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Effective Partnerships

A

Shop & Dine London is Marketing London’s Retailers, Restaurants

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

T WO WORDS YOU SEE FREQUENTLY IN THIS SERIES OF
TOURISM ARTICLES ARE “LEVERAGING” AND “PART-
NERSHIPS.” Why? Because both leveraging and
partnerships are usually included in successful visitor
program strategies. We form partnerships to leverage

each other’s dollars and resources so our message can
reach a wider audience more frequently.

I've festured severd suc-
cesstul partnershipsin previous
articles, including the Shop
America Alliance
(Www.shopamericavip.com)
and Americd's Premier Shop
ping Places (www.americas
shoppingplaces.com), Generd
Growth Properties  branding
drategy for its tourism centers
In 2009, we covered The
Sandestin Alliance
(Wwww.sandegtination.com) ina
three-part series. This month,
we arefegturing anew partner-
ship, Shop & Dine London,
and the next article will cover
Higtoric Shopping & Dining
Attractions, an dliance of three
centers in Bogon, NYC and
Washington, DC.

Why a“Shop & DineLon-
don” program? Isn't shopping
dready an expected activity for
vigtorsto London?

“Of course” explains
Kathy Anderson, CMD,
founder of Shop & Dine Lon-
don and president of Anderson
Retail Tourism Marketing,
“whichisdl themorereasonto
take London’ sunique shopping
experiences and promote them
to vigtors in advance of thar
travel to generaie even grester
traffic and sdes for shopping
centers, retailers and restau-
rants. By developing a dedicat-
ed brand and tourism plan,

participating businesses will
have their messsge heard and
seen by millions more people
aound the world than they
could possibly have reeched on
their own.”

Better Knowledge, More Spending
Shop & Dine London,
which was officdly launched
in April of thisyear, isdesgned
as a cooperdive tourism mar-
keting program that promotes
sdect shopping centers, retail-
es and restaurants in and
around London to vistors who
are planning atrip to the city.

“Weuseavariety of travel
mearketing resources induding
print, eectronic and persond
busness meetings with the
trave trade and media to meet
our objective of increesng pre-
arivd awareness and driving
more busness to our partners”
Anderson says.

“We know from experi-
ence that the more travders
know &bout a dedtination,
including the shops and restau-
rants, themorelikely they areto
vigt and the more they spend
on shopping and dining. When
they know about unique shops
and restaurantsin advance, they
will schedule time to see them
as a pat of ther itinerary
ingteed of trying tojust squeeze
inavigt.

tion, as a pat
of our pre-
arivd avare-
nes
marketing,
we promote
Shop & Dine
London’s
‘vigtor pass
port’ incen- [

tive program.
Vigtors from
outsde the
London area
are invited to
receve avis-
tor passport card which is pre-
sented a Shop & Dine London
partner establishments  to
receive specid offers, compli-
mentary menu items, giftswith
purchese or savices such as
shipping, package delivery,
beauty mekeovers, ec. Thisis
an important dement to tour
operators and travel agents
looking to provide added vaue
intheir travel packagesto Lon-
don. Groupsespecidly lovethe

vigtor pasport!”

Preparing for the Olympics

| asked Anderson how/
why she decided to embark on
such an ambitious project. She
responded, “When | traveled to
London for a trade show two
yearsago, | met with acompa:
ny that was going to propose
eventsto the Olympic Commit-
tee, and they commented thet it
would be good to incorporate
gpecid shopping and dining
offers
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Creating Shop & Dine London
followed the basic steps of
creating any successful mar-
keting alliance. Viable part-
ners are identified, a business
plan is developed demon-
strating ROl and then you sim-
ply “pound the pavement” to
introduce the company,
explain the concept and get
buy-in from key establish-
ments. Typically, once they
are in, others will follow.
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“Wedid ayear of research
and meetings with retalers,
restaurants, tour operators,
concierges, etc., after whichwe
redlized thet therewas no cohe-
Sive program dedicated to pro-
moting these businesses to
tourigts. So we decided to use
our 20 years of retal tourism
marketing experience in the
dates to develop aprogram for
London.”

Finding Strong Partners

Cregting Shop & Dine
London followed the basic
Sepsof creating any successful
marketing dliance. Viable part-
ners are identified, a busness
plan is developed demondrat-
ing ROl and then you Ssmply
“pound the pavement” to intro-
duce the company, explain the
concept and get buy-in from
key egablishments. Typicdly,
oncethey arein, otherswill fol-
low.

“The higgest challenge
was geting the retalers and
restaurants to partner with their
competition,” said Anderson.
“But once they understood the
importance and cod-effective-
ness of promoting ther bus-
ness globaly, epecidly during
a down economy, they com-
mitted to the program. We
launched with just a few key
players we knew understood
the importance of tourism mar-
keting to their busnesses. We
anticipate doubling the number
of our retall and resteurant part-
nersin 2011, and increasing our
incentive offers by at least one-
third. By 2012, well have a
s0lid offering for Olympicsvis
itors.”

