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Evolution: Technology Marketing




Technology...

Since 1880...

1880: Seismograph

1888: AC Motor/Transformer
1901: Radio Receiver

1903: Wright Bros. First Flight
1925: Mechanical TV

1930: Jet Engine

1940: Color TV

1950: Credit Cards Invented
1960: Handheld Calculator
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Technology...

Since 1880.....

1972: Word Processor Invented
1975: Laser Printer Invented
1981: MS-DOS Invented

1984: CD-ROM invented/Apple
1989: High-Def TV

1990: WWW Launched

1995: DVD & Yahoo Launched
1996: WebTV Launched

1998: Viagra Invented
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Technology...

Since 1880.....

2000: Dot-Com S3 Trillion

2000: Dot-Com Crash

2001: Sept 11

2002: Virtual Keyboard Invented
2007: 1 Billion PCs!

2012: 1 billion users on Facebook

i hyperdisk

markering

NATIONAL TRUIT FOR MITORIC FPRESSNVATION"




>> 719% of CEO’s say technology will have the
biggest impact on their organizations over the
next few years (vs. market conditions)

* Harvard business review, October 2012
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>> By 2016, 3 billion people, half the world’s
population will be online...

* Harvard business review, October 2012
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' ‘ Curalor/

““I Need the Internet More Than...”

PERCENTAGE OF PEOPLE WILLING TO GIVE UP A KEY LIFESTYLE HABIT
INSTEAD OF THE INTERNET FOR A YEAR

: THE EVOLUTLIOXN CF FINANCIAL
1
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Registered for webcast

*CITO Research, “Creating a Meaningful Customer Experience on the Web"”
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>> Mobile usage will surpass that of PC’s and other
wired devices by 2015 ...*

*”"More Mobile Internet Users than Wireline Users by 2015"”, IDC.com
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Critical mass

9:41 AM

Q Destinat

Preferred A

Starpoints:
15,000 /’

10 stays to
(Clelle]

| Dec24-Jan2
More power to you. L e
More choices, more fiexibility
and more ways to get the
rewards you want, when you
want them»

The Westin Kierand Resort & Spa

am oo

Hotel companies are
cranking out new apps
and websites as mobile
bookings skyrocket.

By Nathan Greenhalgh,
associate editor



The always-connected  Importance —— ,
traveller: of each step :ﬁavi,ng L 7% ;téh;j'”"

= e airpol /70 1%
How mobile will transform 11.1%

“When flying, how
important are the
following 6 steps for your Con"efﬂ"g

12.8%

N

the future of air travel o
n-board

27.2%

overall airline travel
experience?”

The global study identifies traveller attitudes to
airline mobile services whilst also highlighting
emerging mobile technologies set to transform

each stage of the travel experience. Pre-trip

25.7%

Global mobile
subscribers

The number of worldwide
subscriptions for wireless services
reached S billion in September 2010,
The worldwide smart-phone market
grew 79.7% year on year in the first
quarter of 2011 (1Q11), according to
the International Data Corporation
(10C) Worldwide Quarterly Mobile
Phone Tracker.

For more information visit:

Trends for Brighter, Bolder, Better travel www.amadeus.com/alwaysconnectedtraveller

73.4%

of the Earth’s population
subscribe to wireless services

Pre-trip

The most important stage of
the process. Passengers are
looking for easy ways to plan,
book and board the plane

At the airport

Mobile is used if things go
wrong with the travel
experience i.e. lost bags, seating
and disruption

On-board

A unique opportunity for
airlines to provide enhanced
services with the increase in
connectivity on planes

At the destination
Passengers are increasingly
using mobile to explore,
connect, and share experiences

Post-trip

Social media provides an
immediate outlet for feedback
from customers

6%

of travellers surveyed
currently use smartphones
to book trips
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And 4 in 5 shoppers will use devices simultaneously to
help with shopping

20%

| will not use devices
at the same time

2
tablet with smartphone
55%

8 OA] smartphone with

computer
tablet, computer, and
smartphone together

20%

tablet with computer

Base: likely to use smartphone
or tablet for holiday shopping

*Google Insights 2012
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Consumers move between multiple devices to accomplish their goals

Popular cross device activities

D di 9
81% 67% 46% 43%

Browsing  Shopping  Managing  Planning a
the Internet Online Finances trip

Search is the most common way consumers
continue from one device to another

*Google Insights 2012
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Store

Control Panel

Popular Session

Designing Metro style apps that are touch-
optimized - Get the knowledge and
guidance needed to build an app for an...

