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e
2020 Population Trends: Shift Happens
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Shift In Generational Reference Groug

Not just raw numbers

Cul tural |, socli et al

Generation Share of Population

Seniors (75+)

Boomers (56-74)

GenY (39-55)

GenY (18-38)

-
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(age in 2020)

Emerging (<15) I 11%

® 2010 Share

2020 Share

53% in 2020
+14 ppts




Shift in Generational Focus

Share of 2020 Population

Seniors (75+) 7%
Older Boomers (65-74) 9%
Younger Boomers (56-64) 1%
Older Gen X (48-55) 10%

Younger Gen X (39-47)

Older Gen Y (28-38) 15%

Younger Gen Y (18-27)

Current Emerging (10-18)

Future Emerging (<10)

-
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Fragmented Division: Demographics

Share of 2020 Population by Age that is Non-White or Hispanic

49%

<25 25-34 35-44 45-54 55-64 65+

-
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Profiles:
Fragmented Divisions




Fragmented Division: Tech-Ability

Smartphone Ownership

31% 29%
13%
- 6%
GenyY Gen X Boomers Seniors

Gen Y1 Boomer Tech-Ability "Gap"
(ppt difference in Gen Y %- Boomer % smartphone owners participating in activity past 6 mos.)

Use retailer apps to follow sales or promotions

To order an item not available in the store in the size or color |
need

Link photos of items considering purchasing to Facebook page
or Twitter feed

Research a brand or item online from my mobile phone

Send photos of items considering purchasing to friends for
feedback

Look up product reviews

Compare prices for same items across a retailer's store and
Web site

Compare prices on same items at other retailers

urce: ShopperScapeE June 2010
© TNS 2011
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Price comparison on mobile apps
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Mobi | edbs Untapped T

A greater share of consumers use mobile for researching and booking restaurants than flights, hotels, and car
rentals but é

Only a small share already use mobile for searching and less still for booking in any category

Use of Smart Mobile Devices for Travel
(Survey, Jan n=866)

100% Survey: General
90% popul ation;| fiDes
80% = Snones for el
gggﬁo foll owi ngo
0
50%
40% @ Already Use
30% M Likely
20% .
10% I Possibly
0% H Unlikely
&
>
(,)Q/
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Law Meet s H

=

Moorebs Law: Huf fd6s Law:
Computing Capacity Grows by Decade Tech-Ability Diminishes by Decade

» 1980 1985 1990 1995 2000 2005 2010 2015 20 30 40 50 60 70
ﬂ © TNS 2011 11




Priorities: Valued and Values




Priorities: Valued and Values

A Value Sensitivity i more awareness of
price options, return on involvement

Planned Near-Term Apparel Shopping Trips Most Recent Trip for Groceries

Search for sale items m , ]
Items for immediate use

Replace worn out items Fill-in purchases of items running low

on/out of
Update everyday wardrobe

Stocked up on products to have on hand
Update work wardrobe

Searched out items that were on sale
For a special occasion/event
Searched out items for which | had 6%

To reward myself coupons 32%

Browsed store to look at items of J 39

| now wear a different size interest/new items 26%

Items for a special occasion or out-of- 4%

None of the above the-ordinary purpose 13%

® Primary Type of Trip Planned = Planned Shopping Trips = Primary Reason for Trip
® Did This on Trip

~ Sour ce: Shopper ScapeE March, April 2010
© TNS 2011 13



Travel Value Perceptions Stifled

Flightper cepti ons recovered slightly i n Jbestuhaugh still anlytl/bresubse t t e

for fAworseo

Hotelper ceptions for fAbetterdo and fAworsed continued to trac
0

Overal: The Q4 changes partly may relate t holiday travelers

Change in Perceived Value, Year-Over-Year
(Survey, Jun 10 - Jan 11 avg n=617)

W -G Hore I
50% 60 | —— — -

40% - S0%
40%

30%
30%
20% 20% <’7—\/\___’:

