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Industry Report | Retail

Who are the Millennial shoppers?
And what do they really want?
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A Berkshire Hathaway Company

Millennials Driving Change
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How to Stay Relevant in an Age of Disruption

Long-term success depends on staying ahead of the competition--and in close touch with your customers.
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« Do NOT promote your history
* Broaden your customer base
« Update your products
* Reposition your brand
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The Ritz-Carlton Hotel Company Launches New Brand Voice

AECRAE

Timeless legacy demands attention to build relevance for the next generation of luxury consumers

THE RITZ-CARLTON

CHEVY CHASE, MD — SEPTEMBER 10, 2015 — The Ritz-Carlton Hotel Company, L.L.C. unveiled today a newly designed brand logo
and brand voice that will be implemented across all guest touch points over the next year. The move to clarify, simplify and amplify the
luxury brand’s identity comes after a decade of brand evolution and has been created to purposefully maintzin the iconic luxury hotel
company’s position with & new generation of guests globally. This is the first time in the 32 year history of The Ritz-Cariton that any
changes have been made to the revered lion and crown.

“Today we celebrate a defining moment in the legacy of The Ritz-Cariton with an updated brand logo, and a new blue” said Hervé
Humler, President and Chief Operating Officer, The Ritz-Carlton Hotel Company, L.L.C. and one of the brand founders.

The Ritz-Carlton assessed the need to evolve and over the last ten years, significant changes made have seen positive corresponding
shifts in key brand metrics. Everything from the brands design strategy, the locations selected to open new hofels, the service style,
grooming standards and the ramoval of the formal dining experience have all been re-designed, re-invented or replaced. There is
evidence to suggest that by identifying shifts and leading change, the brand had, and has, the potential to continue to benefit today just
like it has in the past. "We believe as an iconic brand that it is our responsibility to provide thought-leadership to drive change in the
luxury and hospitzlity arena,” continued Humler.

At its inception, The Ritz-Carlton was known exclusively as a hotel company. Today, the organization has developed several very
successiul brand extensions which include Residences, Destination Clubs, Ritz-Carlion Reserve, a Leadership Center, Retail, Golf
Clubs and a philanthropic foundation, Community Footprints. They are not only the largest provider of luxury spas in the United States,
but one of the largest providers of luxury meeting and conference space around the world.

Reflecting on the brand evolution, Ed French, Chief Sales and Marketing Officer for The Ritz-Cariton added “as a brand that aims to lead
the way for luxury, we didn't wait for emphatic data to tell us there was a problem to fix. Instead, we took a leadership point of view and
conducted global studies, not on where luxury has been, but where it is going — to shine a light for the others to follow.”

Click here to view video.

Instead of viewing legacy as something that brands inherit, The Ritz-Carlton believes the more powerful form of legacy is one that

is written by brands in the present; the ones writing history, not just reading from it every day. The purpose and the values of the brand
have not changed: it still strives to create precious memories and to meet the tastes of a new generation of consumers. The new brand
voice represents a more modem understanding of legacy. While rooted and inspired by the past, it has purpose and meaning in the
present.
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THE RITZ-CARLTON

The move to clarify, simplify and amplify the
luxury brand’s identity comes after a decade of brand evolution and has been created fo purposefully maintain the iconic luxury hotel
company’s position with a new generation of guests glabally.
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THE RITZ-CARLTON

SKIFT CATEGORIES TRENDS REPORTS FORUM PODCAST OTHER PRODUCTS v

ROOMS » HOTELS

Millennial Concerns Driving Ritz-Carlton’s New Logo and New Brand Voice

Alexandra E. Petri, Skift - Sep 14, 2015 12.00
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Most popular college programs




Most popular college programs

« USA

History #10 major
« Harvard

History #3 major
» Boston College

History #3 minor
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Harry Potter

 Films combined are highest grossing franchise ever
« Books combined are best selling series ever
« 60% of children 9-11 years old had read one of the books
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Titanic

* Film is second highest grossing movie ever
* Box office driven by repeat sales from ‘tween and teen girls
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Downton Abbey

« Highest rated show in history of PBS
* Driving PBS gains in 18-34 demographic versus other four networks
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CUNARD

Queen Mary 2
» Average age of passengers declined by 10 years

Cunard




Historic
Old

S

 Promote your history

» Deepen relationships with existing customers
» Do not obsess about product obsolescence

» Do not reposition your brand
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Marketing

Anthropology History
History
Sociology The Past Philosophy
Time
Psychology Physics

Economics
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How does history function in consumer behavior?