Currently, the program
provides vistors with over 200
gpecid offers, amenities and
savices from retalers located
along Regent Stret, a Burling-
ton Arcade and Biceger Vil-
lage as wdl as Harods and
Fortnum & Mason. Redtau-
rants located aong Regent
Street, in Harrods and Fortnum
& Mason, as well as the
eseemed Criterion Redtaurant
were part of the launch.

Regent Street done has
over amileof shop frontsunder
the ownership of The Crown
Edae It is a unique interna
tiond dedtination and a world-
class environment thet ddlivers
qudity, heritage, syle and suc-
cessto shoppersand businesses
dike

“Regent Street is plessed
to be apartner in Shop & Dine
London,” says Annie Walker,
director, Regent Stregt Associa
tion. “It engbles us to promote
our uniqueshoppingand dining
offersto travders visting Lor-
don from around the world.”
Check out www.regentstree-
tonlinecom.

The Shop & Dine London
marketing team works with
tour operators and travel agents

in Europe, Asa the Middle
Eagt and North America, dong
with sdect ground handlers,
meeting  planes  and
conciergesin London. They are
currently developing a promo-
tion with British Airways and
do online marketing with
guidebooks such as
www.WhereTraveler.com.

These trave professonds pro-
vide their dients with a specid

continued on page 12

Top: Shop & Dine London voucher. Bottont London Luxury web-
Ste homepage.
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Programs such as these don't
just take a launch-and-let-it-
happen approach. It takes
constant selling, promotion
and training. For the latter,
Anderson is presenting a
tourism marketing workshop
and luncheon designed espe-
cially for retailers and restau-
rants on November 3rd in
Central London.

12 = JONESREPORT Plus

Shop & Dine London

Continued from page 4

multi-lingud printed voucher
which is then presented &t des-
ignated redemption locations
throughout London including
Harrods, Burlington Arcade
and Regent Street where vis-
tors receive a four-color shop-
ping and dining trave guide
dongwith ther vistor passport
card. In addition, travelers can
a0 print a voucher from the
Shop & Dine London webste
www.ShopAndDinel_ondon.c
om and soon they will be adle
to download it to their mobile
smart phone. Cardscan beused
onfuturetripsto London. New
offers, gpecid events and pro-
moations are continually updat-
ed and featured on the Shop &
DineLondonwebsite Goingto
London?Try it yoursdf!

Alwaysagep aheed of the
game, Anderson isworking on
the next phase and do repre-
sents Luxury London, a pro-
gram of customized shopping
tours and unique shop-and-stay
peckages with London’'s most
discerning hotdls, retalers and
restaurantslocated in London’'s
New Wes End. A dedicated
Luxury London privilege card
and webstein Arabic and Eng-
lish highlight an exdusive mix
of privileges and luxury offers
that money can’t buy — from
teaa Asprey in aprivate room
to viewing Grace Kdly's diary
to Sr Wington Churchill’s suit
block.

“WEe re expecting upwards
of 45 million internationd vid-
torsto cometo London's West
End in the lead-up to the 2012
Olympics, which is worth an
edimated £2.2 hillion to the

locd retal and leisure econo-
my,” commented Jace Tyrrell,
communication director, New
West End Company. “Luxury
London is a caidyd to capitd-
ize on our key growth markets
of high net worth visitors seek-
ing abespoke program of priv-
ileges and  shop-and-stay
packages”

Constant Sales, Promotion, Training

Programs such as these
don't just teke alaunch-and-let-
it-happen gpproach. It tekes
congant slling, promation and
training. For the latter, Ander-
sonispresenting atourisn mar-
keting workshop and luncheon
designed epedidly for retalers
and restaurants on November
3rd in Centrd London. The
luncheonwill featuretravel and
touriam industry peskers, case
dudies on luxury retal and
culinary tourism  projects,
updetes on the London visitor
market and plans for maximiz-
ing London’s shopping and
dining message for the 2012
Olympics Additiondly, it will
educate participants on how
they can cgpitdizeontheir part-
nership in Shop & Dine Lo+
don and enhance their own
tourism marketing by develop-
ing packages with hotels,
atractions and specid events
Current travel and tourism
industry gtats will be presented
as well as examples of other
successful marketing initia
tives

Shop & DineLondonisa
member of Vist London, UK
Inbound and the Internationd
Culinary Tourism Association
and uses these industry mem-
berships to communicate with
travel professionds and media
by sending them updated press

releases on partner events and
activities — just more tactica
gpproaches to disseminating
information, getting coverage
andredizing theprofitsasmore
people visit and spend money.
For further information on
Shop & Dine London or Lo+
don Luxury, contact
Kathy @retailtourism.com.

As we dluded to ealier,
my next article will cover the
new dliance of Faneuil Hal
Marketplace in Bogton, South
Street Segport in NYC and
Union Sttion DC — “Higtoric
Shopping & Dining Attrac-
tions”

We are continuing this
sries of aticdes on tourigm
every other month and would
like to focus on some of the
more innovative programs.
Please submit your programsto
me, ether via emall a Ca-
oyn@CJI-Marketingl nterna
tiond.com, fax (732/545-3138)
or mal. If possble incdude
samples of your graphics. Full
credit will be given to the per-
son or team regpongble for the
program. Vidt our new web
ste www.gfmarketinginterna:
tiona.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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