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Uber/Lyft Partnership

Lyft/Uber Partnership:

This recommendation will guarantee to resolve one critical issue Tampa Theatre has, lack of  space to park. Partnerships with riding companies that link to the theater's client account for redeemable points would be an ideal solution for the theater. We feel this proposal will add more value to the theater, increase attendance for recurring audiences and play as an incentive for new audiences.  (Refer to Appendix 3 for more detail information)[image: ]




Tampa Theatre’s Goal: 
Tampa Theatre Foundation needs this fast resolution that will ensure the company retains its liquidity. From 2017 to 2019, the company’s current ratio dropped from a strong position of 8.26 to 3.85, and its quick ratio also dropped from 8.19 to 3.82. The diminishing liquidity should be a warning to the management of the organization that the company may face bankruptcy if the trend continues. One of the methods the company can use to increase its liquidity is submitting invoices early to the customers. By ensuring that the invoices are submitted early, the organization will be able to get payments early enough, which can go to paying off the company’s currents debt. Increase in liquidity will attract possible investors or future donations to capitalize and ensured that the theater can pay off its debt without the risk of defaulting. Therefore, we confidently expect a notable increase in the Tampa Theatre loyalty member program, attendance and profit in general.
Description: 
One fascinating partnership opportunity for the theater is with Uber and Lyft for traveling services. The point scheme could offer different benefits when subscribing to either riding services. Take, for example, the case for Hilton's partnership with Uber/Lyft that earns triple benefit points for every dollar customers spend on their rides (Kelleher, 2019). The deal also encompasses double benefit points allocated to each dollar's worth of shared rides, and the Link services to match riders for a much lower price. The partnership allows consumers to link their hotel honors points with their Lyft accounts. Redeeming of the points for the consumer increase the experience for the customers, and flexibility also covers free nights. IHG, Hilton, and Starwood also have partnership deals with Uber, each varying in their benefits. For Starwood, the program tier of the client determines the point's bonus they receive when using Uber in their stay (Leff, 2015). Though the deal is beneficial to all clients, the first stay is not within the benefits program. Uber and Hilton's partnership offers clients ride reminders for pre-scheduled services. The deal also includes a local scene where the hotel grants clients sites frequently for Uber riders as a means of giving clients itinerary (Sciacca, 2015). IHG's partnership deal also includes ride reminders and a first-time rider bonus. The latter pertains to benefits of reduced pay for their first ride, and an additional voucher that deposits points to the hotel's accounts. The last aspect serves as an incentive to frequent the establishment.
Hilton records a gradual increase in its loyalty program each year by 20% . currently, it increased from 46.8 million in 2012 to 94 million members. As of 2019, the engagement of members doubled since 2012, with engagement accounting for members actively redeeming their points (Kelleher, 2019).
 Implementation Steps:
· Implementing the initiative requires the theater to reach out to both ridings’ services and structure the fine points of their deal.
· Uber or Lyft  shouldn’t offer rides at a higher price for Tampa Theatre clients      	     
· The partnered riding company would offer double benefit points minimum for every dollar a customer spent on their ride to or from the theater.
· The point scheme could offer different benefits when subscribing to either riding services. Clients can use their point as a coupon code for snacks, drink and ticket services.
· Potentially adding promo codes like ‘TamTheat’ for discounts
· After the agreement, the launch of the client point system would incorporate an awareness program and a probable gift or vouchers as incentives for attendance
Solution: 
Without dedicated parking lots, the theater depends on three utilities: on-street metered spaces, City of Tampa parking garages, and privately owned parking lots (Tampa Theatre, 2020). The first one has limitations on time, allowing paid parking on workdays, but is free after 6 pm and on weekends. The last pertains to parking lots not owned by Tampa Theatre but other private owners, calling for strict vigilance. Location of these lots is also a problem, as the closest ones are a minimum of three blocks away. The situation presents a compelling challenge for the theater, which could consequently influence losing clients seeking these facilities. Those handicapped or with small children may not want to make the walk or search for parking. However, the strategic partnerships will eliminate the client’s need for preserved parking and removes the inconvenience endured in terms of parking. Getting dropped off at the front door is the most convenient for consumers, and these strategic partnerships allow for this convenience. 
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