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Building Tourism Sales

How to Work with Your Destination Marketing Organization
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By Carolyn J. Feimster, SCMD, President, CJF Marketing International, North Brunswick, NJ

OR MONEY — TO DEVOTE TO A COMPREHENSIVE TOURISM

I F YOUR SHOPPING CENTER HAS FEW RESOURCES — TIME

MARKETING PROGRAM, THIS ARTICLE IS FOR You. A lim-
ited budget cannot be stretched too far, so it is best to
focus on the one area where you will see the greatest
return for your investment. Your strategy should be to
partner with your DMO (destination marketing organi-
zation) such as your CVB or state tourism office. What
follows are examples of successful partnership pro-
grams with shopping venues and DMOs.

Let's assume you have
dready edtablished a rdation-
ship with your DMO and you
work wdl together. You adver-
tise in ther publications,
respond to their pressleadsand
follow up on tour operator
requests they send you. Now
take your program to the next
levd with credtive partnership
programs.

| decided to tak directly
with the DMOs to see what
they look for when they consd-
er patneing with a shopping
center or venue. After dl, it is
up to you to study their pro-
gram of work. Find out what
motivatesthe DMO and be pre-
pared to discuss programs thet
you know from the gart will be
awinwin Stuation. Hopefully,
the following will give you
someideasto discusswith your
DMO and lead to a long and
fruitful partnership.

| spoke with Rozeta Rad,
director of tourism for the Hol-
lywood, FL., Chamber of Com-
merce. She explained that their
retail tourism programisdill in
itsinfancy, but that she haslots
of ideeson how to grow it. This
isthe perfect timefor the shop-
ping venues to gep up to the
plate and get involved in the
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process. Rad has to promote
severd shopping venuesin her
digrict. Her chdlenge is to
effectivdy brand shopping in
Hollywood, but dso to kegp a
gpeciad uniqueness to each
shopping area. For example,
downtown Hallywood hes a
vay different character from
Hollywood Beach. “Besides
our two main shopping dis
tricts, we aso work with shop-
ping venues throughout the
Gregter Hollywood area so we
can package thee arees and
offer the tour operator a nice
vaiey of shopping options for
the day-trippers” Rad sad.

Some of the programs she
hasfor her retalersindude col-
laterd piecesauch asbrochures,
co-op advertisng opportunities
in the tourist publications,
inclusonin her saeskits, edito-
rid opportunities in the in-
flights and travel trade
publications, and indusion in
her webgite.

Rad understands the need
to be a resource for her mer-
chants. For example, sheknows
how they get bombarded with
ad reps, 0 she advisesthem on
which publictions are best.
She dso offers workshops and
seminars to hep tran mer-

chants on how to become a
tourig dedtination. When she
developsaprogram, Radissen-
gdtive to their fiscd issues and
will often ask for something
cther then just cash. “If | know
the funds are tight, then | ask if
they will donate a gift we can
usein agoody bag for our tour
groups. At lesst that way they
aredill gaining exposure”

Underganding that many
tour groups enjoy specid
events, Rad will leverage funds
from the Chamber of Com-
merce and the Community
Redeved opment Agency to pro-
duce events such as dredt far
type fashion shows her mer-
chants can paticipaein.

A terrific program Rad has
developed for tour groupsisher
scavenger hunt. “Whet a per-
fect way for the groups to not
only hear about Hallywood, but
to experience it firg hand and
use the shops and resaurants,”
said Rad. Besidesjust thefun of
participating in the hunt, restau-
rants offer complimentary
drinks dong the way and there
is dways amgor grand prize.
How do the tour groups hear of
this program? As soon &s a
group books in Hallywood,
Rad sends out her sdes kits,
which includes information
about the scavenger hurt.

Pat of any chamber
employee's respongbility is to
increese membership. Rad has
incentive programsthat encour-
age membership. For example,
incluson in her webste is free
to members, while non-mem-
bershaveto pay.

While Rad feds her pro-
gramsaredill intharinfancy, it
is dear that she has dready
done a gredt job of developing
tourisn-rdaed programs for
her merchants. All of us wish
we had a DMO tha is this
adtive

Check out www.holly-
woodchamber.org/local/
tourism.html.

Many DMO rdal touriam
programs have been in place
for years For example, | have
written much about the Las
Vegas Converttion and Vistor
Authority’ sShop LasVeges an
extremdy successful program.
However, they are adways
implementing new compo-
nerts. “ Oneof the newest shop-
ping components is the
commissionable  shopping
packages we deve oped specif-
icdly for Las Vegas, such as
Shop & Beauty, Shop & Dine
or Shop & Shuttle. These pack-
ages provide aunique shopping
experience for travders and
new revenue sources for tour
operators and travd agendies”
explaned Art Jmenez, sdes
executive for the Las Veges
Conventionand Vidtor Author-
ity.