10% T ————— 1 )0/

0% T T T T T T T 0% T T T T T T T 1
Jun Jul Aug Sep Oct Nov Dec Jan Jun Ju Aug Sep Oct Nov Dec Jan
How would you rate the
e==Better e=—Same ==\\orse | oOVverall value of each of the e=mBetter e==Same e=\\orse

following travel components

this year compared to a year
- agn’)
© TNS 2011 14




S

Use value-adds to try and hold prices intact

A Freebies, Add-On 6 s ,

A These will push many consumers over the edge

3 Deals Most Appealing for Your Travel

(% selecting the following as one of 3 choices made, n=881 consumers using Internet to research travel)

66%

a n d-rate intentives mverwide appeal

—

Price discounts
for advance

- ' ) )]V

Complementary Reward / travel / Free 1 night stay
filextras 0 logaty pdirtd d for multi-night

purchase ons o trip

-
© TNS 2011

Companion

incentives (e.g.,

2nd flies free)

23%
16% 5%

..- 3

Discount for Discounts on Gift cardtoa  Credit towards
purchasing multi last minute travel partner or affiliate future booking or
component purchase

package

15




Priorities: Valued and Values

A Value Sensitivity i more awareness
of price options, return on involvement

A Uber-Tech i escalating dominance of
mobile, digital, virtual

Online and Mobile Activities In PaEt Six Months
Diirchacoad a nradiirt Anlino EE0/A

Spent time on a social networking site

Researched a product online before making purchase at a store
Downloaded and used online coupons for an in-store purchase
Signed up to receive emails from a retailer

Engaged in social networking conversations online

NAauvnmlandAAd AnAd i icAad Anlina AninAane fAr Aan AnlinAa nivaAalha~A

%
6%

Downloaded a social networking app to my mobile device
Accessed a retailer Web site on my mobile device

Downloaded a utility app to my mobile device

Researched product from my mobile device while shopping a store
Downloaded a retailer or shopping "app" to my mobile device
Purchased products online from my mobile device

Downloaded coupons to my mobile device

Source: ShopperScapeE March 2010
© TNS 2011
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PC/Laptop

i Mobile Access
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Priorities: Valued and Values

A itivity T % Agreeing With Attitudes about Health/Well
A Value Sensitivity T more awareness of o Agreeing With Attitudes about Health/Wellness

price OptionS, return on involvement | purchase fresh foods on nearly all of my — 1%

grocery shopping trips
. | try to make sure that health_y, nutritious _ 59%
A Uber-Tech i escalating dominance of meals are served in my home |
1 i 1 k f t
mobile, digital, vIPreeadgr i Ee e o

Staying physically fit is important to me [N 4904

A Wellness i improving, maintaining,

. . . | pay close attention to the nutritional 48%
flghtlng to be your healthiest information on product labels _

I/my family use nutritional supplements and 47

/ vitamins to help manage our health 0

Exercise is an important part of my weekly
: routine 40%
Fast fixes
I would like to exercise more, but | don't
! 0,
\ have the time 33%

Support manufs' making foods healthier by 30%
trying new versions w/health benefits 0

Eating healthy is too expensive 22%
| buy a lot of food products that | think will 1504
help me lose weight 0
Junk food" in my pantry/refrigerator takes 9%

up more space than healthy food
Source: ShopperScapeE September 2010

© TNS 2011 17




Priorities: Valued and Values

A Value Sensitivity i more awareness of
price options, return on involvement

A Uber-Tech i escalating dominance of
mobile, digital, virtual

A Wellness i improving, maintaining,
fighting to be your healthiest

A Enhancement i improving your personal
Nassetso to put vyo

=
© TNS 2011




Priorities: Valued and Values

Willing to Pay Extra f
A Value Sensitivity T more awareness of ] o

price options, return on involvement ey e N 46%

47%

B Produced/grown locally _ 46%
A Uber-Tech 1 escalating dominance ;

