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Latin America ... It's Back!

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

ABOUT “HISTORIC SHOPPING & DINING ATTRACTIONS.”

I N MY LAST ARTICLE | PROMISED THIS COLUMN WOULD BE

However, | just returned from La Cumbre, and
because the resurgence of the Latin market is so time-
ly, | decided to cover it in this story. My next article will
feature the new alliance of Boston’s Faneuil Hall Mar-
ketplace, South Street Seaport in NYC and Union Sta-

tion DC.
While the economy is not
bouncing back as fagt as we

increesed participation by
retalers and restaurants,

\Yi

The Resurging Latin Traveler

One maket of paticular
interest is the resurging Lain
traveler, especidly because
they love to shop. Some of us
remember the 1990s when the
Lain Americans were coming
to the US with empty suitcases
to shop. | remember taking
many lae night flights out of

would like, travel has
begun to show red
improvement, paticulaly
in certain market segments
and from certain regions

tationshave changed. Most
people around the world cor-
Sder taking avecation to expe-
rience new placestheir “right.”

What has changed is how
they travd. Many are trading
down. If they once dayed a a
five-dtar resort, they now book
afour-dar. They may not egt in
as pricey a redaurant as they
once did, or they may share an
entrée. So while they are ill
traveling, there is a definite
snse of prudence with ther
expenditures.

Offers Become More Important
“Traditionaly, shopping
centers in tourigm destingtions
have provided vistors with a
coupon book or specid offers.
However, redemption was us.-
dly low and the program was
Seen as More as an advertising
effort for merchants” explains
Kathy Anderson, CMD, pres-
dent of Anderson Retall
Tourism Marketing. “Today,
we are seaing increased use of
these offers by vistors and
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“In the pad, luxury retal-
ers didn't paticipate. They do
now. At The Shoppes & The
Pdazzo in Las Veges, desgn
erssuch as Tory Burch, Coach,
Rdph Lauren and even Bar-
neys New York offer luxury
travelers exclusve amenities
and savices such as persond
shopping, private showings,
hotdl ddivery, etc.

“We work with tour oper-
aorsand onlinetravel agencies
to develop exdusive offers for
their dients over and abovethe
traditiond vigtor offers. Wedt-
field Sen Francisco Centre is
running a promotion with
American Sky inthe UK. It tar-
gets the 1.2 million resders of
The London Times and entitles
clientsbooking aSan Francisco
packageto recave atote beg at
the center with a variety of
complimentary gifts and addi-
tiond offers from participating
retalers and restaurants —
including a$250 gift card from
Tourneau.”

Miami Internationd Air-

being
ounded by thenumber of
iances being checked

It'stime to take anoth-
er look a this market. Of
course, savwwy traved and
touriam folksnever stopped tar-
geting it, undergtanding that if
you pull out of a market you
have been cultiveting, it will
take much more time and
money to get them back. When
you stay with amarket through
good times and bad, the tour
operators will remember and
thank you for it.

Updates on the Latin Market
According to the US
Office of Travd & Tourigm
Indudtries, totd arivds to the
USfor thefirg quarter of 2010
were up 15.3%. Thisis driven
not by the European markets
but Latin America All of South
Americaisup 18.2%, driven by
gpecific markets such as Brazil
(up 33.8%), Colombia (up
19.0%) and Mexico (up an
impressve 52.8%). Like the
Brazilians they loveto shop.
This compares to the UK,

continued on page 4
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which isdown 34% and to dl
of Wedsern Europe (down
15%). There is a wedth of
information  a  http://-
tinetitadoc.gov/. Vigt it often.

= e To get fig-

marketing
organization
(DMO).

with  your
primary

research to
determine if
you are getting your Siare. Hor
example, if your Mexican mar-
ket figuresfdl below whet your
DMO is tdling you is coming
toyour destination, you havean
opportunity. Develop programs
targeting this market. If your
vidtationfrom Chile, for exam-
ple is higher than what your
DMO says is coming to your
market, continue doing what
you are doing, asyou are doing
something right! Once you
have collected and andyzed
your data, determine which
markets you want to target.