/b

73° Anaheim, CA
Tomorrow 81° / 61°
Wednesday 78° / 63°
Thursday 78°/61°

alr sle sty
G

MSFT A +0.15

Last Trade 25.89
Last Trade Time Mon 1:00 PM PDT
Open 2544

|1

Tweet@rama

AT&amp; T announces
new Windows Phone...

The Windows Blog

e ©

Hotmail - brandonle...

Brandon

LeBlanc

Visual
Studio 11
Express

Microsoft
Expression
Blend 5...

Task
Manager

e

-«
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>> Poor online user experience and lack of customer
insight is causing businesses to lose 24% of
their annual online revenues, about $50 billion a
vear in lost revenue in US alone*

*”Reducing Customer Struggle: Findings from eConsultancy’s Customer Experience Survey,”
eConsultancy Aug 2011
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Enhanced HistoricHotels.org

arch the Site

Historic HOTELS
of AMERICA

LTRUST FOR HISTORIC PRESERVATI DESTINATIONS HOT DEALS EXPERIENGCES TIMELINE MEETINGS & EVENTS

Historic HOTELS

TRUST FOR HISTORIC PRESERVATION®

of AMERICA

DESTINATIONS

HOT DEALS

Home | Experiences

EXPERIENGES

TIMELINE

Historic Hotels of America preserves the authenticity of over 230 of America's most prominent lodging addresses and offers visitors a richer
travel experience. Our diverse selection of hotels, inns, and resorts are the perfect locations to create lasting memories with the people who

‘mean the most to you.

Civil War

historic sites,

Explore over 600 Civil War
Sesquicentennial events, battiefields,

Family

Create lasting memories with those most
special to you

View All
View All
i | .
Food Golf & Outdoor Activities
Indulge in regional cuisines prepared by Enjoy the fresh outdoor air during a
world-class chefs leisurely activity
View All View All
Groups Romance
Host your nextgroup event at one of our Enjoy the company of your loved one
inspired destinations while on a romantic adventure
View All View All
Recharge in the Ozarks City Spotlight: Miami The Portland Arts Scene Spa & Retreats Vacations and Leisure
Big Cedar Lodge boasts something for every The greater Miami area offers an of  With an extensive collection of artwork and a

member of your family, from a Jack Nicholas
Signature Golf Course and a full-service marina

diverse and interesting neighborhoods to library containing thousands of signed books

discover. Enjoy the sunny shores and blue skies ~ from guest authors, The Heathman Hotel,

View All

Experience the ultimate in relaxation for
an unforgetiable visit

Escape to a memorable haven of fun
and recreation
View All

to riding stables, a luxury spa, and a kid’s club.
Book the Historic Adventures at Big
Cedar Lodge package for two nights, passes
to Dogwood Canyon Nature Park, history tour,
and more. Rates start at $420 for two nights.

of Miami Beach, the vibrant culture of Little
Havana. Explore the South Beach area known
as the American Riviera and an Art Deco
playground. Learn more about the four historic
hotels rich in Miami culture and heritage.

in downtown Portland, Oregon, is the perfect
backdrop to explore Portland and the
fascinating history of the area. Book now and
enjoy a delightful glass of Oregon’s Pinot Noir
in the Tea Court Lounge.

4 , Book Your Hotel
A . National Trust for .~ oday and Receive

Save the past. Enrich the future:

MEETINGS & EVENTS

Check Availability r{fummucfmm — DEPARTURE Gl ‘WHERE.\REyocccmcz ‘.\muvAL DEPARTURE. oo p—— “ More
total, Locaton, Landman el fotel, Location, Landm: c ~ Search Options
Experiences

2¥A Historic Preservation ,
£ af
S0

*Terms and conditions apply

Book now. Search now.

Special Offer Sign Up

Lorem ipsum dolor sit amet, consectetur adipiscing elit. Aliquam eleifend justo imperdiet.