of mobil e, di g | t a Packagifl il a Way B refiic@abte _33‘;(&4)
Packaged with materials that are 39%
A Wellness i improving, maintaining, recyclable 38%

fighting to be your healthiest

Donates a portion of the proceeds to

a cause/charity || GGG 34%

From a company/retailer committed to
social responsibility/resource
sustainability

p uCetrtified fa¥ trast)je

4 “ - . 31%
A Enhancement 7 improving your

per sonall Nassetso
forward

t

)
27%

27%

Certified organic 2504

A Global Citizen i importance of being

. . . . . e 27%
green, fair, conscientious, contributing Certiied free range

25%

Apr-10 ®Jun-09

i Sour ce: Shopper ScapeE June 2009, April 2010
© TNS 2011




company
purchased, the

person in India. Tt

bamboo (kayu

100 percentU .
sustainable frames come in four styles, from oversize round lenses to more subtle Wayfarer

shapes.

I‘.“( i 3
s

Problem




Priorities: Valued and Values

A Value Sensitivity i more awareness of
price options, return on involvement

A Uber-Tech i escalating dominance of
mobile, digital, vi rtu,al‘-ﬁneed.&\,
Ty

A Wellness i improving, maintaining,
fighting to be your healthiest

A Enhancement i improving your personal
NassetsoOo to put your

A Global Citizen i importance of being
green, fair, conscientious, contributing

A Outsourcing i of time, effort, skills

-
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Why Fail to Take All Allotted Vacation Time

# Slightly more than half (54%) take all of their vacation time (a quarter, 22%, did not respond).

# Total vacation time usage rises with income and declines with age. However, the reasons for not taking
all vacation time varies little by age/income.

61%64% _

@ Total MWUnder $60K  m$60K - $85K  m $85K+

54%
7%

27%
200" "

0,
259%26%24%/,
14%14%

5
13%5%, 01 006

9% 9% 11% g
0 970 = "7% 4% 4% 4% 6% 3% 3% 3% 3% 3% 3% 3% 3%

Usually Take All NET ANY Lack Save for Serious Perception of Save Vacation Save Vacation None of These
Vacation Time Compelling lliness Out Too Much for Layoffs for Cash Before
Reason New Job
62%5895
54%
@ Total Under 35 m35-54 W 55+
44%
29% 35%
0,
25% 25 %, 10 - 2% )
139%129%1296 > "° 996 12%11% . 9%
5% 4% 7% 5% oy, 3% 3% 4% 2% 3% 5% 3% 294

- .
Usually Take All NET ANY Lack Save for Serious Perception of Save Vacation Save Vacation None of These
Vacation Time Compelling llIness Out Too Much for Layoffs for Cash Before
3ase: Total Sample: 8,055 Reason New Job
22
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Many leisure travelers can be influenced
INn choosing a destination

A 35% know their ideal type of destination but have not selected one
specifically; additional 4% completely undecided

Which statement best describes how you think about planning your leisure travel?
(n=1406, all consumers in-market for or recently booked destination travel)

61%

35%

4%
| | I
Know exactly where | want Know type of destination | Neither a type nor a
to go want, but do not have  specific destination in mind

specific one in mind

-
© TNS 2011
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Twol thirds of Shoppers Shifted

Behavior During the Recession---TRUST

How Much the Downturn Changed How
Shoppers Shopped during Recession

Not at all, 6%

Significantly,

25%

Somewhat,
42%




Pr ocess:;
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V €
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2020 Process: 0Fi

A Informed i perfect access and
transparency

-
© TNS 2011
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Search is the #1 online channel for
destination research

A A mix of other travel site categories are used as research sources, yet
search eclipses even Online Travel Agencies

Which online sources do you use to learn about or choose vacation destinations?
(n=1339, only consumers in-market for or recently booked destination travel who use the Internet)

