“Pamper Yourself”
Shopping Package

include:

kage dates/rates:
Now through 4/17/05 - $220
4/18/05 through 9/17/05 - $204
9/18/05 through 11/18/05 - §214
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Marketing Partnerships

How International Plaza Makes Hotel Partnerships Pay

By Carolyn J. Feimster, SCMD, President, CJF Marketing International, North Brunswick, NJ

VERY YEAR, SHOP AMERICA ALLIANCE AWARDS
EEXCELLENCE IN TOURISM MARKETING PROGRAMS
WITH ITS SASI (SHOP AMERICA SALUTES INNOVA-
TION) AwaARDs. This year at the eighth annual Shop
America Tourism Conference, there were nine SASI
Award winners. This month we are going to feature one

of the winners and discuss why the program was so

successful.

Many of my touriam arti-
cles emphasize the importance
of developing and maintaining
effective partnerships. Intermna
tiond Plazain Tampa, FL, has
aggressvely sought tourism
partners with hotds and deve-
oped a very effective program
cdled “Shop, Stay and Pay
Hotd Packages”

Internationa Plaza and
Bay Stredt is a 1.26 million-
sguare-foot shopping and din-
ing venue with dmogst 200
dores, 15 full-sarvice resau-
rants, an outdoor lifestyle center
and aluxury hotd, the Renais-
sance Tampa Hotd & Interna
tiond Plaza. Thecenter fegtures
the ared smost exdlusive retal-
as, such as Neman Marcus,
Nordgrom, Tiffany & Co., S.
John, Gued and Movado.

The Tampa Bay aea is
Horida's thirdHargest touriam
detination behind Miami and
Orlando. There are nearly
58,000 hotd rooms and a vari-
ety of mgor atractions, muse-
ums, beaches and, of coursg
shopping. Withitsmerchandise
mix, design and proximity to
Tampa Internationa  Airport
and mgor highways, the man-
agement team knew that if
properly marketed, Internation-
d Plazawould beatourist meg-
net.

“We dated our tourism
marketing program dmost one
year before opening because
we understood the importance
of deveoping the rdaionships
and partnerships in advance 0
that programs could commence
immediately upon the opening
of the center,” explained Mar-
keting Director NinaMahoney,
CMD. “We d=0 redized from
our research that the vidtor
market comprised 35% of the
International Plaza market.
Moreimportant was the oppor-
tunity to focus on the wedlth of
the vidtor market. They spend
two to three times that of the
locd market.” The best oppor-
tunity to cgpitdize on this mar-
ket was to identify and partner
with other entities that dso
dtracted the wedthier vigtor,
the ared s more upscde hotds

International Plaza st out
to deveop dtractive shopping
packages with sdect hotdsand
cdled the program “ Shop, Stay
and Play Hotdl Packeges”

Gods edablished for the
program included:

= Produce aminimum of 100
room-nights for each hotel
patrer.

= Generate one $25 dining cer-
tificate for each room-night
booked.

= Generate four percent more
vigting shoppers over previ-
ous humbers

“We darted by identifying
the upscde hotels that best
meatched the demographics of
our shopping center and met
with their sales/reservations
department managers and daff
to explan the program. Our
god was to get each targeted
hotd to ‘buy into’ the program
and promote the package with
us” explained Mahoney.

As part of the program, a
dining cetificate was devd-
oped with nine resaurants. A
collaterd piece for each hoted
was a0 developed and used to
mearket the program by both the
shopping center and the hotel.
This piece was digributed in-
mal a the concierge desk,
mailed to leeds generated from
reader regponses from tourism
ads (such as in CVB Vigtor
Guides, FLAUSA co-op ads,
and AAA Going Places),
placed on the Internationa
Plaza webdte and the individ-
ud hotd stesand distributed by
individua hotels to trave
agents leads trade shows and
sdes missons Packeges ae
commissoneblea 10%totrav-
d agents.

