centers over 
the next three years. 

“Some of the primary grocers we partner with are 
Kroger, Publix, Safeway, BiLo, Food Lion, Trader 
Joe’s, Giant Eagle, Winn-Dixie, Wegmans, March, 
Tops and Save-a-Lot,” said Bob Myers, COO of 
Phillips Edison. “Our acquisition strategy is to > 

Smarter Supermarkets
today’s supermarkets are sized, merchandised and operated toward success 

Del Mar Highlands Town Center, near San Diego, operates under 
a unique dual-grocery-anchor concept, with Jimbo’s Naturally 
augmenting the Ralph’s Fresh Fare.

Lakeside Plaza, in Salem, Va., is anchored by market power-
house Kroger.
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2OUR RETAIL READERS DECIDE 
WHERE TO LEASE AND OPEN STORES

Chain Store Age Retail 
Circulation Segments 

• Supermarkets/Grocery Stores
• Specialty (Soft & Hardlines) Stores
• Discount Stores
• Home Centers/Hardware Stores
• Restaurants
• Department/General Merchandise Stores
• Drug Stores

RETAILERS READ CHAIN STORE AGE

The Industry’s First Choice
The Chain Store Age multimedia network is #1 in 
retail readership.

From the corner office to every corner of the store, 
Chain Store Age is the first choice for news, insight 
and analysis of the retail industry. Every issue of 
Chain Store Age magazine features in-depth report-
ing on trends and issues affecting retail real estate 
development.

Online content @ chainstoreage.com and in our 
bi-monthly SiteTalk e-newsletter attracts a wider 
audience and delivers additional reach, frequency 
and impact for your marketing message.

From site selection, design and construction to 
merchandising and leasing, who decides what 
stores to build and where to build them?

Ultimately, it’s not any one person, but the collective 
judgment of hundreds, even thousands, of retail 
executives — a chain of influence — that determines 
how retail real estate is developed. 

Chain Store Age is the strongest link in that chain. Since 
1925, retailers have turned to Chain Store Age first for 
the information they need to make smarter decisions 
about their business, including real estate development 
news, trends and insights. Today, we’re extending our 
lead as the #1 source of news, knowledge and networking 
for professionals in the multi-trillion dollar retail 
marketplace. Online, in print and at events, Chain Store 
Age will build your real estate business and your brands.

Total Audience. Total Impact
Chain Store Age serves your retail customers, not 
your real estate competitors:
• Market professionals who want to know
• Industry stakeholders who need to know
• Business executives who have to know 

What that means to you is more opportunities to 
attract and hold the attention of your customers and 
prospects, wherever and whenever they’re ready to 
make a real estate investment.
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Position
1 

300x250

Position
2 

300x250

Your ad on both the Real Estate
landing page and the Community 
page for one low rate.

REAL ESTATE ONLINE: 
DELIVER YOUR MESSAGE TO TOP RETAIL REAL ESTATE EXECUTIVES

News. Trends. Insights.
A special forum for real estate 
developers and executives, 
including:

For more information, contact:
Katherine Field Boccaccio
Senior Editor,  Real Estate Category Manager
225-751-2225 or  kfield@chainstoreage.com

•	 Special columns
•	 Guest commentaries
•	 Mall marketing spotlight
•	 And more...

•	 Blogs
•	 News updated daily
•	 Real Estate project of the week 

TAP INTO CSA’S REAL ESTATE COMMUNITY FOR VALUABLE LEADS

300x250 
(Position 1)
300x250 

(Position 2)

$3,000/mo gross

$2,500/mo gross

Don’t Miss This Exclusive
2-for-1 Advertising Opportunity

Also ask about how to become 
a guest commentator on the site!
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Every day thousands of industry 
professionals visit chainstoreage.com 
for the news, analysis, competitive 
intelligence and tools they need to 
move their business forward. Place 
your ads alongside CSA’s high-visibility 
and category-specific content to target 
key audiences, build awareness and 
capture leads for your business.

• Leaderboard 
• Box ads 
• Splash Ads 
• Interstitial ads 
• Sponsored content 
• Video

CHAIN STORE AGE: ONLINE

ONLINE RATES
WEBSITE ADS

RATES 
(gross)

Home Page $4,250 $4,750 $3,750 $3,250 $2,250

Interior Page N/A N/A $3,000 $2,500 N/A

728 x 90 
 ROS

Leaderboard

728x90 ROS
Leaderboard
Expandable

300 x 250 
Position 1

300 x 250 
Position 2

250 x  250 
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Retail Executive Update 

Daily roundup of news,
insights and intelligence.
Circ.: 14,108 
Open Rate:27%
*Avg. impressions/mo.: 
79,989 based on 21 issue month

Site Talk 

News for and about  
retail real estate projects,  
trends, leasing and solutions.
Circ.: 11,714 
Open Rate: 32%
*Avg. impressions/mo.: 7,497 

E-NEWSLETTERS FOR REAL ESTATE

Chain Store Age Real Estate also produces 2 e-newsletter titles 
with a combined online circulation of more than 25,000 readers. 
  
Here’s an unmatched opportunity to send an impactful message 
to a targeted readership of 100% opt-in influencers.

Metrics based on averages from January 2011 to June 2011 & based on a four week month.

RATES
(gross)

Retail Executive  
Update

$2,000* $1,400* $975* $875*

SiteTalk*

*SiteTalk is delivered on the second and fourth Thursday of every month.