Search engine 72%
Online Travel Agency 66%
Hotel Sites 63%
Airline Sites 59%

Destination Sites 54%
Travel Review Sites 41%
Travel Search Sites 38%

Car Rental Sites 38%

Cruise Line Sites 26%

General Discounté 20%

Tour Operator Sites 15%
& oaygl Planning Sites 15%




Search increasingly kicking off all travel
activities

A Consumers expect to use search more this summer than last across all
points of the travel consideration process

At what points did you / will you use search?
(n=653 consumers who traveled last summer, n=743 consumers planning to travel this summer)

Used Search For This Last Summer
73% ® Plan to Use Search This Summer

79%

74%

63%
59% 60% 59% 5604

45%

Looking activities Deciding on  Thinking about When bookinga Shopping for Choosing Thinking about
" ideasfor  accommodations taking a trip trip promos or destination type of trip to
< destination & transport for discounts take

© TNS 2011 destination 29




2020 Process

A Informed i perfect access and
transparency

A Intuitive i context-less, effort-less,
immediate

-
© TNS 2011

NFI

V €
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The research process is intricate and
multi-phased

A Activity levels before booking are very strong

Time Spent Unique Travel Search Referrals
Researching Online Sites Used to Travel Sites




‘Destination sites must better engage their
search traffic

A Despite receiving almost 10% of search clicks, destination sites capture only
a tiny fraction of research time

Distribution of Research Time On Travel Sites (select destinations)

Orlando

New York

Las Vegas 5%
Hawalii 12% m
|

Chicago

Caribbean

mOTAs = Airlines Hotel Chains B Planning & Reviews
m Destination Sites ® Travel Guides Car Rental m Cruise Sites

® L ead Generators Casinos ®m Meta Search Vacation Rental

u Other

-
ﬂ © TNS 2011 32
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TripAdvisor Passed Y! Travel as Most
Visited

[iom T v ] g s | mesnrrs | e | e o | e st
: [ semch |

v milhon s

I connectn Facenook | € W, Aaeen | Signout |
YaHOO!, TRAVEL

Home  Research maeicucesv 800k v  Deals | Themes v  MyTravel v | Wellness Travel

seArcH TRAVEL: I S

Plan the Perfect Trip Browse by ll Pian your trip & find great deals!
= Horets Find Hotels Travelers Trust Sius. o
1 o

71 Restaurants e

G Aduts:

A Vacation rentals @ B @ Toveling fo business? Today's Picks for
athe notls arestyourmostings Traeing fom Prgence, R
,,,,,, a Bl -Soewnats pretermen by Dusiness vavslers

Unigue Visitors trinaclvizot com travelyahoo . com u kayak.com travelzon.com
T2h

10hd B .

=

hd

Ghd

Ahd

1172008 1272008 012003 0272009 0352003 04,2003 03/2004 062003 072003 032003 0972003

iil compete

Source: www.compete.com
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50%+ Would Read Consumer-
Generated-Content on Supplier Sites

Some skepticism: Only 32% would trust the content
Viral: nearly 30% would share and post content

Use of Consumer-Generated Content on Supplier Sites
(Survey, Jan n=866, AWould Noto and i Wo

el N .. 0B
(0) (0) S G I
80% - 32.1% 22K L po [l)mtjely a fcmier?) n;
56.6% . . . sites allowed
generated content,
60% - how would you expect
. . 36.1% . 35.5% to use the content?
46.0%
40% -
- B
20% 1 34.9%
s ool
0% -

Read Trust Share Post

35.8%

® Would Not ® Possibly & Would

-
ﬂ ©TNS 2011 34



/
Good News for Travel Sites

On all measures, consumers reported Travel sites are better than non-travel sites

Travel sitesd bes-tinepreasudd repod travel sites offer beftter prices than offline vs. 10%

for non-travel sites

Comparing Travel Sites to Non-Travel Sites
(Survey, Dec n=793)

