Waikiki Nei Nightlife


Overview of Nightlife
The nightlife at Waikiki Nei consists of a ultralounge and nightclub.

After the show, ushers will bring people to the exits, the doors will close, and the theater will be transformed into a nightclub.

The goal is to be a luxury, vegas style nightclub that is above and beyond anything in Hawaii.

The ultralounge will be high end, luxury bottle service with luxury service levels.

The nightclub will be the ultimate party atmosphere with the very best guest dj’s and entertainers, and all the special affects, imaginable. It was described as being a vegas style New Year’s eve party every single night.

Characters, themes, and affects from the show will be integrated into the nightclub, and people will circle in and out of the night club into the ultralounge.

Scope of Work:

Brand Campaign: 

Print magazine; post arrival visitor; local market

Online:

Web site
Tactical/promotional:

Newspaper: Hon Weekly; FGIF

Radio

VIP/Promotional cards

Anchorage/Origins History
· Waikiki Nei: “Here in Waikiki” Sense of place and a sense of now in Waikiki.

· This nighclub and ultralounge will be the transition from family friendly show/theatrical entertainment to 21+ hip, sexy, party atmosphere. 
· The club and ultralounge are to define the nightlife scene in Waikiki. It is to define the “sizzle” and the “sexy” part of Waikiki’s brand.
Waikiki Nei’s nightlife comes from the hip and sexy aspects of Waikiki.
Field of Competence
· Waikiki Nei is the “sizzle” of Waikiki.
· It is the place to go to meet people, and see where the night takes you.
· We are the one and only first class nightlife experience in Waikiki
Waikiki Nei is the hip, sexy place to go to meet people and “hook up”.
Point of Difference
· Technology

· Convergence of theatrics and nightlife in place.
· Only Vegas style nightclub in Hawaii
· Audience is constantly immersed in action.

Waikiki Nei is a hip sexy nightlife experience, and is the only true Vegas style club in Waikiki
Imaginary Customer
50% local
50% visitor

Industry types will drive initial capacity.

Waikiki Nei is for people who enjoy partying in a very sexy atmosphere, like meeting people, and go till dawn.

Brand Personality
Ultralounge:
· Social

· Upscale (bottle service/expensive)

· Savvy

· Sexy

· Sophisticated

· Confident

· Fashionable

Nightclub:
· Younger

· Sexy/hot

· Fashionable

· Social

· Flirty

· Raging

· Open

Mission or Fight
To deliver the hippest, sexiest, craziest place that is like New Year’s Eve in Vegas every single night.
Value
Hot, sexy, parties till dawn
Concept
Waikiki Nei, is the pulse of Waikiki; where anything goes from 10 – dawn.
SWOT

Strengths:

· Only one of its kind

· State-of-the-art

· Technologically advanced

· World-class 

· Location – central Waikiki

· Size of space
Weaknesses:

· 4th floor of shopping center – hard to see, lack of foot traffic

· Confusion over three venues in one place

· Lack of awareness
· Parking
Opportunities:

· Cross sell
· Visitors will go where the locals are
· Create “brand ambassadors” via the local market

· Local audience love of Vegas – Vegas nights

· Pent up demand for a true Vegas nightclub experience

· Lack of high-end lounge experiences in Hawaii

Threats:

· Sophisticated travelers view this as a  “tourist activity”

· With a capacity of 1,200, if it isn’t packed, it will be hard to maintain energy
· Perception of a lack of parking

· Difficult to get into Waikiki for locals

Overview
Waikiki Nei is opening in June of 2008. It is a one-of-a-kind lounge and nightclub located on the 4th floor of the Royal Hawaiian Shopping Center. It will be marketed to locals and visitors alike.
The ultralounge and nightclub work symbiotically to create a luxury Vegas lounge type experience with all the excitement of Vegas dance clubs. It will be like new years in Vegas every night.

We are tasked with marketing Waikiki Nei so that it opens “Hot.” It needs to sell out nightly and have momentum out of the gate.

In order to do this, Waikiki Nei needs to be hyped prior to opening, and people need to be ready for a major opening event.
Waikiki Nei Goals and Objectives:
Business Objectives:

· Waikiki Nei Goal: 80% of capacity

· 700,000 people annually (show, nightclub, ultralounge)

Marketing Objective: 

· Maximize conversion from show attendees to ultralounge and nightclub attendees
Communications objectives:

· Position Waikiki Nei as a world class nightlife destination that is the hottest place in town
· Generate traffic to web site to create buzz about what is happening there, validate the scene, and create greater demand
· Make the ultralounge and nightclub the destination for partying in Waikiki.
Audience segments:

Consumers:

· Visitor audience 50%
· Local audience: 50%
Visitor market overview:
· 32,000 visitor units with 87% hotel based

· Hotel and condo represent 97% of Waikiki accommodations

· Occupancy continues at over 80%

· 4,627,484 visitors annually to Waikiki

· 12,678 visitors per day in Waikiki

· Domestic – length of stay 8 days

· International – length of stay 5 days

· Total number of visitor days: 32,102,888

· Average party size 2.24 people

· Individual travelers: 797,069

· Two person travelers: 1,800,445

· Three or more travelers: 2,029,970

· First timers: 1,957,186

· Repeaters: 2,670,298

· Group Tour: 939,446

· Package: 2,301,965

· Group tour & Package: 819,024

· True Independent: 2,205,096

Group tour is the equivalent of a land cruise. There is a scheduled arrival and departure date with the itinerary planned for the entire stay. Trade/sales arrangement directly with the tour operators is the inroad to reaching and booking this audience

This means that approximately 3 million visitors come to Oahu on no pre-planned itinerary.

