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Hollywood & Highland is the West Coast Times Square

o0 marketers looking for a high-profile Los
Angeles area location to launch new products
and promote their brand, Hollywood & High-

land Center (www.hollywoodandhighland.com) in the
heart of Hollywood is becoming the go-to location.

Often refared to as the
West Coast equivaent of
Times Square, the center, Stu-
ated a the busy intersection of
Hollywood Boulevard and
Highland Avenue, attracts over
18 million vistors per year.
Home to the famous Grau-
man's Chinese Theater and
Kodak Theatre, ste of the
Academy Awards, the center
a0 boads the city’s best view
of the famed Hollywood sign
and gands adjacent tothe Walk
of Fame. Vigtorsfrom dl over
the world are aitracted to the
center for the Tinsd Town
experience, while Southern
Cdiforniaresdentsenjoy it for
the shopping, dining and
nightlife optionsit provides.

Thecenter fegturesapopu-
lar sdection of sores, fine din-
ing redtaurants, eateries,
nightcdlubs and cinemas.
Roalling Stone LA, the world's
firs upscde restaurant and
lounge branded by Rolling
Sone magazine, drew athrong
of cdebritiestothe center for its
inaugurd party following the
American Musc Awards.
Other popular resaurants and
nightspots indude Hard Rock
Hollywood, Lucky Strike
Lanes, The Highlands night-
dub, The Grill on Hollywood,
Tredavere, Koji's, Cdifornia

PizzaKitchen, Mann'sChinese
6 CinemasandtheexclusveA-
list dub, H Wood. Stores and
boutiques incdude Louis Vuit-
ton, BCBG Max Azria, Sepho-
ra, Coach, Mac cosametics,
GAP, XXI Forever and over 50
more.

Central Hub for Hollywood

Located directly above the
Hollywood/Highland Metro
detion and offering the areal's
mog affordable parking, the
center is the central hub for dl
Hollywood activity. In addition
to the shopping, dining and
entertainment options the cen-
ter offers, there are many more
dores, restaurants and trendy
cubs within waking distance.
Acrossthedred, “ IJmmy Kim-
me Live' tapes before a live
audience. Next door, Disney's
famous El Capitan Theetrefear
tures a VIP movie experience
and alive gage show featuring
Disney characters. Shuttles
from the Hallywood & High
land Center provide access to
other popular Hallywood ven-
ues like the Hollywood Bowl
and Pantages Thestre.

The combination of digitd
media screens and large-scde
billboards on the property
atract many high-profile
advertiserslooking to peneirate

the Los Angdes maket. The
location is a naturd for adver-
tisng new movies, musicor td-
evison shows. Other consumer
products, from bregkfast cered
to high-end automobiles, are
aso featured frequently on the
media

Advertisers wanting to
reach consumersthrough expe-
rientid branding are finding
thet Hollywood & Highland
Center is the best location for
thet aswell. “1 think one of the
reasons they choose us is
because we are willing to let
them be as credive as they
want,” says Annette Bethers,
vice presdent of marketing and
drategicdliancesfor thecenter.
“Wehavevery few regrictions,
and even those aren't st in
gone. The more unique and
cutting-edge the concept, the
more we' re interested in show-
casing it a our property.”

JONESREPORT  Pus
conducted aQ& A with Bethers
to get her take on what makes
the project work. Theinterview

begins on the following page.
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The Interview

How HoIIywood & Highland Does It

JR+: How much staff do you
devote to this? Are you represent-
ed by an agency or do you handle
sponsorships and ad sales in-
house?

Bethers To support the
dynamic programs a Holly-
wood & Highland we use a
team of in-house st&ff and out-
Sde agencies. We have an in-
house Strategic Alliances teeam
of four people who focus on
sponsorship, advertisng and

JR+: How has your Strategic
Alliances program grown over the
years?

Bethers: Our Strategic
Alliances program has grown
subgantidly in advertisng and
interactive consumer product
everts in the pedt five years
Thesadementsof our Strategic
Alliances program have grown
by dose to 70% from 2005 to
the present.

consumer product events. We
are d <o represented by outsde
agendies on specific assats in
our grategic dliancesinventory

JR+: I know Hollywood & High-
land was designed and built as a
venue for events and sponsor-
ships, but | seem to recall kind of
arocky start. Was it too far ahead
of the development curve in the
area in the beginning?

Bethers. Hollywood &
Highland was developed by a
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different company as an enter-
tainment and retail destination.
The property opened shortly
after September 11 which, of
course, was a difficult time. |
have been involved with the
property since CIM Group pur-
chased it in 2004 and we have
focused on acceerdting the
sponsorship  programs  and

opportunities.

JR+: What did it take to tum
things around or get traction for
the property?

Bethers. Our manage-
ment team hasteken adifferent
gpproach to merchandising and
marketing the property. We
sav an opportunity to better
addressthe neadsand desires of
the locd community and our
efforts have pad off in that
aea We have been ae to
build a grong locd consumer
base while continuing to teke
advantage of the property’s
gpped to domestic and interna
tiond tourigts.

JR+: How often do you have
major events?

Bethers: Hollywood &
Highland is a great event locar
tion and we have numerous
functions throughout the yeer.
During the summer, we have a
largescde Wine and Jazz
series every Tueday, spor-
sored by Air China We ds0
have frequent events showcas-
ing new releases by magor
musc atigs and new movie
releases.

JR+: Is there always something
happening?

Bethers There is dmogt
dways something happening
here. It is a very dynamic and
exdting environment.

JR+: How far out do you plan?