How to Reach the Latin Market
There are plenty of shows
in each country, but they canbe

expendve. If you want to be
aggressive in-market, but don't
have a huge budget, try:

= \Work with your DMO to
determine your most lucrae
tiveinbound countries.

= Fnd out their Program of
Work and your opportuni-
tiesto partner with them at
in-market trade shows.

® Paticpaewith themonin-
market sdescdlsand mis-
sons

= |f you can't go, seeif they
will take your meterids.
(Some DMOschargea
smdl feefor thisservice)

= Work with your DMOsin-
market representation firm.

your vis-
tor pro-
grams
thet are
goplicable Z,
to the Latin market.

m Seeif your DMO will pro-
vide you with their databese
of tour operators and media

“AtNYC& Company, the

DMOfor NYC, we understand

the vadue of cdling on our

membersto partner with usand
we offer many opportunitiesto
join usin Lain America with
trade shows and sdes mis
sons” explans Fred Dixon,
senior vice president of touriam
& convention development,
NYC & Company.

Work Your Partnerships

“Ourroleistosdl NYCas
awhole, but when our partners
travel with us, they are dble to
have the face-to-face conversa-
tion with the tour operator and
they can promote their own
hoted or atraction, developing
thet important rlationship.”

In addition to your DMO,
partner with your hotels. Mak-
ing sdes cdls with a hotd you
have shopping packageswithis
a cod-effective way to megt
with the tour operators. Steven
Klein, director, sdes and mar-
keting for the Hollywood
Beach Marriott near The Vil-
lage a Guifstream Park in Hal-
landde, FL, explans “It gives
our hotel more vaue when we
are ale to tak about dl the
grest shopping, dining and

nightlife a The Village. Our
clientslook for whatisgoingon
in the area, especidly when it
comes to our group business.
To be adle to partner and offer
off-dte evening activities or

continued on page 9
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pouse programs sometimes
will win usthe bid for a partic-
ular piece of group business
This type of partnership works
well for both of us”

La Cumbre

For 21 years, La Cumbre
has been the continentd mar-
ketplacefor travel professonds
from the Americas. It is the
only industry event that
incdludes exhibitors and buyers
from throughout the hemi-
phere and is a Sructured mar-
ketplace incorporating 30
computer-matched  appoint-

mentswith on-site hand sched-
uling. This year the show was
held September 8-10 in San
Diego and included over 200
exhibitorsand over 100 buyers.
“Due to our South Florida
location, we are especidly
interested in cgpitalizing on the
Lain maket, egpecidly snce
we know shopping and dining
continueto bethetop two activ-
ities of theinternationd vigtor.
“Since La Cumbre targets
the Latin American tour opera:
tor, we saw it asagood invest-
ment,” says Jeannie Roberts,
director of marketing for The
Villagea Gulfgream Park. She
joined Jet Blue, two hotds and
another shopping venue in the
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Greater Ft. Lauderdde CVB
boath at the show.

“We encouraged our part-
nersto sharether gopointments
ad leads to futhe <l F.
Lauderdde as a destindtion for
this market,” added Alfredo
Gonzaez, vice presdent of
tourism and internationd busi-
nessfor the CVB.

Finding Out First-Hand

“Sharing  appointments
worked particularly well for
us” sad Rosario Ramirez,
director of sdesfor the Hamp-
ton Inn Hdlandde Beach-
Aventurg, “epecidly since we
dready havea' Shop, Dineand
Wing package with The Vil-
lage. Not only could wejointly
promote the package, we could
ds find out firghand what
types of peckages the Latin
American tour operaor thinks
will work best.”

