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Historic Shopping & Dining Partnership Links Three Properties

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

FEATURED SHOP & DINE LONDON, AN EFFECTIVE PART-

I N THE SEPTEMBER ISSUE OF JONESREPORT PLus, WE

NERSHIP THAT LEVERAGES RESOURCES TO CREATE GLOBAL
REACH FOR ITS VISITOR PROGRAM. This month, we’ll look at
a smaller partnership among three properties in the US.
This new brand, Historic Shopping & Dining Attrac-
tions, was launched less than a year ago and has result-
ed in incredible exposure for the partners.

Higtoric Shopping & Din-
ing Attractions (HSDA)
includes three of the top dedti-
nationsin the US and must-see
atractions for both domestic
and internationd traveers. The
dedtinations are South Stregt
Segport in New York City,
Fanelil Hal Maketplace in
Boston and Union Station DC
inthe nation' s cgpitd.

Creates a New Product

Thegod isto provide tour
operators a new product to sl
that indludes the top two activi-
tiesof thedomesticand interna
tiond traveler — shopping and
dining. US Depatment of
Commerceresearch provesthet
theculturd traveler Sayslonger
in a dedination and spends
more money than the non-cul-
turd travder, 0 it mekes sense
todignthesesmilar, higtoricd-
ly sgnificant projects.

The origind idea came
about during atwo-day Cultur-
a Tourism course | wasatend-
ing & NYU. The idea of
leveraging these properties
intrigued me, and devdloping a
plan for this concept was the
quickest and essiest way to
goproach the dass assgnment.
Onthetrainridehomefromthe
cty, | drafted an outline and
prepared a PowerPoint presen

tation before teking time for
dinner.

The Mother of Invention

A few months later, when
animportant partner backed out
of the booth share with The
Segport for Internationd Pow
Wow, this country’s largest
travel trade show, panic st in
because the show istoo expen+
Sve for usto do solo. Sudden-
ly, that class project came to
mind. The bescsweredone, 0
it was essy to resurrect it and
develop the proposd for the
three potentid partners.

“We saw this as a great
opportunity to leverage whet
we haveto offer a The Segport
with smilar properties in other
markets. Plus, it got us back
into Pow Wow in a way we
could afford,” explained Lin
coln Pdsgrove 1V, then the
Segport’'s senior marketing
manager and now director,
retaill development, Generd
Growth Properties Hewent on
to explain, “These three prg-
ectsare 0 pardld inwhat they
have to offer — unique shop
ping, fabulous dining, free
entertainment and exhibits —
yet each communicates a very
different agpect of our Ameri-
can heritage”

Bannerswere designed for

the Pow Wow booth and new
collaerd was crested for the
brand. In addition to the sdes
sheet for the brand, we distrib-
uted individud sales sheets
from each property, sample
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court dining voucher order
forms. Each property sent logo
giftitemstodigribute. Weeven
had a drawing for a beautiful
beeded handbag donated by
Union Station.

Success Breeds Success

“This gave us the pefect
opportunity to promote our
new dore, Accessorize, a UK-
based accesories dore that is
well known by the British tour
operators. Their dore here &
Union Sation was ther firg in
the US and we fdt the tour
operatorswould beinterestedin
knowing that they had expand-
ed to this country,” said Union
Station Marketing Director
Dawvn Banket.

continued on page 4
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which, for a new

back, we decided

targetsthe receptivetour opera-
tors), the Student Y outh Trave
Asociation, the Nationd Tour
Operaor Associdion and the
American Bus Assodiation.
Faneuil Hdl Marketplace
Marketing Manager Rebecca
Stoddard explained, “Faneuill
Hal Marketplace understands
how important it isto bevisble
and work with multiple tour
operators. This partnership
makes reeching the operators
affordeble for us. Furthermore,
we are adle to offer the tour
operator an expanded product
in three key cities with proper-
ties rich in American higtory.
We even switched our fulfill-
ment center to the Revolution-

ere contected by a UK
publication, Essentially
erica UK, that want-
ed to do a sory on the

weredizethet vistorswart
to learn about the history &t our
propertties. One way we
embraced this was to develop
higtoric walking tours. We part-
nered with aloca company and
launched ‘From Sdlsto Sdes
a The Segport,” explained The
Segport Marketing Manager
Chris Amundson.

