VIARK

\ ()L =

Conference Coverage

\Yi

Top Ten Ways to Build Your Tourism Marketing

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

L £ Top TEN WAYs TO BUILD YOUR TOURISM MARKETING™

WAS A PANEL AT THE RECENT ICSC FusioN CONFER-

ENCE IN HoLLywoob, CA. The session was chaired
by Rosemary McCormick, president of Shop America
Alliance. The panelists included Kathy Anderson, presi-
dent, Anderson Retail Tourism Marketing; Art Jimenez,
senior director of leisure sales, Las Vegas Convention
and Visitors Authority; Peggy G. Ziglin, Colorado
regional PR/tourism director, Craig Realty Group, and
myself. These highlights of the presentation will help
you build your own tourism marketing program.

Effectively targeting the
vigtor market can beasessy as
counting to 10 if you teke a
srategic  approach.  Your
tourism program does not have
to codt alot of money. In fact,
even though the vistor market
can account for 40% or moreof
your center’s totd sdes, you
redly don't haveto spoend more
than 20% of your budget.

“This makes targeting the
vistor market a very effective
way to maximize your market-
ing budget,” said McCormick.
Sheexplained, “Wedl haveto
be accountable and show area
sonable ROI, and there is no
better way then by investing in
the vidtor market. Why?
Becausethevistor will typica-
ly gay longer and spend more
money in your center.”

Idea Number One The
Power of Shopping Tourism.
The Department of Commerce
continues to prove that shop-
ping and dining rank asthetwo
top activities of the visitor mar-
ket, with culturd heritagetravel
fdling right behind. Globa
tourism has recovered strongly,
showing anincreesein 2010 of
6.7%. Thet represents 935 mil-

lion internationd  tourist
arivals, according to UN
World Tourism Organization
reports. In the US, tourismisa
$700 hillion business, with pro-
jected growth of 9% this yesr.
The gats are back in our favor,
and the timing for implement-
ing avigtor program has never
been better. If you dreedy have
one, audit your program to
make sure you are on the right
track.

Number Two, Branding
Your Center for Tourism.
Anderson presented severa
case sudies on how shopping
center developersand shopping
centers have effectively brand-
ed themsdves to better reech
thislucrative market.

Gengd Growth Proper-
ties MAXI Award-winning
“America's Premier Shopping
Paces’ (APSP) was presented,
with updates showing how
drategieshaveevolved over the
yearstoincdudemuch moreon-
line promotion with the OTAs
(orline travel agents) and the
popular travel webstes A sec-
ond case dudy was presented
on Wedtfidd San Francisco
Centre and how it was re-
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branded to
better reach W
their target vis-
itor market.

“The vig-
tor wants to
seevisuasthat
communicate
what makes a [Py
ma unlque & RESTAURANTS
a]d am”'g Nordstrom

Bloomingdale’s
;I:‘gﬂ/ ?;I(I{;:\ Burke Williams Day Spa
. Century Theatres

experience The Restaurant Collection
and dtraction :thth; ED:
where  they i st ikl
can shop ad
dine  while
they are on
vacation,”
Anderson
sad.

She suggested auditing
your center by walking through

it as though you were seaing it
for the firg time to see what
agpects can become an “ expei-
ence’ 0 you cregte a sense of
place. Be sure to use photogra-
phy with people, and fedture
the degtination, not just the cen-
ter, by focusng on what gives
your center aregiond flavor or
congtitutes aunique draw.

For San Francisco Centtre,
the pure fashion image ad was
replaced with new grgphicsthat
highlight the center's food,
fashion and unique architectur-
a desgn, and promotesthefact
that Sen Francisco' slargest day
gpaisin the Centre. Brochures,
ads, vouchers and Pasport to
Savings offers dl got the new
graphic gpproach that is much

continued on page 4

Reprinted with permission from
JONESREPORT Plus.