While some hotelsmay be
concerned with cutting into
their own food and beverage
des, Internationd Plaza is as
much about dining as shop-
ping, and they redize tha the
customer wantsto experiencea
vaigy of dining venues when
traveling. Furthermore, proper-

ly packaged, the dining pro-



vides an excdlent vaue to the
hotdl guest.

What is included? That
vaies, but a typicd packege
could include one or two room-
nights, complimentary breek-
fag for two a the hotd, a
welcome gift provided by the
hotel, agoody bag provided by
the shopping center, the center
coupon book, concierge-leve
upgrades, gift-with-purchase
offers, complimentary vaet
paking and, in the cae of
International Plaza, the$25 din-
ing voucher. “That pretty much
guarantess that the hotd guest
will vist the shopping center
during their stay and not get
Sdetracked by the beach and
other tourig atractions” sad
Mahoney.

Packages are sold by the
hotels through the reservation
number and/or hotd web Ste
They are ds0 available on the
mdl’s webste. (Go to shopin-

ternationdplazacom, dick on
touriam, then dick “here’ for
package information.)
Internationd Plaza made
sure there were a vaidy of
waysto track itsprogram. Each
month the participating hotel
reports the number of packages
sold, number of room-nights
produced and the number of
adults purchasing the package.
After the second year of the
program, hotel package pro-
duction was up 97% and the
number of adult shoppers gen-

erated by the packages was up
91%. Two hundred eighty-

géght dining cetificates have
been redeemed for a vdue to
therestaurants equialing $5,760.

Additiondly, excelent
press was achieved through
Vidgt FHorida They induded the
International Plaza packages in
their press releases didributed
to 2043 members of the media
and pogted on the Vist Horida

web dte hitp://mediavVISIT-
FLORIDA .org.

What is even more impor-
tant isthat the hotdsloveit and
see the bendfits. According to
Daryl McGarity, director of
sdes and marketing, Renas
sance TampaHotd Internetion-
d Plaza, “Today' stravdlers are
sgnificantly more sophigticated
and dedre dedinations with
diverse amenities. Internationd
Plaza has dlowed our hatd to
cregte and immediately capture
additiona guedts thet previous-
ly would have conddered the
Wesshore didrict as only a
business dedingtion. Evidence
of this has been the extremdy
successtul * Shop, Stay and Play
Hotd packege our best per-
forming package Snce opening
in August, 2004!”

Cod totheshopping center
was only $3000 totd, plus
$1000 to design and produce

continued on page 14
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Grand Shopping
Getaway

= Strengthen your message
= Extend your budget

similar tourism goals to yours.

greater success.

ket, etc.

creative!

Hints for Developing Effective Hotel Partnership Programs

Why should you consider forming a partnership? Because it will:
= Extend the reach and frequency of your message

= Identify appropriate hotels for your shopping center, ones that have

= Make sure the demographics and psychographics of your potential
hotel partner mirror those of your tourist clientele. That will ensure

= Be creative and fiexible when developing your proposal. Structure the
deal so it is beneficial to both parties. Be willing to negotiate.

= Establish what your goals are for your partnership programs. For
example, they could be to develop a certain number of packages, to
increase your tourism traffic, to increase sales from the tourism mar-

= Develop comprehensive shopping packages. Include not just hotels
but also transportation companies, cultural centers, sports arenas,
city events, attractions, your retailers, other shopping centers, etc.

= Participate with your hotels on sales missions and sales calls.

= Write up ideas of how you would like to structure a partnership. Be

= Consider various levels of partnerships/sponsorships. The more they
provide you, the more they get from you.

= Ask for a meeting with your potential partner to determine what their
needs are so you can structure your proposal to help them meet their
needs. Goals of a potential hotel partner could be to increase con-
sumer awareness, maintain or strengthen their presence in the mar-
ketplace, increase room-nights, etc.

= Write and submit a proposal. Include an executive summary, your
goals for the partnership, an overview of your shopping center, details
about your demographics and psychographics, the potential benefits
of the partnership, program strategies and what the partner will
receive for its commitment.

