Marketing Tourism

How Prime Qutlets Repositioned Itself for Success

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

AREN FLUHARTY, SENIOR VP OF MARKETING FOR
K PRIME OUTLETS, WAS THE KEYNOTE SPEAKER AT THE
13TH ANNUAL SHOP AMERICA TOURISM CONFER-
ENCE (SAA) and provided attendees with an excellent

overview of the State of the Outlet Industry, including
how she and her team repositioned Prime Outlets for

success.

Sncethe SAA conference
in January, the news continues
to be pogtive for the outlet
indugtry. According to VRN,
4th quarter sdestook a“legpin
the right direction.” Simon
Property Group’s Premium
Outlets reported comp sdes
increases of 6%, with sales per
square foot of $500. Prime
Retal dso finished the year
with pogtive sales growth.

It's All about the Outlets

As reported in the March
JONESREPORT Plus, outlets
Success was a recurring theme
throughout the SAA confer-
ence According to SAA Pres-
dent and Conference
Coordinator Rosemary
McCormick, “We recognized
the drength of this category in
the shopping center indutry,
but more important is its
grength for the vistor market.
Wefdt non-outlet retal profes-
sonds would gppreciate the
opportunity to learn more about
what makes the outlet industry
30 successful. Thisindugtry hes
worked hard over the years to
Oet towhereit istoday to make
itsretailers profitable”

To better underdand this
industry, it is important to
gopreciate the background and
how theindustry hesevolvedto
keep up with consumer
demand. The outlet indugry
has been around for years
going back towhen gppard and
mill stores offered excess and
damaged goods to ther
employees a stores atached to
their factories. Brands such as
Vanity Fair and Mikesa actud-
ly darted their outlet programs
as far back as 1936. The fird
newly congructed outlet center
opened in 1975. Once thought
of asaplacefor last year' sfadh
ion, outlets now are a vidble
channd of digtribution sdling
current season, high-fashion
goods.

Fluhaty discussed how
the credibility of the industry
hasevolved from aplacetolicr
uidate only merchandise that
would not sl a full priceto a
legitimate way of doing bus-
ness and promoating the brand.
“Today's outlets are vibrant,
offer red vaue from red
desgners, are located much
closer to mgor marketsthanin
the pagt and are a vdid, prof-

itable channd of digtribution,”
sheexplaned.

For a retaler to be truly
successful intoday’ s economy,
multiple channds of digtribu-
tion are necessary. She said the
industry has become more
credibleasit hasevolved tofea
ture 25% to 65% savings every
day by famous desgners and
brand names.

The Brand/Value Proposition

“The ‘brand/value propo-
gtion is dill the key to the out-
let indudtry,” daimed Fluharty,
emphagzing that without the
full-price digtribution channels,
the outlet category cannot suc-
ceed.

“The outlet brand/value
proposition only makes sense
whenthereisthefull-pricestore
for valueand price comparison.
A no-name gore offering a
huge discount is meaninglessif
you don't have abasisfor com
parison of the actud retal cost
of the product,” she added.

continued on page 14
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Prime Qutlets
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Today there are 389 outlet
centers worldwide, 216 of
whicharein
theUS. Oth-
ersareinthe
UK, Jgpan, |8
Koreg, Ger- s
many, Itay EE
and Mexico. IR
In the USE"S
just  four |
companies
dominate
this indus- ]
try. Thel &
lagest is
Chdsa |
Property .
Group, fol- @2
lowed by
Tanger Fec-
tory Outlet
Centers,
Prime
Retail, Inc.
and Craig Redlty Group. These
four represent 67% of the
indudtry.

Massive Repositioning

Formerly with Chedsea
Property Group for 13 years
Huharty was hired by Primein
2007 to lead a massive repos-
tioning of their 22-center port-
folio, which was necessary due
towesk sdesandtrafficand the
need to gan upscde market
sharefrom competitors. Huhar-
ty brought to the table awedth
of knowledge and experience
not only in marketing but dso
inleasng strategy and develop-
ment, both domedicaly and
internationdly.

“We redlized that much of
the problem was lack of a key

message that spoke to the cus-

tomer’s mindset, no continuity
in the messaging, no fashion
senghility, no prominent brand
presence and mogt important,
no vaue saement,” Fuharty
sd.

working together and the rest
will fdl in place”

The new campaign for
Prime Retal reflected the fact
that many centers were com-
pletely remerchandised with
upscale brands and, in some
caxs, remodded to bring a
fresh, new and more upscde
experience.