© 2011 JONESREPORT Inc.
All rights reserved.

For subscription information
Call 800/546-9889 or
317/576-9889,

E-mail wrw (@ JonesreportPlus.com or
Write

JONESREPORT Plus

PO. Box 50038

Indianapolis, IN 46250.

Visit JONESREPORTPIus.com

MAY 2011 = 3



www.JonesreportPlus.com
mailto:wrw@JonesreportPlus.com

Two sders, 15 years apart
recaived, the makeover of their
lifetime! Hair, maeke-up and a
new outfit from Saks Fifth
Avenue Off Fifth at the Outlets
at Cadle Rock. Modds are
seen with Peggy Ziglin, fashion
expert, Outlets of Colorado,
and Fox 21 morning reporter
Craig Coffey. Segment to air
May 10.
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Continued from page 3
more exciting and enticing for
thevigtor.

Number Three, Partner-
ing with your DM O (destine-
tion marketing organization)
was presented by Jmenez.
“The firg thing you should do
when you are embarking on a
vigtor program is to get to
know the key people a your
DMO. This will usudly
indude the lesure, meetings
and convertion sdes depart-
ments. Each can be a tremen-
dous hdp in bringing in
business for you,” Jimenez
explaned. TheLVCVA isvery
aggressive in promoting shop-
ping and dininginther degtinea-
tion, and is cdebrating the 10th
anniversaxry of their award-win-
ning Shop LasVegas Program.
Jmenez showed how his pro-
gram has evolved over the
years and, like APSP, has a
srong on-line promotiona
component.

|dea Number Four, Cre-
ative Co-opertition through
Alliances atopic | have cov-
ered many timesinthisseriesof
JONESREPORT Hus atides,
was presented by me. The reax

son is smply because they
work. Alliances dlow you to
form partnerships thet leverage
your time and money, a very
important  component  in
today’s competitive environ-
ment. Because | followed the
idea of working with DMOs, |
gave a couple more examples,
as not dl DMOs are created
equa and not dl are as easy to
work with and as aggressve as
theLVCVA.

TheF. LauderddeCVBis
an excdlent partner with Gulf-
dream Park, and we have
developed severa exclusive
programs that target the Lain
America trade through E-zine
digribution to the travd trade
and a shopping swespsiakes
that targetsthe Colombiatrave
trade.

Historic Shopping & Din-
ing Alliance is a patnership
among Faneuil Hal Market-
place in Bogton, South Street
Segport in NYC and Union
Sation DC. It was formed pri-
marily to save onthe marketing
budgets but hescreated alifeof
its own, with atremendous and
unexpected amount of press
More can be read aout this
Alliance in the January, 2011
issue of JONESREPORT Plus.

It's important to keep in
mind that these types of part-
nershipsdon’t just happen; they
haveto be cultivated over time.
Once you have made your
DMO your best patner and
grestest supporter, you can
moveon to somemore cregtive
dliances

|dea Number Idea Five:
Tourism Media & Public
Relations. After you haveyour
programsin place, you need to
promote them, Ziglin suggest-
ed. “Fird meke certain your

program is newsworthy, and
thensoinitwithatourismtwist.
You only have 10 seconds to
meke a fabulous fird impres-
gon, so meke them count,”
Ziglin advised. She showed a
videothat promoted makeovers
vistors can have done while
vigting her centers. It was
picked up by alocd tdevison
Sation!

“Thiswasjust one of those
idess for which | refused to
acoept ‘no,’ and it has turned
into an amazing amount of
pressfor us” she added. Ziglin
aso increases her exposure
with socid media and recom-
mends that everyone get
involved with different organi-
zations in order to network. “It
al adds up to connectivity, and
thet iswhat PR and touriam is
dl about,” shesad.

|dea Number Six, Pack-
age to Promote Tourism
Online, was presented by
McCormick who explained
how sheworked with her shop-
ping center partners to develop
more than 200 shopping and
dining tours in 40 cities
throughout the US. “We have
contracted with over 20 OTAS,
including the most popular
names like Expedia, Travelodi-
ty and Orbitz. No shopping
center can afford redl estate on
these websites, which isvaued
a approximatdy $5,000 a
month.”