* You cannot escape your heritage







Historic or Old
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* Heritage is your competitive differentiation u
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Maxismum power for the do-it-yourself traveler.
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Heritage constitutes a distinct, defensible and unique point of
competitive differentiation




“History is the strongest asset of these older hotels.
It probably accounts for 95% of our success.”

- Asset manager of Chateau Frontenac




2005-2009

Hotel Frontenac Concorde Hilton

Occupancy 64.3% 72.0% 69.8%
3

ADR 236.45 147.18 147.89
1

REVPAR 152.10 106.18 103.40

1
5%
* Hudson, B.T. (2015) “The Pricing Effects of Heritage at an lconic Hotel,” Boston Hospitaliy Review ~ HHA2015



Historic* vs Contemporary Hotels
2012 Profile of Study Sample
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Figure 2
Drivers and Outcomes of Brand Heritage
in the Automobile Industry
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» Heritage is not only about your company 3




George Herbert Mead
Sociologist and psychologist




The Philosophy of the Present (1932)
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The Nature of the Past (1929)

Role of the past
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Bradford Hudson and John Balmer
Marketing

“Corporate Heritage Brands” (2011)
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INNATE HERITAGE

PROJECTED HERITAGE

Historical elements of brand
serve as signals
regarding attributes or benefits
of brand and products

Brand becomes an instrument of
existential definition
upon which consumers project their
own historical associations

Prospective
Brand identity
History of the brand
Indexical authenticity

Retrospective
Brand identity and consumer identity
History through the brand
Iconical authenticity

STRUCTURAL IMPLIED RECONSTRUCTED MYTHICAL
HERITAGE HERITAGE HERITAGE HERITAGE
Origination Survival Reunion Adventure

Genuine Continuous Familiar Quintessential
| |
CONSUMER VALUE PROPOSITION
Leadership Expertise Personal nostalgia Historical or
Authenticity Reliability utopian nostalgia
| |
Legacy Longevity Longing Legend




Historical elements of brand
serve as signals
regarding attributes or benefits
of brand and products
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Brand becomes an instrument of
existential definition
upon which consumers project their
own historical associations




Reunion

Familiar
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Longing




Adventure

Quintessential

Historical or
utopian nostalgia

Legend
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Brand history Consumer history Historical context
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: RESORT, BRETTON WOODS
- Bretton Woods, A'cwHa.mpsIurc, 1902 .

_189 6 ~ 1913

Exploring the Wild West

Designated a National Historic Landmark by
the U.S. Secretary of the Interior, the 55-room
Wort Hotel (1941) is located steps from
Jackson Hole's town square and serves as the

perfect retreat for guests wishing to relax after
exploring two of the nation’s premier National
Parks, Grand Teton and Yellowstone. Guests
can experience the historic charm of the hotel
and discover the surrounding area’s rustic
beauty by booking its National Parks Package.
Available through November 7, this unique
experience includes accommodations for two
people, daily breakfast at the Silver Dollar

TURN OF THE CENTURY

Constructed amid the adoption of clcctncxly,

automobiles and the * trappings of the modern age.

Discover the Art of Afternoon Tea
Henry James famously wrote “[... Jthere are
few hours in life more agreeable than the hour
dedicated to [...] afternoon tea,” and the
timelessness of historic hotels serve as the
perfect backdrop to this beloved tradition.
Afternoons at The Drake (1920, pictured
above) in Chicago are an elegant affair with tea
served daily around an 18-century marble
fountain in the hotel’s famed Palm Court.
Afternoon tea at Chez Philippe in The
Peabody Memphis (1869) is a delight for
guests of all ages. Arrive early, or stay late, to
watch the march of the famous Peabody Ducks

A Storybook Retreat

Get away for a romantic weekend or an
extended escape by staying in a storybook
hotel and creating lasting memories with your
loved one. The charming Queen Ann-style
Hotel Brexton (1881) is a perfect location for
the romantics at heart. Nestled in Baltimore’s
Mount Vernon neighborhood, this 29-room
hotel was once the childhood home of Wallis
Simpson, the Duchess of Windsor, whose
husband Prince Edward, the Duke of Windsor
famously abdicated the English throne to
marry his betrothed. Plan vour perfect
getaway here.