= Benefits you offer a partner could include participation in sales promo-
tions and events, participation in sales missions, mentions in your
advertising, inclusion in the web site, public relations efforts, access
to your customer database, etc.

= Make sure the proposal is a win-win for both parties.

= Include a system of evaluation.

= Continue to monitor and nurture your partnership on a regular basis so
it becomes a long-term relationship.
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Seeing Red, White and Blue
Macerich Spreads the Glory as More Developers Join Flag Celebration

OR THE PAST SIX YEARS, THE MACERICH COMPANY
HAS SPONSORED AN OLD GLOR*ous CELEBRATION
TO CELEBRATE PATRIOTISM AND THE AMERICAN FLAG.

This year, nine other shopping center developers have
answered the company’s invitation to join the celebra-

tion.

The 2005 An Old Glory*ous Cdeébraion, commemorating
patrictiam and the American flag for Hag Day, will expand to more
than 410 shopping centers nationwide through an historic partnership

among 10 developers.
Participating companies
incdude CBL & Associaes
Properties, Inc.; Coyote Man-
agement, L.P; Forest City
Enterprises; Generd Growth
Propertiess, The Macerich
Company; Madison Mar-
quette;  Pennsylvania Red
Edae Invesment Trust
(PREIT); Richad E. Jacobs
Group; Urban Retall Properties
Co., and Wedtfidd Group. The
AMVETS (American Veter-
ans) and the Veterans of For-
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dgn Wars (VFW) organiza
tions are dso lending nationd
upport.

Beginning Memorid Day
weekend, mdl parons were
encouraged to show their patri-
otism by dgning a Hag Day
pledgecard promisingtofly the
American flag on Hag Day,
June 14. Old Glory will be
flown across the nation when

flag a 100 pm. EDT.
AMVETS and VFW volun
teers will take part in the cde-
brations and hep shopping
centers secure pledgestofly the
American flag on Hag Day.

“There is no better occa
son than Hag Day to unite in
celebraing patriotism,” said
Susan Vdenting, senior vice
president of marketing for The
Mecerich Compary. “We are
excited about the new partner-
shipsthat will provide a broad-
er nationwide forum to rase
awarenessand honor the Amer-
ican flag and dl who have
srved and continue to serve
thiswonderful nation.”

The higoric united effort
among the shopping center

ican troops and veterans

“We are pleased to hdp
bring together Americansinnot
only cdebrating patriotiam but
in aso honoring our military
here and aoroad,” sad Wadly
Brewdter, senior vice presdent
of marketing and communica
tionsfor Generd Growth Prop-
erties

Initiated by The Macerich
Company in 1999, the An Old
Glory*ous Ceebration has
heped to bring communities
together in support of our coun-
try and during monumentd
times of remembrance follow-
ing 911, the 60th anniversary
of the Pearl Harbor Inveson
and the war in Irag. The pro-
gram was awarded the coveted
PRSA Siver Anvil in2001 and

Hotel Partnerships

Continued from page 13
eech of the hotd collaterd
pieces.

Tourian maketing is dl
about rdationship building!

We ae continuing this
sies of atides on tourism
every other month and would
like to focus on some of the
more innovdive tourism pro-
grams. Please submit your pro-
grams to me, ether via email
(CFeims1000@aol.com), fax
732/545-3138 or mal. If poss-
ble, indude samples of your
graphics viae-mail. Full credit
will be given to the person or
team respongble for the pro-
gram. Vist our new web ste:
www.gfmerketinginternation-

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.

the malls host community flag ~ developers for this year's Hag _
recognition ceremonieson June Day campaign will aso recog- an ICSC MAXI Awad in
14 and Smultaneoudy raisethe nize the contributions of Amer- 2000. =m

d.com. =

Package dates/rates:
Now through 2/14/05 - $269
2/15/05 through 4/30/05 - $329
5/1/05 through 8/27/05 - $249
8/28/05 through 11/18/05 - $219

International Plaza