Idea Number Seven,
Targeting Your Tourism
Markets, was presented by
Anderson and me With so
many different market seg-
ments, you have to be drategic
in your gpproach. Work with
your DMO and decide which
targets will be the mogt lucra:

continued on page 16
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tive for you. This means both
geographically and by type of
traveler, such asgroup vs FIT,
lesure vs. business, domestic
vs. internationa. Do your
research, conduct an audit and
write your tourism mearketing
planto guideyou appropritely.
A lot of new data hes been
releesed on the internationd in-
bound markets to the US —
enough to judtify covering it in
my next atide. Stay tuned for
the internationa  market
updatesand how to reech them,
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ENTER FOR A CHANCE TO WIN THE ULTIMATE SHOPPING GETAWAY:

* A trip for two to Las Vegas
* Round-trip airfare

+ Deluxe hotel accommodations for 2 nights
« Plus, $2500 shopping spree at Fashion Outlets of Las Vegas

For your chance to stay and spend away in Vegas, baby, simply

type in your information below.
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with case dudies of new and
credive programd

Idea Number Eight,
Working with Your Mer-
chants, was presented by
Zidlin. “Engagethem, get them
involvedin your programs, and
show how it will benefit them
and be a winlwin for every-
ong” shesdd. Itisimportant to
demondrate to the merchants
thet ther traffic and sdes will
increese with an effective
tourism program.

|dea Number Nine, Bud-
get and Tracking Tourism
for effective ROI, saw input
from the entire pand. Touriam
can be tracked by sdes to the
locd market vs thevistor mar-
ket. Usudly you will find a
higher average expenditure
from the vistor market. You
can track voucher redemption,
coupon redemption and dining
voucher sdes Mogt important-
ly, your tourigm partners can
evolve into sponsorship dol-
lard

To condudewith thelagt
Idea, McCormick presented a
new ICSC/Shop America
Alliance Partnership which is
launching “Shop the World
Tourism Seminars’ in Cancun,
Canada, Singapore and the
Middle Eagt. Theobjectiveisto
promote retal as a tourism
draw, thus boosting sdes rev-
enue of retalers and enhancing
economic development for
locd economies worldwide.
These are scheduled to launch
thisfal.

“The primary objective of
the Shop the World Touriam
Seminarsisto promoteretal as
atouriam draw, boogting sdles
revenue for retallers and
enhancing economic develop-
ment for thelocd dedtinations”

sad Tim McGuiness, ICSC
vice presdent of globd trade
expogtions and conferences.
“ Shopping and tourism leaders
from the United States, dong
with loca market shopping and
tourism experts, will share
expertise and best practices in
marketing, leesng and deve-
opment to atract high-spend-
ing travelers”

We are continuing this
sies of atides on tourigm
every other month and would
like to focus on some of the
more innovative tourism pro-
grams. Please submit your pro-
grams to me, ether via emall
Cadyn@CIMarketingl nter-
national.com, fax 732/545-
3138 or mail. If possble,
include samples of your graph-
icsviaemail. Full credit will be
given to the person or team
responsble for the program.
Vidt our new web ste
www.¢jfmarketinginternation-
d.com. m

CJF Marketing Internation-
al offers a range of services
for creating and implement-
ing strategic tourism, eco-
nomic development and
marketing programs for
shopping centers, urban
entertainment projects,
downtown retail districts,
communities and commer-
cial properties globally.
The firm also offers educa-
tional programs and semi-
nars for corporate meeting
planners, shopping center
devel opers, communities
and re-devel opment agen-
cies. Feimster can be
reached at 732/249-6080.
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