










































































ANIMSSO0dD

WEST DESCHUTES



terrance
Typewritten Text
WEST   DESCHUTES   AVENUE

terrance
Typewritten Text

terrance
Typewritten Text
CROSSWIND   BOULEVARD


IIBII



terrance
Text Box
"B"






























































SHOPPING CENTER

BUSINESS

SHOPPING CENTER BUSINESS
& ANCILLARY RETAIL

SUBSCRIBE TO THE MAGAZINES & NEWSLETTERS

H adly
SUBSCRIBE

B

2=

i,

Ancillary Retail Expo Panel Talks Sponsorship and Experiential
Marketing

February 25, 2020 Publishad In Anclllary Retall, Conference Coverage, Operations, SCBlog  Permalink

Creativity is the name of the game when it comes to designing and selling sponsorships and experiences at America's
shopplng malls.

That was the subject of a panel discusgsion, "Sponsorship and Experiential Marketing Trends,” at the InterFace
Conference Group's Anclllary Retall Expe 2020, held Feb. 3 and 4 at the New Orleans Marrlott. Panellsis detalled how
sponsorships can bring added revenus 1o retail centers both large and small, and the best ways to do s0 in today's retail
wiorld.

Edlfor's nofe: InferFace Corferanca Group Is a division of France Medla fnc., publisher of Shopping Canfer Businass
and Ancittary Retall. Click here to subscribe to receive emaif alorts when the 2021 Anciitary Refall Expo is announced.

The six-membser panel featured several industry leaders Lisa DeBow, principal at Cloudburst Advisory Group; Kirsten
Dodwell, vice president of marketing at Global Mall Media; Sarah Williams, senior director of partnership marketing at
The Irvine Co.; Debble Milhouse-Sokel, direcior of business development at CBL & Assoclates Properties; and Heldl
Kempf, director of parinership marketing at PREIT. Bil Ingraham, Centennizl’s senior vice president of business
development, served as moderator.

Ingraham first asked panslistz to talk ebout sponsorship spend and the growing “experience economy.”

"We all want somathing to give us a little bit more connection,” Ingraham sald. “We're connected hera on our phones,
hing spacial that you get, or that a brand can get, from an engagemeant with an actual human being ina
v imens e sggene weney- + NS what sponsorship and event marketing can deliver for our advertising pariners.”



It's a growing field. IEG has predicted that sponsorship revenues will continue to grow 4 percent year over year, just as
they have for the past five years. It's a $24 billion business, mostly through sporting and entertainment venues. Event
marketing spend is also on the rise, with most chief marketing officers dedicating at least 20 percent of their budget to
event marketing and experiences.

For just one example of a successful partnership, Williams said Irvine has a long-term relationship with Hoag Health
Network in Orange County, California, and the panel agreed that non-profit health systems tend to make for great
marketing relationships — especially because a presence in the mall engages the hospital with the wider community.

“Healthcare is, | think, one of the easiest categories for us to tackle because they do see the benefit of a long-term
relationship,” Williams said. “It's a really lucrative category.”

The group also shared success stories with experiential marketing. Kempf, a former journalist, talked about how a local
casino called Sugarhouse started an app when New Jersey legalized online gambling and wanted people to sign up.

“They have a mascot, King Cash, who came to the mall; they did a prize wheel and we had music,” she said. “It was all
about the engagement. That's an example of where they really needed to get people to sign up and they gave them |
think $50 or $100 to spend if they first went in and gambled. It was a way for them to introduce the app to the market
and create a splash around it.”

Ingraham noted that casinos can also be strong marketing partners because they are willing and able to spend on out-
of-home media.

Dodwell shared a success story involving a new Reebok shoe that was launched with an in-store event at retailers like
Foot Locker.

“They showed the new leather shoe and told everyone where to get it,” said Dodwell. “They had music going on and a
guy with an airbrush decorating the shoe. It was a good way to tie in to something that's available to purchase at the
shopping center.”

So, how does one approach revenue generation? Is it through dedicated inventory, through sizzle reels and marketing
materials, or just through rolling up the sleeves and going for it?

Milhouse-Sokol said CBL has been fortunate to have really good support from its marketing team.

“They'll assist us in putting together templates,” she said. “They can be customized for each individual, whether it's mall
walkers or holiday sponsorships with Santa sets. A lot of it starts with building your list. You have to have a good list,
plus you have to have a good toolbox to make sure that you have all the assets and are ready to go after it.”

Everycne on the panel agreed that it’s important to research clients ahead of time in order to know what they're looking
for, and to listen to their needs during the negotiation process.

ome research on your clients to make sure you know what their objective is,” said DeBow. “From a
hospital standpoint, what's their specialty? If it's not children, | wouldn't pitch a play area. But there are other


















EXHIBIT B

From: Elizabeth Plater-Zyberk <epz@dpz.com>

Date: 7/24/20 1:57 PM (GMT-08:00)

To: Larry Peterson <LPeterson@portofkennewick.org>

Cc: "Senen Antonio (senen@dpz.com)" <senen@dpz.com>, "Matthew Lambert (matt@dpz.com)"
<matt@dpz.com>

Subject: Re: Vista Field Redevelopment - DPZ input (Specifically on Hangar Reuse)

Dear Larry,

Your description of the cost of renovation for the hangars may be somewhat shocking, but
the reconsideration of a master plan component such as this during implementation should
not be surprising. The goal is to accommodate changing conditions while maintaining the
intent and principles that formed the plan.

Of the possible actions to take in response to the construction cost estimates, we would
endorse maintaining the hangars in place, with lesser adjustments to allow for their use as
protection (from sun, wind and rain) for programming and temporary uses. They provide a
setting for early activities to take place on the site as the first vertical development gets
underway. Like Wynwood Yard, providing space for open air markets, eateries, artists at
work, pop-up performances, they could be a venue for early activation.

The hangars play an important role in Vista Field’s first phase - as gateway structures to the
new street on the site, and as a background against which new buildings will appear to be
adding to an existing place and space, thus multiplying the Impact of new construction. The
hangars are the initial vertical identity for the site, a significant presence that establishes and
contains the space of the first street.

Their removal would open the space and views to the surrounding area in a way that would
diminish the focus on the foreground - the street, park and water-course where a significant
investment has just been made. And while removal may have the upside of no maintenance
after the initial expense, it also precludes the possibility of the benefit of returns from their
use in the future when such an investment is deemed to be appropriate.

Thus, for several reasons, we believe that the hangars are important components of early
place-making at Vista Field, and respectfully suggest that their ‘lean’ re-use as outdoor
spaces be considered.

I hope this is an adequate response to your considerations. Please let us know if further
elaboration would be useful.

Lizz Plater-Zyberk

Elizabeth Plater-Zyberk, FAIA CNU
Partner DPZ CoDESIGN

1023 SW 25th Avenue

Miami, FL 33135







































	- VF Hangar (2020-07-21) Remodel & Reuse FINAL Report.pdf
	xxxxx.pdf
	20200721 VF Metal Hangar Buildings Final.pdf
	2 sheets
	20200717 VF Metal Hangar Bldgs Final.pdf
	Pages from 20200713 VF Hangar Building Final DRAFT.pdf



	DPZ Memo 07.24.2020.pdf
	From: Elizabeth Plater-Zyberk <epz@dpz.com>