Exploring the Wild West

Designated a National Historic Landmark by
the U.S. Secretary of the Interior, the 55-room
Wort Hotel (1941) is located steps from
Jackson Hole's town square and serves as the



EXPLORE OUR COMPLETE
HOTEL TIMELINE
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== RESORT, BRETTON WOODS
-~ Bretton Woods, New Hampshire, 1902
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loved one. The charming Queen Ann-style
Hotel Brexton (1881) is a perfect location for
the romantics at heart. Nestled in Baltimore’s
Mount Vernon neighborhood, this 29-room
hotel was once the childhood home of Wallis
Simpson, the Duchess of Windsor, whose
husband Prince Edward, the Duke of Windsor
famously abdicated the English throne to



» Historical identity is not generation dependent







Brand becomes an instrument of
existential definition
upon which consumers project their
own historical associations

Historical
nostalgia
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Why millennials are afflicted with 'early-onset nostalgia’
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As Millennials Get Nostalgic, So Do Brands




September 20, 2015
THE HUFFINGTON POST (COLLEGE
Edition: U.S. v W Follow
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Millennials, Nostalgia, and Urban Preservation: Why We
Clamor for a Past We Never Had




* Heritage and innovation are not mutually exclusive




Heritage Innovation -
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In 2009, Lionel proudly introduced a line of the most authentic,
hnically advanced trains and acces:

envisioned Lionel would be - the ultimate destination for the
very best in model railroading.

UNION PACIFIC VISION LEGACY SCALE
2009 4-8-8-4 BIG BOY #4004

UNION PACIFIC
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ICAB APP

Introducing a brand new and innovative way to operate your
TMCC, LEGACY™, and VisionLine locomotives with you Apple
iPhone, iPod Touch or iPad

Detanl Data
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Nothing finishes a perfect Christmas setting then having a

Lionel train running under your Christmas tree during the
holidays! Our Ready-to Run Sets are the perfect under the tree
addition and are sure to fill the home with holiday magic this
Christmas.
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This is a site for people who love trains.
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)\, Mercedes-Benz v Shopping Tools v

Safe. Sophisticated.
State-of-the-art.

This summer, the new 2016 GLE-Class SUV amives to
put a new name to world-class safety, comfort and
versatilty -

Explore

Mercedes-Benz
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Innovation. Inspiration. Design. Desire.

starting at $121,550* msre
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Mercedes-Benz
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)\, Mercedes-Benz v Shopping Tools v

B-Class Electric Drive

I's pure electric
And pure Mercedes-ge

Mercedes-Benz
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)\, Mercedes-Benz les Shopping Tools v

[echnology

-, ) »
Advanced driver
assists

Intelligent Drive:
Virtual eyes on the
road. Real action on
your behalf.

Ateam of advanced technologies enhance safety
reduce driving stress, and help to smooth every move
COLLISION PREVENTION ASSIST PLUS can brake to
avoid a collision autonomously, PRE-SAFE® PLUS
helps prepare you for front, rear and rollover accidents
And optional DISTRONIC PLUS® pairs adaptive cruise
control with innovative steering assist

Mercedes-Benz
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- ) »
Mercedes-Benz
mbrace

mbrace: An ever-
advancing world of
connections,
convenience and
support.

From your car, computer or smartphone, mbrace
connects you and your car. And it does it in ways you
aiready connect with the world: With an ever-growing
amay of apps. Remote vehicle features. The search help
of Google® and Yelp. And assistance in an emergency.
For 2016, five years of mbrace® Connect features and
services are Included

Mercedes-Benz
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Certified Pre-Owne

Today, Tomorrow, the Future

2 even more of the world from your Me!

Mercedes-Benz




Mercedes-Benz

Mercedes-Benz

Autonomous

We invented the car and now, we're on the verge of
Introducing the self-driving car. It's an example of our
commitment to creating the most intelligently connected
vehicles on the road. See our latest breakthroughs at work
in this video as we retrace Bertha Benz's 60-mile route from
Mannheim to Pforzheim without touching the wheel

>

DICE System
Gesturing to the future

Capabie of recognizing and using a driver's hand
movements to create a custom virtual dashboard -~
complete with live feed from their social network - the
Mercedes-Benz DICE (Dynamic & Intuitive Control
Experience) concept represents our commitment to the kind
of innovation that answers and even anticipates drivers'
needs
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Corporate history.