Book and Receive a Free Membership’ to
the National Trust for Historic Preservation

Historic HoTeLs
__of AMERICA
MEMBERS SAVE UP TO
50% OFF HISTORIC HOTELS

ABOUTUS  PRICE MATCH GUARANTEE
MEMBER LOGIN

SPECIAL OFFERS SIGN-UP  NATIONAL TRUST FOR HISTORIC PRESERVATION

PARTNERS  WHY BOOK ON HISTORICHOTELS.ORG

ABOUTUS  PRICE MATCH GUARANTEE
MEMBERLOGIN ~ PRESS ROOM

SPECIAL OFFERS SIGN-UP  NATIONAL TRUST FOR HISTORIC PRESERVATION

PRESSROOM  CONTACT US PARTNERS  WHY BOOK ON HISTORICHOTELS.ORG

CONTACT US
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Beyond Search
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More than %2 of travelers brainstormed or

started thinking about a trip online

65% of leisure and 70% of affluent travelers begin researching online

before they've decided where or how to travel

*Google Insights 2012
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Holidays are Coming...

Most useful information sources for holiday shopping, year-over-year

[ Percentage of consumers ranking ‘'most useful’)

7705 80% 2011 M2012
62% 60% -
51% 31,00 50% 4054
41%
S X vL -
274 23%
i 21%
T T T T T T T 1
o 4 ] ] =) (]
\F& Q» ¥ & Q’b o +o
& & & 5 &
r_}, 5@" Ley \ﬁ-"
RN P

*Google Insights 2012
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96%

of leisure travelers have started

6 3 0/0 their hotel planning with search

Of leisure travelers agree

0 that “search engines are my
0 go-to source for travel 95% - Destinations

information” 89% —_ Air

Of travelers say “always o
start my travel booking and 80% - Car
shopping process with 61% — Cruise

search™

*Google Insights 2012
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Beyond Keywords



Leisure and business travelers prioritize search
differently

Leisure Travelers Business Travelers

62% Search engines Hotel websites
55% Hotel websites Airline websites

48% Airline websites Search Engines

46% OTA OTA

% Travel review sites Car rental websites

Destination-specific Travel review sites

26% Car rental
AL Social network Social network

Destination IN%
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Google Panda
February 2011

Website quality
garners rank, not just
keywords.



Google’s Panda Strikes Louvre

December 2010

Major Google Updates

Google FR
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Search Evolution

v/ 2000-2010: build target keywords, write duplicative content

v’ February 2011: first Google Panda release: website quality
matters!

v'Panda Updates 1-20+

v 2012: content quality, mobile integration, localization, social
conversations, public relations and semantic

N

|

Ul




Your Guest
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MEET JULIE
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Looking for an Emotional
Connection:

Can Your Historic Hotel
Provide One?



* TAKEAWAY

better Luxury consumers prefer experlences to ob}ects
n

SOURCE: "Luxe Redux: Raising the Bar for the Selling of Luxuries” by Jean-Marc Bellaiche, Michelle Eirinberg
Kluz, Antonella Mei-Pochtler and Elmar Wiederin, Boston Consulting Group, beg.com

i C’?'O"iC’e >> Luxury spending in 12 of the world's wealthiest countries topped $1.4 trillion in 2011,

o but most of those dollars weren't spent on material things. Rather, 55 percent of the

Embrace - : : N i
money went towards “experiential luxury” such as travel, dining

ny, USA 2

and spa treatments; sales of luxury experiences are now

growing 50 percent faster than sales of luxury goods.

rous “Even in brand-obsessed China, where personal
111, only luxury goods serve as a strong badge of status and
slogy success, experiential luxury dominates, growing at
wo (Paul 28 percent each year,” the report reads.
erre Some luxury goods providers are trying to
‘he major incorporate the experience component, but with
rosoft, mixed results, according to BCG. “Very few of
itter— them have been successful in adding experiential
her elements to their offerings.”
ridual
nunity has 2
give may
cartbla caidaiala
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>> Luxury spending topped 1.4 trillion in 2011, with
559% person towards experiential luxury, such as
travel, dining and spa treatments.

Sales of luxury experiences are now growing
50% faster than sales of luxury goods.