Visitor Target audience Profile:

For the Club/Ultralounge:

· Singles and Couples

· Age: 21+

· HHI: $100,000+

· Sophisticated, social, and contemporary

· Great nightlife is criteria for a great vacation experience

· They enjoy being in the scene. 

· They’re looking to meet people and have fun. 

· They like to see and be seen.

· They like being in the spotlight and in the center of activity.

Those that aren’t Group Tour travelers typically plan their own itineraries for their trip. They schedule travel itineraries to Oahu that can include:

· Dining: fine dining to local style

· Cultural experiences: Polynesian cultural Center, AZ Memorial, Iolani Palace, Museums, etc.

· Adventure: beach activities, hiking, sight seeing, biking, aerial tours, etc.

· Wellness/spa

· Historic: Bishop museum, Queen Emma Summer Palace, AZ Memorial, etc.

· Attractions: Sea Life Park, Poly Cultural Center, Paradise Cove, Dole Plantation, Aquarium

· Golf 

· Shopping

They are looking to explore Oahu and Waikiki, and enjoy the local culture and visitor experience. They are looking for interesting things to do, and signature events that will “define” their trip

Entertainment is a desired activity that is harder to find than other sorts of activities and thus there is pent up demand.

They are social people who like to see and be seen. They like to be in the middle of the action, and enjoy being “in the know”.
They crave being in a sexy atmosphere, consider themselves fashionable, and love to “cut loose”
Desired Action:

· Perceive Waikiki Nei as a sexy spot to hook up with beautiful people
· View the nightclub as THE place in Waikiki.
· Inspire people to make Waikiki Nei’s ultralounge and nightclub a “must do” during their trip.
Barriers to Taking Action
· 4th floor location – will be a challenge to get people up to the space.

· Traffic in area is difficult

· Getting locals into Waikiki

· Parking for nightclub

· What is it? – a show? a nightclub?

· Perception of a “tourist trap” when actually targeting hip, sophisticated party goers
Most motivating reward
· “hooking up”

· Being a “player” and being seen in the scene

· Being with the “beautiful people”

· Being at the best party in town

· Being a part of the hottest scene in town
· Simply having a great night out.
Core Message
· Waikiki Nei is the hottest club in Waikiki. Check you inhibitions at the door.
Best forms of communication:
Pre-arrival: 

· online

· HVCB Guide books

· PR stories

Post-Arrival:
· Visitor magazines

· In-room communications

Local Market:

Objective

· Perceive Waikiki Nei as the place to party
· Perceive Waikiki Nei as the hotspot for Nightlife in town

· Make it worth going into Waikiki
· Become repeat attendees to the ultralounge and nightclub.

Local audience Profile:
· Singles and Couples

· Age: 21+

· HHI: $30,000+

· Social, hip, extroverted

· Looking for the “hook up”

· Want to have a good time

· Want a Vegas style club experience

· They enjoy being in the scene. 

· They’re looking to meet people and have fun. 

· They like to see and be seen.

· They like being in the spotlight and in the center of activity.

Desired Action:

· View Waikiki Nei as the hottest club in town.

· Perceive Waikiki Nei (the show) as a cool new mainland style/caliber club.

· Bring visitors to the show and the club

· Stay and check out the nightlife – wonderlounge/nightclub

· View the nightclub as THE place in Waikiki.

Barriers to Taking Action
· 4th floor location – will be a challenge to get people up to the space.

· Traffic in area is difficult

· Getting locals into Waikiki

· Parking for nightclub

· What is it? – a show? a nightclub?

· Perception of a “tourist trap” 

· Is it worth the effort to get into Waikiki to go to this nightclub

Most motivating reward
· “hooking up”

· Being a “player” and being seen in the scene

· Being with the “beautiful people”

· Being at the best party in town

· Being a part of the hottest scene in town

Core Message
· Waikiki Nei is the hottest club in Waikiki. Check you inhibitions at the door.

Best forms of communication:
· Online web photos and videos
· Myspace?

· Word-of-mouth

· Magazines

· Modern Luxury

· Honolulu Mag

· Newspaper

· Honolulu Weekly

· TGIF

Campaign Architecture:

Brand oriented communications need to reach all segments for awareness and credibility purposes:

Visitor: 

· Online

· Visitor guides

· In-room media

· Inflight media

Local:

· Online

· Word-of-Mouth

· Hon Mag

· Modern Lux

· Public Relations
Traffic drivers 
Visitor:

· Online

· Visitor guides
Local:

· Online

· Word-of-Mouth

· TGIF

· Honolulu Weekly

· Public Relations

· VIP cards
· Radio
Scope of Work
Brand campaign: Print magazine, online, broadcast (online video, inflight, in-room), adwalls

Traffic Drivers: print newspaper, online, radio, word-of-mouth
Merchandising