Mercedes-Benz
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The ﬁrs[ car

The first female driver.
"Bertha Benz, Carl's wife, decided to help

Mercedes-Benz
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Dealers & Inventory
T e Vehicles Shonning Taoke
rcedes-Benz Viehicles * Shopping Tools * Certified Pre-Owned  AMG

Chantilly brings together the finest automobiles and “art
de vivre” at its best.

Mercedes-Benz
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Mercedes-Benz Classic Centers
Fellbach, Germany
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Irvine, California
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Repair and restoration

Mercedes-Benz




50,000+ spare parts
Serving 20+ discontinued models

Provider/Privacy ent  Mediathek Store  Me enz near you v f & v n Mercedes me
@ Mercedes-Benz
The be

e best or nothing, Vehicles Innovation Design Classic Sports Events Lifestyld

Summer promotion: Reduced prices for windows for
W111-Cabriolets and Coupes.

Mercedes-Benz




Vintage car sales

Mercedes-Benz




Vintage car sales

Vehicle Provider

All vehicles Mercedes-Benz Museum GmbH (DE)  Mercedes-Benz Classic, Irvine (US)

Mercedes-Benz E60 AMG Limited, W124 Mercedes-Benz W 116 350 SEL, W116

enz W124 280 TE, S 124 300 SD, W 116 300 Sc Coupe, W 188 II

Mercedes-Benz




Vintage car sales

& Mercedes-Benz < Mercedes-Benz Cla

Contact

Benz Patent Motorwagen Replica
Mr. Michael F. Kunz
+1-866-622-5277
michael.f.kunz@mbusa.com

Model year:

Lacquering:

Interior:

Specifics: g ¢ inder, smission: 1 forward gear

splacement:

Mercedes-Benz




How should historic companies do heritage marketing?




How should historic companies do heritage marketing?

« Remember the theory
o You cannot escape your heritage
o Heritage is your competitive differentiation
o Heritage is not only about your company
o Historical identity is not generation dependent
o Heritage and innovation are not mutually exclusive
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» Pursue excellence in BOTH heritage AND innovation
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How should historic companies do heritage marketing?

« Remember the theory
* Pursue excellence in BOTH heritage AND innovation

* Find and use symbols




Flyingilapiora Meregdes legend.at-the Indy 500.
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How should historic companies do heritage marketing?

Remember the theory

Pursue excellence in BOTH heritage AND innovation
Find and use symbols

Identify opportunities to...




o Support historical projection by customers




Brand becomes an instrument of
existential definition
upon which consumers project their
own historical associations




Summer promotion: Reduced prices for windows for
W111-Cabriolets and Coupes.
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How should historic companies do heritage marketing?

Remember the theory
Pursue excellence in BOTH heritage AND innovation
Find and use symbols
Identify opportunities to...
o Support historical projection by customers
o Encourage intergenerational transfer




Nothing finishes a perfect Christmas setting then having a
Lionel train running under your Christmas tree during the
holidays! Our Ready-to Run Sets are the perfect under the tree
addition and are sure to fill the home with holiday magic this
Christmas.




Historic HOTELS
of AMERICA

National Trust for Historic Preservation™ HOTELS & TOURS HOT DEALS EXPERIENCES TIMELINE

WHERE ARE YOU GOING? ARRIVAL DEPARTU
Check Availability [ ok, Locaton, Landmark, EX | l ] PROMO CODE w

OMNI MOUNT WASHINGT

RESORT, BRETTON WO(
— Bretton Woods, New Hampshire, 1902
VIEW HOT DEALS V

Exploring the Wild West Discover the Art of Afternoon Tea A Storybook Retreat

I@yaucan:fneamlﬁ,m ‘ "
can mabe it come true! ;.m

Discover America with our Historic Hotels Plan your American Dreams vacation @

ABOUTUS DIRECTORY  BEST RATE GUARANTEE  NATIONALTRUST FOR HISTORIC PRESERVATION
MEMBERLOGIN PRESSROOM CONTACTUS PARTNERS WHY BOOK ON HISTORICHOTELS.ORG
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Discover America with our Historic Hotels Plan your American Dreams vacation (4)



How should historic companies do heritage marketing?

Remember the theory
Pursue excellence in BOTH heritage AND innovation
Find and use symbols
Identify opportunities to...
o Support historical projection by customers
o Encourage intergenerational transfer
o Engage authentically with younger customers




ICAB APP

Introducing a brand new and innovative way to operate your
TMCC, LEGACY™, and VisionLine locomotives with you Apple
iPhone, iPod Touch or iPad
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How should historic companies do heritage marketing?