Behes We dat plan
ning & least ayear in advance,
but we adso day flexible
enough to teke advantage of
opportunities that come our
way from music labes, movie
studios and promotiona com-
panies that bring us great cor-
sumer product events

JR+: Please describe the ven-
ues/options advertisers have.

Bethers. Hollywood &
Highland offers treditiona out-
door advertisng media indud-
ing large-scde hillboards and
digitd media screens with
tremendous visbility. There
dso ae back-lit poders
throughout the interior of the
property. For advertisers look-
ing to connect with consumers
inamoredynamic, experientia
way, we offer opportunities to
take lesstreditiond gpproaches
such as devaor wraps, floor
graphics, dar wraps, cus-
tomized  three-dimensiona
build-outs and branded events

A good exampledf thisisa
recent program we did with
Disney. They did adomingtion
of our property for thelaunch of
the new Piraes of the
Caribbean film, whichinduded
wrgps on dl of our devators,
graphics above dl escddors
back-lit pogters throughout the
center and a three-dimensond
build-out of apirate shipin the
central courtyard. They topped
off their presence in the center
with a spectacular event thet
atracted thousands of people
dl dressd in pirate garb.

JR+: What special challenges do
you face?

Bethers We don't like to
st alot of limits That iswhat

our advertisersand partnerslike
about working with the H&H
team, and it swhat kegpsthem
coming back tous Wearewill-
ing to get very credive and are
aways open to new concepts.
The more exciting and origind
theidea, the moreinterested we
aeindoing it.

JR+: How has your success
affected the surrounding area?
Bethers Therehesbeena
lot of synergy. The area has
experienced and is continuing
to experience rong resdentid
and business growth. Holly-
wood has become a dynamic
destination, featuring many of

continued on page 4

Top. The three-dimensional build of a pirate ship. BAow, Vistors
dressed aspiratesfor Disney' s Pirates of the Caribbean film promo.
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Hollywood & Highland

Continued from page 3

LA’s hottest new restaurants
and nightclubs dong with
exdting retal and other enter-
tainment venues. Hollywood &
Highland serves as the hub of
dl that Hollywood offers Vig-
tors know we provide the best
parking optioninthe communi-
ty and that they can enjoy shop-
ping and dining a the center
before catching a shuttle to the
Hollywood Bowl or heading
out to the other entertainment
venues that are within waking

away. Of course, with the
Kodak Thegtre, Grauman's
Chinese Theatre and many
greet restaurants and popular
nightspots a Hollywood &
Highland, guests can meke a
day or evening of it right here.

JR+: What was the most inter-
esting or your favorite event that
you've hosted?

Bethers There have been
0 many greet eventsherethet it
is hard to just name one. The
“Izod Rece to the Paty” is a
greet example of an event thet
utilized a lot of the center's
asets and an example of what

can hegppen a@ Hollywood &
Highland when “the sky's the
limit.”

Taking over Hollywood
Boulevard, Indy Race Lesgue
drivers and pit crew members
showed off therr vehides and
their skills as they competed in
a Formula Drift exhibition.
Famous Indy driver Danica
Patrick was on hand to grest
fans dong with a dew of
ceebrities including Mark
Wahlberg and P Diddy. Mean-
while, Dave Navarro wasrock-
ing out in Hollywood &
Highland's centrd courtyard
with hisnew band, Camp Fred-
dy and surprise guests Court-
ney Love and Cheser
Bennington  (from  Linkin
Park). 1zod mede credtive use
of alot of the center’s Signage
assetsand digita mediascreens
to cregte an exciting enviror+
ment for the event.

JR+: What have you learned over
the years about what it takes to
be a world-class venue for adver-
tisers?

Bethers. You have to
deliver results. We ve learned
thet advertisers may beinitidly
drawvn to Hollywood & High-
land due to the glitz and glam-
our of Hollywood, but if they
don't see an effect on the bot
tom line they won't be back.
You dso have to ddiver great
svice When advertisers are
looking to do something out of
the box, it takes proper plar+
ning and executionto pull it off.
They need to trugt thet you will
give them the guidance and
support required for a success-
ful outcome.

JR+: Is there anything the aver-
age mall can learn from what you

do to attract sponsors and adver-
tisers?

Bethers | think it is
important to be innovative.
Look for waysto set your mall
goat from dl the other proper-
ties vying for advertisr and
soonsor dollars: You have to
show an advertisr or gponsor
that your property is the right
venue for ddlivering their mes-
sageto their target consumer in
a unique, impactful and unfor-
gettable way. Customer service
is another important compo-
nent. It is critica to implement
a program perfectly and with-
out any undue hardship on the
cient. Mogt importantly, you
need to do everything you can
to make sure thet ther partner-
ship with your center ddivers
theresultsthey are fter.

JR+: What does the future hold
for Hollywood & Highland?
Bethers This summer
Cirque do Solel will debut
IRIS, aphenomend new show
crested exclusvely for the
Kodak Theetre and featuring
origind musc by Danny Elf-
mean. As the production will be
a resdent show a the theetre,
weexpect it to beadrong draw
for the Hollywood & Highland
property over the next severd
years. We've adso recently
opened two new restaurants a
the propety — Boho, Hally-
wood's firg Gastro Pub and
Radling Stone LA, the firg
resaurant and lounge to be
branded by the iconic mega-
zine. In 2012, wéll be intro-
ducing Sweet!, ancther unique
retail concept meking itsworld
debut a Hollywood & High
land. We're very excited and
postive about what the future
holdsfor our center. m