24,400/mth

14,107/day

$1,000 $850 $750 $650

Delivered 
Circulation

Position 1 
Leaderboards

728 x 90
(per issue)

Position 2
Leaderboards

728 x 90
(per issue)

Position 3
Leaderboards

728 x 90
(per issue)

Position 4
Leaderboards

728 x 90
(per issue)

* Price includes Monday - Friday 

Click HERE to view a sample. Click Here to view a sample.

http://www.magnetmail.net/actions/email_web_version.cfm?recipient_id=157886445&message_id=1576872&user_id=Lebhar_ENT&group_id=454673&jobid=7597578
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PRINT RATES & SPECS

GENERAL INFORMATION

Page	   
2-3 Full pages
4-7 Full pages
8-11 Full pages	
12 or more pages	

Copy and Layout:
We will prepare copy and 
layout upon request. Ask 
your area manager for 
details.

Ship Advertising Material:
Chain Store Age
425 Park Avenue
New York, NY 10022
Attn: Jim Lynch
Phone: 212-756-5059

Ship Pre-Printed Inserts:
Chain Store Age
c/o RR Donnelley, Inc.
Route 251 South & 4099 Rd.
Mendota, IL 61342
Attn: Laura Clipper

Storage:
Digital advertising files will be 
deleted from our servers 12 
months after last use if not 
requested to be returned.

AD SPECS

*10% Discount for all B/W ads*4-Color Rates (gross)

AD SIZES

Full Page

2/3 Page

1/2 Page Island

1/2 Page

1/3 Page

1/4 Page

1X

$6,020

$4,265

$3,700

$3,390

$2,450

$1,735

9X

$5,265

$3,780

$3,155

$2,860

$2,015

$1,425

3X

$5,685

$4,095

$3,455

$3,150

$2,210

$1,580

12X

$5,110

$3,605

$3,015

$2,705

$1,955

$1,345

6X

$5,485

$3,955

$3,295

$3,015

$2,105

$1,505

18X

$4,375

Publication Trim	
8” x 10 7/8”	
 
Full Page	
7”x 10”
	
Bleed Full Page
8 1/4” x 11 1/8”
	
Non-Bleed Spread	
15” x 10”
	
Bleed Spread	
16 1/4” x 11 1/8”
	
2/3 Page	
4 9/16” x 10”
	
1/2 Page Island	
4 9/16”x 7 1/2”

1/2 Page Vertical 
3 3/8” x 10” 

1/2 Page Horizontal 
7”x 4 7/8”
 
1/2 Horiz. Spread Non-Bleed 
15” x 4 7/8” 
 
1/2 Horiz. Spread Bleed 
16 1/4” x 11 1/8”
 
1/4 Page 
16 1/4” x 11 1/8”
 
1/3 Vertical 
2 3/16” x 10”
 
1/3 Page Square 
4 9/16” x 4 7/8” Method: 

Printed Web-Offset (Wet), Perfect Bound 
Issuance Dates: 
See editorial calendar.
 
Closing Dates:  
Closing is first week of the preceding month for insertion order 
and materials. Cancellations or changes in orders are not 
accepted after the closing date. All closing dates mean receipt 
of material in publisher’s New York office, 
425 Park Avenue  
New York, NY 10022  
Attn: Jim Lynch, 212-756-5059

Spreads/Bleeds: 
1/2” safety required on four sides from bleed size. Full bleeds 
are accepted on all full-page ads at no additional charge. 

MULTIPLE PAGE INSERTS

AGENCY COMMISSION & PAYMENT COVER/PREFERRED POSITIONS

ICSC CONVENTIONS

15% commission to recognized advertising agencies 
on gross billings for display advertising, color and 
premium. No commissions will be paid on invoices 
not paid within 30 days of billing date. Mechanical 
charges and special services are non-commissionable. 
Publisher reserves the right to hold the advertiser 
and/or the agency jointly and severally liable for such 
monies as are due and payable to the publisher.

Non-cancellable. 15% premium on second and fourth cover 
and 10% premium on all other preferred positions.

10% discount if you run in two consecutive
issues around ICSC conventions.	

15% discount if you run in three consecutive
issues around ICSC conventions.
	
Discount applies to gross billing.

Discount
10%
20%
35%
50%

Discounts apply to earned black-and-white rates, 
no charge for color or bleed. Printing costs available 
upon request.

All inserts are non-cancellable. Rates on request.  
Maximum weight: 100-lb. text. Contact Production 
Department for mechanical requirements and postal 
regulations.

SHORT RATE AND REBATE
All advertising subject to short rate or rebate when 
more or less advertising than specified by original 
order is used.

MECHANICAL REQUIREMENTS

24X

$4,070
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PDF/X1-a files are the preferred format for Chain Store Age. 
Digital advertising is submitted by the advertiser and accepted by 
Lebhar-Friedman with the agreement that the material will perform 
satisfactorily with no intervention required on the part of Lebhar-
Friedman. If the supplied digital advertising materials do not meet 
the criteria required or require intervention or handwork to prepare 
material for press, the advertiser will be billed for all costs incurred.

DIGITAL REQUIREMENTS

ONLINE GENERAL INSTRUCTIONS

Website specs: Please send a jpeg, gif or animated gif (max size 
20k) and a url link.  
 
We also accept flash files in swf format with clicktags (max size 
30k). All flash files must include a jpeg and gif backup file.

Newsletter specs: Please send a jpeg, gif or animated gif (max 
size 20k) and a URL link. NO flash files. 
 
Note: we accept animated gifs, but they do not animate for 
recipients using Microsoft Outlook 2007. If using animation, 
make sure your first frame has all the pertinent information.

DIGITAL SPECS





CONTACT
Gary Esposito
Publisher
212-756-5118
gesposito@chainstoreage.com

Michael Morrissey
Online Sales Dir./Southeast Regional Sales
312-645-5072
mmorriss@chainstoreage.com

Katherine Field Boccaccio
Senior Editor/Real Estate Category Mgr. 
225-751-2225
kfield@chainstoreage.com

425 PARK AVENUE  NEW YORK, NY 10022
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