Shop America Alliance
ds exhibited & La Cumbre
with booth partners Craig Redl-
ty Group and Louisana Tax
Free Shopping. “The Latin
American market embraces dl
types of shopping, so it is
important and cogt effective to
participatein LaCumbre, epe-
cidly in a shared booth,
because the tour operators and
travel media can cover more
territory in one meding. For
example, we discussed Tax
Free Shopping, Craig’'s 12 out-
lets and the full range of Shop
America Tours packages. We
were able to work out a new
patnership with AeroMexico
due to our multi dedtination
offerings,” says Rosemary
McCormick, presdent, Shop
AmericaAlliance

continued on page 16

Research on the interna-
tional shopping traveler pre-
sented by Shop America
Alliance, Taubman and the US
Department of Commerce in
2009 showed that Mexican
visitors spend $1310 per per-
son on shopping per visit. A
new International Traveler
study including Brazilian shop-
pers, presented by Macy's
and Shop America Alliance,
along with other partners, will
be released later this year.
Contact ShopAmerica-
Tours@aol.com for more
information on both studies.
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Asnoted, Brazil isdemorn+
drating tremendousgrowth and
is the third-largest market for
Horida They spend twice the
amount asthe Britsdo on shop-
ping and dining. Brazl is the
dghth-largest economy in the
world.

How Do You Break In?

One excdlent resource is
Panrotas, the mgor communi-
caion chennd of tourigm in
Brazil (www.panrotas.com.br).
They publish an excelent
annud oveview of facts and

OnTrade CEO Rick Sl
decribed the Ste as “a virtud
environment where suppliers
and buyersfind and mest using
the same busnessmatch gopli-
cation used in mgor trade
shows. By giving qualified
buyersaway to schedule meet-
ings with suppliers, and giving
uppliersthe opportunity to use
smple communications tools
like Skype, phone conferencing
and screen sharing, your desk
and your computer can link
anywhere in the world.” The
OnTrade Ste dso includes an
individua networking pege for
each member and drategic
news and learning content.

We are continuing this
series of atides on tourism
every other month and would
liketo focuson the moreinno-
vative programs. Please submit
your programsto me, either via
emal a Cadyn@CFMa-
ketinginternationd.com,  fax
(732/545-3138) or mal. If pos-
shle, indude samples of your
graphics Full credit will be
given to the person or team
repongble for the program.
Vidgt our new web ste
www.¢jfmarketinginternation-
d.com. m

CJF Marketing International
offers a range of services for
creating and imple-

figures on the Brazil-
ian tourism indudry.
Brazil’ sgod isfor
1 million tourigs this
year to the US, and
they are on target. Air
service has improved
to the US, with flights
avaldble from many
cities not just Rio and
Seo Paulo. Ther num-
ber-one dedintion is

Next.

The B28 Network for Travel Professionals.
Match. Online.

Meet. Online.

Close the deal. Online.

Get started with OnTrade

menting strategic

projects, downtown
retail districts, com-
munities and com-
mercial properties
globally. The firm

al so offers education-
al programs and
seminars for corpo-

Forida (Miami and
Orlando), followed by NYC,
Cdifornia, DC, Las Veges,
Chicago, Texas and Colorado.
The publication ligs the top
tour operators you can dart
developing areationship with.

Embrace the Latest Technology

What if you could identify
potentia buyers throughout the
world, initiste live meetings
withthem, makeyour pitchand
ill be homefor dinner? That's
what ateam of B2B marketing
exparts are about to announce
with the OnTrade network
(Wwww.ontrade.com) designed
ecificaly for the trave pro-
fessond.

Askedif thisgtewill everr
tudly replace trade shows, Still
replied, “No, because you ill
need tha important face-to-
face mesting to build and nur-
ture your reationship. The
good shows will get better and
the bad oneswill go away. You
need to ingoire the travder,
motivatethem and makeit easy
for them to plan and purchase
their travel. That isour god.”

As mentioned earlier, my
next article will cover the new
dliance of Bogon's Faneuil
Hdl Marketplace, South Street
Segport in NYC and Union
Sation DC — “Higtoric Shop-
ping & Dining Attractions’.

rate meeting planners, shop-
ping center developers,

communities and re-devel op-
ment agencies. Feimster can
be reached at 732/249-6080.
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