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The success of Tampa Theatre over the years is the product of conscious decision-making and the implementation of tactical initiatives. Most notable is its uniqueness in product line through engaging its clientele with live acts and classic films as a shift strategy from too much focus on Hollywood products (Gaudes, 2019). Given that the movie industry is highly competitive and highly subjective to current trends, differentiation of services forms a critical basis for survival. However, despite the theatre's portfolio and growth, one area where it faces critical issues is in parking space. Without dedicated parking lots, the theatre depends on three utilities; on-street metered spaces, City of Tampa parking garages, and privately owned parking lots (Tampa Theatre). The first one has limitations on time during working hours but is free from 6 pm and weekends. The last pertains to parking lots also not owned by Tampa Theatre but other private owners, calling for strict vigilance. While public parking lots only as close as three blocks away. The situation presents a compelling challenge for the theatre, which could consequentially influence losing clients seeking these facilities. However, strategic partnerships could resolve the issue. 
One compelling partnership opportunity for the theatre is with Uber and Lyft for traveling services. Take the case for Hilton's partnership with the latter that earns triple benefit points for every dollar customers spend on their rides (Kelleher, 2019). The deal also encompasses double benefit points for a dollar's worth of shared rides, and the Lynk services also opt 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. An additional benefit of the partnership is that consumers earn points every time they travel with Lyft throughout the United States. Hilton records a gradual increase in its loyalty program each year by 20% to 94 million members. As of 2019, the engagement of members doubled since 2012, with engagement accounting for members actively redeeming their points. 
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 frequent 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. 
The solution for the Tampa Theatre is an open partnership with both riding companies that links to the theatre's client account for points. Such a partnership eliminates the need for preserved paring and also removes the hustle clients endure in terms of parking when visiting their amenities. The point scheme could offer different benefits when subscribing to either riding services. However, redeeming the points should be similar throughout the theatre. Flexibility would account for their snacks and drinks, ticket services, and also pre-scheduled redeeming for the classic shows, live acts, and even Hollywood releases. Implementing the initiative requires the theatre to reach out to both riding services and structure the fine points of their deal. 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. 
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