“The Segport is best
known now as a budling retail
center, but during its early days
it was a thriving port. This his-
tory is unknown to many vis-
tors. Our new tour will teke
them through the odld dreets,
bars, taverns, shops, housesand
ships that made The South
Street Segport areathe gateway
totheworld,” ssid Myron Baer,
COO of Unde Sam's New
Y ork and cregtor of the tour.

Thistype of tour is perfect
to package with the food court

new brand. The result
s a four-page atide
ha included details

linked by Amtrak. The atide
even explained how packages
could be booked in the UK for
Amtrak Vecations. The publi-
cation’'s circulation is 50,000.
The cog of a full-page, full-
color ad is$8,430, bringing the
vaueof thissection to $33,720.
The cogt to uswas zero.

We took this yet another
step and met with receptivetour
operator Tour Mappers, which
has the exdusive on the inter-
nationa component of Amtrak
Vacaions. We are now part of
their program, and ther
brochures promote that all
inbound passengers recaive a
welcome packet of discounts
and incentives, an entertain-
ment schedule and alogo sou-
venir whenthey arrive at one of
our destinations.

The brand has a0

continued on page 16
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Continued from page 4
received publicity in severd
domedtic trave trade publica

National Tour Operators
Asocigtion (NTA), Pack-
age Travd Indder and Trip
Planner, anannud guidefor

For the halidays, two
of thethree centerspartnered on
aco-op ad in Amtrak’ sArrive
megazine. “This is a tacticd
goproach we have wanted to
implement, but we could not
work the high cogt into our
budget. Sharing the cod, plus
negotigting a low rate
because of the brand' s natu-
ra tie-inwith Amtrak, made
this a very workable pro-
gram,” said Stoddard.

The HSDA brand
gives us gregter opportuni-

TIONS
HISTORIC SHOPPING & DINING ATTRAC

Incentives, discounts and
adtivitiesfrom sdect retall-
ersand redaurants, indud-
ing aVIP wecome packet.
= Pre-arranged spouse pro-
gramsfor meetings and con-
ventions,
= Guided tours upon request.
= \Wdcome bags prepared for
converttion and mesting dd-
egates.

16 = JONESREPORT Plus

m Gift cardsavailableto pur-
chasefor medting planners
toincludein thegroup’'s
welcome bags.

m All three properties offer
unique features and activi-
tiessuchasBodies ... The
Exhibition, museums, the
Freedom Trail, Production
Studio with tours, water
activitiesand much more.

m Private event and mesting
space, including space for
receptions

m Private lunch, dinner and
cocktail functionswith dl-
indusive group menus
available upon reques.

m All properties offer pre-paid
commissonable food court
dining vouchers. Plus, some
properties offer a“ Top Pur
chasers Reward Program.”

= Downloadable shopping
and dining vouchers

® Easy motorcoach parking.

= Marketing support meterids
— images, logo and text for
printed and on-line
brochures

= Resarvaion agent seminars
and training, plus agent
incentive programs such as
Swegpdiakes.

= FAM tour assstance.

The Future

“Our research shows that
many vigtors to New York
City, especidly internationd
vigtors, will indlude oneor two
other dtiesinther trip. Aslong
as they come to The Segport,
why not encourage them to
visit Faneuil Hall Maketplace
or Union Sation while enjoy-
ing our countryside by train?’
said Amundson.

All of this came about 0

quickly wedlill havetoreturnto
the badcs like printing bus-
ness cards with the brand logo,
developing a webdte, looking
a the varioustrave webgtesto
paticipate on, exploring the
possihility of one voucher for
al patnersand, of course, con-
tinuing to develop what thetour
operator wants, which is com-
missionable packaged

We are continuing this
sies of atides on tourism
every other month and would
like to focus on some of the
more innovative programs.
Please submit your programsto
me, ether via emal a Ca-
oyn@CJI-Marketinglnterna
tiondl.com, fax (732/545-31.38)
or mal. If possble incdude
samples of your grgphics. Full
credit will be given to the per-
son or team respongble for the
program. Vist our new web
ste www.gfmarketinginterna-
tiond.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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