Remember the theory
Pursue excellence in BOTH heritage AND innovation
Find and use symbols
Identify opportunities to...
o Support historical projection by customers
o Encourage intergenerational transfer
o Engage authentically with younger customers
o Link your corporate heritage with popular culture
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How should historic companies do heritage marketing?

Remember the theory
Pursue excellence in BOTH heritage AND innovation
Find and use symbols
Identify opportunities to...

o Support historical projection by customers

o Encourage intergenerational transfer

o Engage authentically with younger customers

o Link your corporate heritage with popular culture
« Segment your customers




o Give preference to the enthusiasts
o Attempt to convince the undecided
o lgnore the skeptics
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o Do not be distracted by apocalyptic futurists




How should historic companies do heritage marketing?

Remember the theory
Pursue excellence in BOTH heritage AND innovation
Find and use symbols
Identify opportunities to...

o Support historical projection by customers

o Encourage intergenerational transfer

o Engage authentically with younger customers

o Link your corporate heritage with popular culture
Segment your customers

o Give preference to the enthusiasts

o Attempt to convince the undecided

o |gnore the skeptics

o Do not be distracted by apocalyptic futurists

o Customize for the functional traveler
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How should historic companies do heritage marketing?

Remember the theory
Pursue excellence in BOTH heritage AND innovation
Find and use symbols
Identify opportunities to...

o Support historical projection by customers

o Encourage intergenerational transfer

o Engage authentically with younger customers

o Link your corporate heritage with popular culture
Segment your customers

o Give preference to the enthusiasts

o Attempt to convince the undecided

o |gnore the skeptics

o Do not be distracted by apocalyptic futurists

o Customize for the functional traveler
« Align your heritage strategy with your corporate strategy




How should historic companies do heritage marketing?

Remember the theory
Pursue excellence in BOTH heritage AND innovation
Find and use symbols
Identify opportunities to...

o Support historical projection by customers

o Encourage intergenerational transfer

o Engage authentically with younger customers

o Link your corporate heritage with popular culture
Segment your customers

o Give preference to the enthusiasts

o Attempt to convince the undecided

o |gnore the skeptics

o Do not be distracted by apocalyptic futurists

o Customize for the functional traveler
« Align your heritage strategy with your corporate strategy
o [Non-historical Value proposition and competitive position




This toy doesn't kill,
bite, scream, explode,
conquer, destroy, or
turn into a vampire.
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How should historic companies do heritage marketing?

Remember the theory
Pursue excellence in BOTH heritage AND innovation
Find and use symbols
Identify opportunities to...
o Support historical projection by customers
o Encourage intergenerational transfer
o Engage authentically with younger customers
o Link your corporate heritage with popular culture
Segment your customers
o Give preference to the enthusiasts
o Attempt to convince the undecided
o |gnore the skeptics
o Do not be distracted by apocalyptic futurists
o Customize for the functional traveler
« Align your heritage strategy with your corporate strategy
o [Non-historical] Value proposition and competitive position
o [Non-historical Operational strengths and weaknesses
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What is happening at Boston College?

BOSTON §=B&
COLLEGE ¢



http://www.bc.edu/

BOSTON
COLLEGE

» Ongoing research and publication
o Heritage and innovation
o Heritage and generational obsolescence
o Elements of heritage in consumer behavior
o Reproduced heritage
o Pricing effects of heritage
o Comparative effects of heritage across nations and cultures
o Brand heritage versus architectural heritage in hotels

w—y | HARVARD Cornell University
\; f.’ BUSINESS SCHOOL B\&2/// School of Hotel Administration
83| Crivers | PKF. o ( mussrusmnr
:‘ nlverSlty HOSPITALITY Aix Aix+M il -U iversité
~ RESEARCH IX-Marseille Universi
London At B9
S LUND ¥ Universidad
/ UNIVERSITY y de Navarra



http://www.bc.edu/

BOSTON {B=E
COLLEGE %=

« MKTG4256 Applied Marketing Management
o 33 undergraduate students divided into six teams
o Consulting project for Historic Hotels of America
o Digital audit and generational strategy

Historic HOTELS
of AMERICA

National Trust for Historic Preservation™



http://www.bc.edu/

BOSTON {&
COLLEGE %

» Future projects
o Book
o Digital initiative
o Executive education
o Center or institute



http://www.bc.edu/

BOSTON {&
COLLEGE %

Questions?

bradford.hudson@bc.edu



http://www.bc.edu/

