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Shop America Conference Highlights Best Practices

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

T HE 13TH ANNUAL SHOP AMERICA TOURISM CON-
FERENCE, HELD JANUARY 11-13, 2010 AT THE
FOUrR SEASONS HOTEL IN LAS VEGAS, gave atten-
dees the opportunity to network, discuss and debate
what the future holds for shopping tourism in 2010 and
beyond. The fact that we could get extremely afford-

able rates at a beautiful Four Seasons property sends
the message that it continues to be all about the “deal”

and offering value.

Both theshopping industry
and the tourism indudtry have
changed. Will things ever go
back to theway they were? The
message underlying most of the
presentations this year was a
cear “no,” but that sharper,
more focused and more Srate-
gic companies will emerge
from the worldwide recesson
—perhaps even gronger than
before — by doing businessin
anew way.

| atended the very firg
Shop America Conference in
Napa, CA, 13 years ago, ad
friendships fodtered there ill
leg. That is the red benfit of
these conferences In13years, |
have only missed two. It con-
tinues to be an interesting peth,
beginning with defining what
shopping touriam is and how
shopping centers can benefit
from the vistor market. |
remember years ago, while
working atravel trade show in
South America, being asked by
ahotd director of sdleswhy |
was there represanting a mal.
My answer: “Where do you
send your guests when it
rains?’ Oh yesah, to the mdl!

Y ears laer, research from
the U.S. Department of Com-
merce proved thet shopping
and dining are the number one

and two activities for the
domedtic and internationd trav-
de. Those (though the two
postions change from time to
time) ill remain the top two
activities.

Today there ssemstobea
revivd in shopping tourism as
indicated by the number of
atendees a this year's confer-
enceandtherenewed interestin
developing tourism programs.
There were severd “take
aways’ fromtheconference, all
having to do with how to work
smarter and more srategicaly.

What's New with SAA?
Shopping packages con-
tinue to sdl well on top trave
gteslike Expedia Thereisnew
and exditing research on shop-
ping/culturd  tourism. A new
Shop America web Ste was
launched, and the AAA part-
nership isill srong.
“Packaging is dearly the
way to promote your shopping
center to the vistor market.
According to Expedia, the
average travder will shop five
or Sx different travel web Stes
before meking their purchasing
decison. If you are not vishle
on a number of dtes, you are
not maximizing your poten
tid,” explained Rosemary

McCormick, presdent of Shop
AmericaAlliance

It's All About the Outlets

This seemed to be arecur-
ring theme, to the point thet it
dmog reminded me of the
days when Time megazine ran
the controversid cover pro-
daming the death of the mal
when Internet  shopping
emerged. We survived that and
there continues to be room for
outlet shopping, town center
shopping, marketplace shop-
ping and even regiond mdl
shopping for the visitor market.
After dl, vistorswant avariety
of shopping and dining oppor-
tunities

Outlet guru Karen Huhar-
ty gave the keynote luncheon
presentation, which was appro-
pricte because gpproximatdy
40 percent of the atendees
were from the outlet indudry.
“It is dl about the rdationship
with the brands and ther
vaug” she explained. She dis-
cused how the indudry hes
evolved from aplace to get rid
of merchandise that would not
sl a full price to alegitimate
way of doing business. “Itisall
about ROR — Return on Rela
tionship,” conduded Huharty.
More on her outstanding
accomplishments will be cov-
ered in asubsequent article.

Social Media

Mogt exciting and with the
grestest potentid were the ses-
sons on socid media The
questions are how to best inte-
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gratesocid mediainto our mar-
keting, how to integrate our
socid media tactics with other
tourism partnersand, of course,
how to meketimefor it dl. To
be successful requires more
than Facebook and Linkedin
logos on your e-blasts and e
mail Sgneturelines.

Value and the Deal

We have dl heard about
the difficult times Las Veges
went through as areult of the
“AlG Affect” andthedeclinein
the conventions and medtings
market. Art Jmenez, senior
director of leisure sdes for the
Las Vegas CVA, presented a
case dudy on what they did to
bring business back.

“We made over 4000
fece-to-face cdls between late
2008 and summer 2009 to re-
establish rdaionships and to
build new ones” he said. “Our
prior success as a top market
may have mede it esser to
book business, s0 we went
back to the basics and dusted
off that old sdes cal sheat and
ussd it effectivdy,” Jmenez
explaned. Thisis an excdlent
example of how companies
who act smat will emerge
gronger from the recession.

The Next Wave of Technology
The datidics are sagger-

ing regarding smart phone use.
If you promote your stores and
resaurantsto the vistor market
once they are in your destina-
tion and you don't have a
mobile marketing drategy in
place, you are missing the boat.
“The key is to recognize that
mobile marketing is not a
gand-done tactic, but needs to
be integrated into your overdl
marketing program. The

important point isto undersand
the difference between a.com
dte and a.mobi ste They are
not interchangegbleif you want
your information to be easly
reed on a smart phone”
explained Franc Edgerly, pres-
ident and CEO of ITI Maket-
ing.

The Statistics

The das are in and there
areno surprises. Trave isdown
and S0 is spending, but alot of
people are il traveing, and
thexe travders are ill shop-
ping. England continuesto leed
the long-haul market. They got
redly tired of day-cations,
which resulted in pent-up
demandfor travel. TheGermen
market never did fed the credit
crunch, so they continue to
travel. Mexicans ill come for
shopping, and Brazl is re-
emerging asanimportant shop-
ping market.

The Travd Promotion Act
(JONESREPORT Hus, Dec,
2009) passad the House but has
been held up by a procedurd
dday inthe Senate.

Tourism Person of the Year
Thisyear Kathy Anderson,
SCMD, presdent of AZ Trav-
g Marketing and Anderson
Retall Tourism Marketing, was
recognized asshopping tourism
person of the year. A leader in
the shopping center industry
for two decades, Anderson has
been on the cutting edge of
tourism marketing, winning
ICSC's firg tourism B-to-B
MAXI award in 2006 for
GGP's corporate tourism pre
gram, Ameicas Premier
Shopping Places. Her new
internationa endeavor, Shop &
Dine London, will be fegtured

in an upcoming JONESRE-
PORT Plusatide.

Winners of Shop Ameri-
cads SAS awards are lised on
page 16.

We are continuing this
sies of atides on tourigm
every other month and would
like to focus on some of the
more innovative programs.
Please submit your programsto
me, ather via emal a Ca-
oyn@CJI-Marketingl nterna
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. Vidt our new web
ste www.gfmarketinginterna:
tiond.com. =

CJF Marketing International
offers a range of services for
creating and implementing
strategic tourism, economic
development 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-development agen-
cies. Feimster can be
reached at 732/249-6080.
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