To kesp current on ther
programs, check out
www.lvevacom, go to Flan a
Vigt and then dick on shop-
ping.

Maureen Morgenthien,
asociae director of tourism
sdesfromthe Gregter Ft. Laud-
erdde Convertion and Vigtors
Bureau, wanted to offer some-

thing unique to her shopping
continued on page 17
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patners in Broward County,
FL.

“Our reseerch showed that
we have an untgpped merket
dose by, our Caribbean neight
bors” sad Morgenthien. “We
were seaing large numbers of
Caribbean travders coming to
South Horida, and particularly
to Gregter Ft. Lauderdde, to
take care of shopping needs not
being met in their home coun-
try. Plus, wehavebeenworking
diligently on getting more air
svice into the Ft. Laud-
erdde/Hollywood Internationa
Airport from the different
idands”

Morgenthien capitdized
onthe duty-free shopping week
Horida has every summer. She
contacted the shopping mdls
and offered to indude them in
co-op pieces that were digrib-
uted throughout the Caribbean
via fax, newspaper insarts and
emal. The collaerd was dis
tributed to the trave trade and
Caibbean arlines, aswdl asto
the consumer. The traveer
merdy had to show an ID
demondtrating they were a
Caibbean resdent to receive
the shopping center’ soffer. The
Gdleiaoffered a coupon book
with a complementary gift.
Check out dl their programs a
VWAWW.SUNMY.Org.

Moving from alocd to a
datelevd, | spokewith Jennifer
Ackerson of Dedtinations New
York Stete. “It is important for
retailers and shopping centers
to underdand that they play a
vitd rolein the development of
the tourist product. Shopping is
the number-one activity for
tourigts” explained Ackerson.
She s her role as helping to
educate the retailler on the
tremendous number of market-

ing opportunities, how they fit
into the travel experience and
how to go after the business.

“Dedinaionsof New York
Sae provides the means to
reech thetrave trade and offers
thesetoolsto the shopping ven-
ues and attractions. For exam-
ple, we saw the need for a
Shopping Guide for consumers
and trade that would be deve-
oped on a datewide levd. We
are printing our first one now.
Response from the merchants,
paticulaly for afirg-time pub-
licaion, has been terific,”
explained Ackerson.

Dedtinations of New York
Sae offers a vaiety of pro-
grams, such as participation in
direct mail to tour operaors.
These mailings are done
regiondly five times a year.
There are ds0 sdes missons
where New York State trave
suppliersmeet with thetop tour
operators and receptives in pri-
ority market aress, credting
opportunities for these trave
buyersto do businesswith trav-
d suppliers

The Orlando CVB is cor+
dantly sending out leeds to
their partner shopping centers
from groups coming into
Orlando for family reunions.
Often, the families request
information on shopping from
the CVB because they want to
mekeavigt tothemal asapart
of their family reunion.

Are DMOs interested in
learning more about how they
can better work with their shop-
ping partners?

Yes. Lagt summer | hadthe
honor of coteaching a course
cdled “Shopping Tourism,”
which was an dedtive offered
in aweek-long series of cours-
esgiven by PurdueUniversty’s

Continuing Education Depart-
ment for thelnternationd Asso-
ciaion of Convention and
VigtorsBureau's Aspart of the
coursg, | did a survey to se
what shopping venues would
like to see from DMOs. Some
of thefindings

» Assgancein forming shop-
ping dliances

= Developing spedific shop-
ping programs like the ones
discussed inthisatide

= Submit leadsto the mdl
from groups looking for
information on shopping

= Provideresearch

= Offer booth-share opportuni-
ties & trade showsto save
on cods

= Coordinate sdesmissonsin
key feeder markets

= |ncdusonin collaterd mate-
rid and websites

= Offer thelig of upcoming
convertions so mdls can
contact the mesting planner
directly

= Offer co-op advertising
opportunitiesin feeder mar-
kets

= Giveout shopping informa:
tion &t vidtor centers

= Bringin morefamtours,
mediaand tour operators
from your mgor and emerg-
ing markets

= Develop shopping packages

» Assg intrandating materi-
ds

» Offer brochure digribution a
trade shows

» Makesuretheinmerket
repshavedl theinformation
on shopping.

Perhgpsthislig, aswdl as
ome of theidessin the aticle,
will hdp you to formulate a

shopping partnership plan with
your DMO. =

CJF Marketing International
offers a range of services for
creating and implementing
strategic tourism, economic
devel opment and marketing
programs for shopping cen-
ters, urban entertainment
projects, downtown retail
districts, communities and
commercial properties glob-
ally. The firm also offers
educational programs and
seminars for corporate meet-
ing planners, shopping cen-
ter developers, communities
and re-devel opment agen-
cies. Feimster can be
reached by phone at
732/249-6080 or by fax at
732/545-3138. Visit her web-
site at cjfmarketinginterna-
tional .com.
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