
Caruso AfÞliated
Creating New Urban Destinations



Turning our 

into your
GUESTS

CUSTOMERS



Travel-Savvy Guests

Afßuent Demographics

Millions of Impressions

Iconic LA Retail Destinations

Life. Style. Caruso.
RedeÞning the Entertainment and Retail Experience



Caruso Destinations
Attracting the regionÕs most desirable customers

Redefining the shopping, dining, g pp g,
residential and entertainment 
experience in Southern California

Reaching the Los Angeles DMAÕs g g
most affluent zip codes

Guests visit more often, stay , y
longer and spend more money g p y
than other traditional shopping an othcenters

- Our SIGNATURE 
PROPERTIES: The Grove and 
The Americana at Brand

- Our newest development, The p
Shops at Santa Anita $150,000+ HHI

$100k to $150k HHI



The Grove
The Property that Changed Everything

 Averages 40,000 visitors DAILY + 90,000 in Holiday Season

 18 million visitors per year, and growing

 Trade Area pulls from over 79 zip codes

 One million people live within 5 miles

 93% of All Visitors make a Purchase

 Average expenditure is almost DOUBLE that of a traditional mall

 Length of Stay: 3 TIMES that of other shopping centers

 Sales per sq. ft. are 75% HIGHER than industry average



Guest Demographics
 Median Age: 33

 Average HH Income: $112,846

 Ethnicity:

 Caucasian: 58%

 Hispanic: 14%

 Asian: 12%

 African American: 10%

 Other: 6%

 61% Women, 39% Men

 Tourists represent 28% of our Visitors

58%14%

12%

10%
6%

Caucasian Hispanic Asian
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ProÞles for Guests to The Grove



The Americana at Brand
The New DeÞnition of Glamour

870,000 sq. ft. of mixed-use RETAIL, DINING, 
ENTERTAINMENT AND RESIDENTIAL

15.5 acre site in downtown Glendale, adjacent to the Glendale 
Galleria -- attracting 26MM guests annually

3 acres of public open space

338 Residential Units

 238 rental apartments

 100 for-sale condominiums



Guest Research
Avid Travelers, Afßuent Demos



Guests are Frequent Travelers
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Grove Guests are Heavy Business 
Travelers
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Grove Guests: Activities, Events 
& Eating Out
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Grove Guests Travel Widely in the US
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Grove Guests Fly Frequently

AIRLINES USED IN THE PAST YEAR Source: Scarborough Los Angeles R2 2008
Target Ð Shopped The Grove Past 3 Months

Three out of Four Grove 
Guests used an airline in 
the past year, 40% more 
than the market average
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Grove Guests Prefer Upscale Hotels
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More than three out of 
four Grove Guests 

used stayed at a hotel 
in the past year, 30% 
more than the market 

average



Car Rentals
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% WHO RENTED A CAR IN THE LAST YEAR

Guests to The Grove are frequent auto renters

54% of guests to The 
Grove rented a car in 
the past year, 59% 

more than the market 
average



Cruising
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Guests to The Grove take cruises frequently

One out of four guests 
to The Grove took a 

cruise in the past year, 
58% more than the 

market average



Case Studies
Putting travel brands in the spotlight



M.A.D.E. in Canada
- A celebration of Canadian Music, Art, 

Dance & Entertainment
- Two Month Promotion
- On-site Advertising, Promotions, & 

Give-Aways
-  4-Day project culmination featuring 

nightly Canadian-themed 
entertainment on the main stage at 
The Grove.

Case Study: 
Canadian Tourism Commission



Branding:
- ÒCanadian Tourism CenterÓ at 

Entrance to Property
- Distribution of Canadian 

tourism magazines, brochures, 
collateral etc. through Valet 
and Concierge Services 

- Distribution of Canadian 
branded reusable bags to 
guests in The Park

- Canadian Photo Booth

Branding



Signage

Pole Banners on Main Street

22Ó x 28Ó Sign Faces throughout property

Backlights and Kiosks



Signage

Cross Street Banner

Verical Banners and Billboard on 
The Grove Drive

VVVVVVVVeeeeeeerrrrrrriiiiiiiccccccccaaaaaaaalllllll    BBBBBBBaaaaaaannnnnnnnnnnnnneeeeeeeerrrrrrrsssssss     aaaaaaannnnnnnnddddddd     BBBBBBBiiiiiilllllllllllllbbbbbbboooooooaaaaaaaaarrrrrrrdddddddd    ooooooonnnnnnnn    VVVeeerrriicccccaaall BBBaannnneeerrssss aaaaannnddd BBBiiillllbbboooaaarrddd ooooonnn

Overview of Opportunities

Billboard, Valet Parking



4 Nights of Canadian Entertainment
- Concerts with 

Canadian Artists
- Canadian Comedy 

Night
- ÒNorthern LightsÓ 

featuring DJs and 
Aerial Acrobats

- MotherÕs Day activities



Objective: 
Raise awareness of Singapore as a destination as 
well as the speciÞc tours and travel packages that 
exist through Singapore Airlines and other tour 
operators.
 
Strategy:  
Create a scalable and dynamic travel event that 
utilizes sensory touch points to grab and captivate 
the consumer in a high energy, high trafÞc, and 
afßuent shopping environment.  
 
Event Overview:  
A weekend full of events and promotions in The 
Park at The Grove provided by Singapore Tourism 
Board, Singapore Airlines and other Singapore 
cultural partners and tour providers.
 

Case Study: Singapore Airlines



Objective: 
To provide The South Australia Tourism 
Commission with unique exposure to an afßuent 
Grove consumer that reinforces South Australia 
culture and brand and provides targeted, traceable 
e-mail access to a key demographic audience.
 
Strategy:  
Create an exclusive event for the top tier Grove 
Loyalty members where South Australia may 
interact with guests on a face to face basis.
 
Event Overview:  
The South Australia Tourism Commission invited 
Grove Loyalty members between the ages of 35 
and 54 to enjoy a night Þlled with South Australia 
culture that included wine tastings from indigenous 
wineries, food pairings and live jazz music by a 
South Australian band.! Guests were also able to 
enter-to-win a South Australia travel package.
 

Case Study: South Australia Tourism 
Commission



 ADD UP THE VALUE
 - Face to Face Interaction with afßuent Angelenos
 - Penetration in High Income Areas
 - 18 million guests annually at The Grove
 - 26 million guests visit The Americana at Brand area annually 
 - 12+ million more visit 6 other Caruso properties
 EQUALS
 - Exposure to upscale, travel-savvy consumers
 - Prime positioning for a comprehensive program of 
   experiential marketing, branding and outdoor advertising
 - Millions of Impressions

What Caruso Delivers...



For Further Information:
Erin Scanlon

Manager of Partnership Marketing
Tel:! (323) 900-8021

E-mail: escanlon@carusoaffiliated.com