Communicating Fashion Message
The campaign, “The
WorldisY our Runway,” clear-
ly communicated a fashion
message that was availdble to
al & apricethat was gopeding
to the

Say I;”‘ID65"%'

vaue-con-
SCioUs Conk
umer. The
media mix
was reba-
anced to
reech more
potertia
cusomers.
Teevison
wasused in
mgor mar-
kets, aswas
print. A
new web-
dte, was
launched to
offer extra
savings and
a members

PROME

OUTLETS

Old Prime Outlets ad versus new fashion-oriented ad. rayards

“The outlets are about two
things value and recognized
brand names. Also key to our
success on every level was
what | cdl ROR, Return on
Rdationship. We mined our
reldionships with the tenant
community, the communities
in which we do busness and
like-minded marketing part-
ners. You get dl thesedements

program:
https/Amwww.primeoutl ets.cony
prime-my-closet .

As aresult of the redeve-
opment and repositioning,
2009 ses through November
were up 2.7% at a time when
theregt of theworld wasdaim-
ing flat is the new up! Traffic
was up 8.7%. More than 124
new leases were Sgned in the
24-month period, and the value


https://www.primeoutlets.com/prime-my-closet
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of the portfolio escdated, going
from a 2005 sling price of
$638 million to Lightstone
Group to $2.3 hillion to Smon
Property Group alittleover five
years|aer!

Non-Traditional Media

Much of thissuccessisdue
to Huharty’s undersganding of
the markets, the consumer and
how the consumer is changing.
“Today's consumer expects
change in the way we, as mar-
keters, provide information,”
explained Huharty. *“ Also, con-
sumers have changed in the
way they travel and shop. We
need to harnessthisinformation
to be more drategic and effec-
tive”

To begin with, athorough
understanding of inbound mar-
kets is crucid, including
changes in currency and gov-
ernment regulaions in the dif-
ferent countries that trave to
your destination. Second,
understand how consumers
gan informetion. Thirty-four
million Americans researched
travel onlinein advance of their
trip. On average, 20 Stes were
vidted and four hours were
spent on thistrave research.

“You need to carve out
your ‘shopping share of avis-
tor' stimein advance,” Fluharty
advised. “Wedo thiswithinno-
vaivepatnershipssuch aswith
Expedia, themogt visted travel
websteintheworld, with more
than 27 million unique vigitors

per year. We developed shop-
ping packages with them that
populate during the end cyde
of a consumer’s online travel
booking. The package dso
gppearsunder theactivitiessec-
tion of each respective center’'s
gateway city search.

“The benefits? Thishelped
us garner more traffic to dl of
our key touriam centersusng a
non-raditiond medium and it
dso generated a new revenue
stream of $6 per package sold.
This required no cash invest-
ment from our centers, asexpe-
diacom collects a percentage
commission on eech package
0ld and we worked with our
merchant partners to build the
package dements. We esimate
thet the advertisng vaue gar-
nered on this package is
approximatdly $2.5 million per
year,” explained FHuharty.

Public relaions continues
to be a key component and is
referred to as “thought leader-
ship” by Huharty. PR was tar
geted not to the masses but to
key mindsatsinduding boththe
Frugd Fashionidas and reces
sion-minded shoppers

Relationships Still Count

Socid media has changed
the way consumers gather
information, with red time
worldwide conversations on
dtes such as TripAdvisor,
Linkedin, Facebook, Twitter,
eic. Thenext generdionislocd
sodd media platforms based
onthe GPSsystem. Thecurrent
frontrunner is foursquarecom,
but tread catioudy as
foursquarecom could go the
way of myspace.com, theinitid
front-runner to Facebook.

And findly, as Fuharty
expressed, it is dl about the
ROR, Return on Relaionships.
In spite of the rise of socid
media, she says face time is
criticd. Thisgoesfor your mer-
chants, your marketing part-
ners, your DMOs, media and
even the public sector. “As
savwwy maketers, you can

marketing, Prime Outlets
embrace the new while
expanding your relationshipsas
aformulafor success” Huhar-
ty concluded.

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, ether via emal at
Cardyn@CJIMarketingl nter-
national.com, fax (732/545-
3138) or mail. If possible,
include samples of your graph-
ics. Full credit will be given to
the person or team responsble
for the program. Vidt our new
web ste www.gfmarketingin-
ternationd.com. m

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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