* Harvard business review, October 2012
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The Top Seven Online Travel Planning Activities

Leisure Travelers

45%

43%

40%

7 points
since 2009 28%

23

reviews by my friends or family

Business Travelers

Researched an upcoming trip 69%

Researched travel as a result

of seeing an online ad 57%

Brainstormed or started

thinking about a trip 52%

Read reviews from
other travelers

Requested more information
related to an upcoming trip

9 points

Watched a travel video siPoa 9009

o 28

40%

Looked at travel content or

HisToric HOTELS
of AMERICA
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More Than HaIf of AII Boomers Rely On Search

0 use search to.find'travel related information such
0 as destination informati@™vacation ideas, and
booking

source: GoogleMNielsen Boomer Survey Bugust 2010:



Travel One of the Categories that Boomers

Spend on the Most

Categories where Boomers SpendMost

&=  Collectibles

h‘ Gourmet Food

B—

Auctions

Hotels Index

—
‘+ Airline Ticket
o
L

Car Rentals

....... Computers & Printers

M) Entertainment

thinktravel

Index vs. Average

online adult 18+

138
132

Travel
Related
Categories
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Cluster Name
Established Elite
Summit Estates
Lavish Lifestyles
Corporate Clout
Skyboxes &
Suburbans
Sitting Pretty
Platinum Oldies
Apple Pie Families

Tots & Toys

Shooting Stars

HistToric HOTELS
of AMERICA
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Develop Customer Profile

Marital
Status

Married/
Single

Age

56+
46-
65
36-
55
36
65
36-
55
46-
65

Married

Married

Married/
Single

Married

Married

Married/
66+ Single
46-
65
30-
45
30-
45 Married

Married

Married

Home
Ownership

Owner

Owner

Owner

Owner

Owner

Owner

Owner

Owner

Owner

Owner

Kids Income
No Kids Wealthy
School-age Kids Wealthy
Kids; Age Mix  Wealthy
No Kids Wealthy
School-age Kids Wealthy
No Kids Wealthy
Upper
No Kids Middle
Upper
School-age Kids Middle
Toddlers/
Preschool Affluent
No Kids Wealthy

Income

24

15

10

Rank

Urbanicity
City &
Surrounds
Suburbs &
Towns
Suburbs &
Towns
City &
Surrounds
Suburbs &
Towns
Suburbs &
Towns
City &
Surrounds
City &
Surrounds
City &
Surrounds

Suburbs &
Towns

Net Net Worth
worth Rank % of HH
SIMM+ 2 21.0%
$2MM+ 1 16.5%
ook ho 8.0%
$1-2MM 3 5.9%
$1-2MM 4 5.6%
gl 4.1%
o b 3.4%
aook b5 2.7%
g 2.5%
gl 2.0%

hyperdisk



500,000
PRESERVATION LEADERS &
MEMBERS

15 MILLION
“LOCAL PRESERVATIONISTS”

50 MILLION
“ACTIVE SYMPATHIZERS”

120 MILLION
“PASSIVE CONSUMERS”

MARKET SEGMENTS
IMPORTANT TO
PRESERVATION




categories of Local
Preservationists:

[ 25% Young Activist
25% Green Go-Getter
20% Architecture Lover

7 15% Community-Conscious
Parent

15% History Buff

*National Trust for Historic

Preservation — Customer Insights I
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Top preservation interests:

Visiting places to learn about American history 79%
Traveling to historic communities 78%
Voting for which historic sites should receive funding 77%
Attending an “insider’s” tour of a historic place 75%
Seeing interesting architecture 74%
Attending a lecture on important historic sites 73%
Attending a happy hour at a historic site 67%
Promoting a historic place in social media 62%
Helping to document and map historic buildings in their city 58%
Raising funds to help save an important historic building 57%
Volunteering to help a “Main Street” community program 56%
Participating in an archeological dig at a historic place 56%
Volunteering to help repair a historic building 52%
Staffing a booth at a local fair to promote historic places 51%
Downloading a smartphone app with historic site info 48%
Creating a video for YouTube about a historic place 35%

*National Trust for Historic

very/extremely interested in or likely to.. Preservation — Customer Insights
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CARMEL VALLEY RANCH & ah

—t T 1] RESERVATIONS SEND TO A FRIEND

Q stay engaged with us: ([ &
(O cavallopoint

W MAKE A RESERVATION

Your GuIDE TO SPECIAL OFFERS + UPCOMING EVENTS APRIL = JUNE 2011

« Like our page on Facebook
« Find all 15 bees
« You could win a 2-night stay at The Ranch

ENTER OUR CONTEST »

FAMILY FUN AT CAVALLO POINT
Hooray! Summer’s on its way and now’s the time to
plan a family vacation. Don't miss the special Family
Fun offer to delight both kids and adults...

e A in select Cor y and
Historic rooms, including two bedroom suites
Kids eat free! Breakfast, lunch & dinner for kids
up to age 12 from Kids Menu

In-room movie - one per night PLAYING

Valet parking

...and more!

Hitkage b S 30 TOGETHER, IN YOUR COMPLIMENTARY SUITE, UNDER THE STARS, IN OUR

Viaw toams & CONGROnS INFINITY HOT TUB, WHILE ON A HIKE, WITH OUR HOUSE DOG, AT OUR BEE
EXPERIENCE, AROUND OUR 100 YEAR OLD OAKS, LIKE A CHILD AT HEART.

HERE MAKES YOU FEEL HUMAN AGAIN

MOTHER'S DAY —- MAY 8 GREEN GOODIES FOR FURRY FRIENDS
Show Mom some love with a Cavallo Point Gift Card or The new Eco Luxe Pups program welcomes canine
one-of-a-kind jewelry from the Mercantile’s Artisan Day. guests with a doggie bag of organic treats and products.
Enjoy brunch at Murray Circle with extended hours, or And pups sleep tightin a plush dog bed, locally made.

celebrate together at the Cooking School's Mothers Day learn more
Brunch class.




Quality Beats Price For Boomers

Strategies Usedto SpendLess Moneyon Travelin 2010

I " o
Bargain hunfing GenY
106
O F
More local desinalions
10 <——
I s

Find cheaperdesinaion
146 =—

124
Shortening the Fip

‘.I
=

Rely moreon my
ravel/bonus painis or
frequentfiyermiles {e.g.
Capital Onecard, . ..

106

a|

Source: GoogleMielsen Boomer Survey Sugust 2010
Q54C: Youmentionedthat you feel that you have less money to travel with in 2010. Based on this, which ofthe belowstrategies

t h " kt I would you say that you are applying to address your situation, ifany?
I n ra Ve Gen YMN=28 , BoomersN =307

Go 3lc Google Confidertialand Proprietary 9



Family Time is High On The List With Boomers
O Of Boomers pay the entire bill for
0 family vacations where they are

traveling with the extended family

Source: GoogleMielsen Boomer Survey August 2010
@56:; Thinking about thetripsthat you or you and your spouse will be taking with your extended family, who willbe paying for
thesetrips? Amongrespondents planningto travel with extended family

thinktravel =

Go 3[\' Google Confidertial and Proprietary 10



Strategic vs. Tactical
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B.J. MENDELSON
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JASON FALLS

NO
BULLSAII

SOCIAL
MEDIA

The All-Business. No-Hype Guide
to Social Media Marketing

oue
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INTERACTIVE EDITION

Bus!ness
Review

G0

T— Y

¥’

New-Media
“Ringmaster”
v _page 78

)

V4 Why You
/ Need a

% DECEMBER 2010

50 Governance

The Case for
Professional Boards
Robert C. Pozen

86 Management

Robert McNamara’s
Business Legacy

Phil Rosenzweig

94 Global Economy

China’s New Bid for

\_\\>\ W i

il

Technology Dominance
Thomas M. Hout and Pankaj Ghemawat

/

/
-
—
p—

—

"6 vy 44/

Howto ¢
Fight
Reputation
Snipers
page 70

%
You’re :

Spending

Your Money

In All the
Wrong Place3S'§
page 62
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Traditional Linear Consumer Funnel
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Elliptical Consumer Funnel

THE LOYALTY LOOP

*Harvard Business Review, December 2010
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“You can’t manage
what you don’t
measure.”

Internet
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“You can’t market
to an ambiguous

guest...”
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Historic Shift:

Butterfly Effect



Small Changes Effect Your Marketing Performance

(1) It's about guests, not clicks
(2) It's about quality, not search
(3) It's about engaged loyalty, not social media

(4) It's about elevated data, not analytics
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New Revenue

Action Steps



2013 Butterfly Effect: Small Changes, Big Revenue

Action: Results:
e Customer Profile Strategy  360-View of Guest
« Communication Plan * Drive Revenue / REVPAR

Integrated Marketing Approach  * Expand Market Share
Tactical Outreach to Guests * Execute. Learn. Repeat.
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“History teaches everything
including the future.”

- Lamartine




Thank you.

Steven V. Seghers, MHS
HyperDisk Marketing
seghers@hyperdisk.com
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