45%

40%

35% -

30% -

¢ 2504 -

1% -

15% -

10% -
- 5% .
h - 0% -
Pricesvs. Accuracy Easeof Easeof Easeof Speed
Offline Purchase Navgtn Help
ﬂ" M Travel Sites Bette ® Non-Travel Sites Bette
3 © TNS 2011

Urvey:
General
population;
fisameo
shown

not
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Pr ocess: nFI

A Informed i perfect access and
transparency

A Intuitive i context-less, effort-less,
immediate

A Involved 1 my virtual and real communities

-
© TNS 2011
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"Process: fiFi

A Informed i perfect access and
transparency

A Intuitive i context-less, effort-less,
immediate

A Involved i my virtual and real communities

A Interactive i my input and ideas

-
© TNS 2011
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"2020 Process: NOFive

A Informed i perfect access and
transparency

A Intuitive i context-less, effort-less,
immediate

A Involved i my virtual and real communities

A Interactive i my input and ideas

A Individualized 7 just right for me

-
ﬂ ©TNS 2011 38




Packages Losing Favor

Nearly a third of respondents reported they would be less likely to book a package compared to a year ago
The total share less likely was 44%

Change Likelihood to Book a Package, 2010 vs. 2009
(Survey, June 2010, n=811)

@ Much more likely

b

Flight | Cruise 9% 1 Somewhat more likely

. About as likely

M Somewhat less likel

M Much less likely

Survey: General
population; all
respondents
choose one answer

-
© TNS 2011
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Advertising/marketing Is
brutally important but you
dono6t hawve™ A
Creati ve Conligy g

.



POEM Framework 1 o PN covUlE

Paid, Owned, Earned Media (1~ _
e 2 B

’ CONSUMER

BRAND

Generated Activity Generated Activity i THRID PARTY
Traditional Digital Fully . Partially Social WOM - Expert
Media Media Owned :  Owned Networking Buzz : gplnlons and
g . - ) - eviews
(TV, Print, S/D('fp'aya Native : Eacebook (YouTube, Viral :
. ideo, i . age, .
Radio : Wwebsites, = d Facebook, .
S ' Social, Mobile = Twitter _ .
rE)_OI’]SOI‘- Mobile, Paid Websites = Account, Twitter) -
ship) Search) - Linked-in,
= Flicker .
Marketer Controls Controls Controls . Partial No control, No control, = No control,
= Control, but can but can . but can
E influence Influence Influence E Influence
Consumer No control, but  No control, but No control, but = Partial Control, Controls and Controls and - Seeks
can influence can influence can influence : influence Seeks seeks -
Measuring Calculate Confirmed using Confirmed using = Confirmed using Scraping of social Scraping of . Cymfony
Opportunity To  DME DME DME Technology media (i.e.., social media
Exposure See Technology* Technology* . Cymfony) (i.e.., Cymfony) .
PAID OWNED EARNED

* Mobile exposure T calculate opportunity to see
© TNS 2011 41
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The New Nor mal eYour

#sYounger and Non White &
® Under 35 are more skeptical than ever

® Sweet Spot are not risky

® Older fairly normal

=
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The New Nor mal eYour

® Their Risk Attitudes
#® Their Digital Life




Digital lifestyles to help us align and target consumers

Influencers

Communicators

- Functionals

INFLUENCERS
The internet is an integral part of my life

COMMUNICATIORS
| just love talking and expressing myself

KNOWLEDGE-SEEKERS
| use the internet to gain knowledge, information and to educate myself

NETWORKERS
The internet is important for me to establish and maintain relationships

ASPIRERS
| 6m | ooking to create a personal space onl i

FUNCTIONALS
The internet is a functional tool

45

Digital Life ‘tns




nNThe internet_.ﬁ___
for me to establish and [@x
mai ntai n r el

[t

Digital Involvement

Engagement f

Consumption

Younger Older L

Employed Not employea

Frequency of internet access The Internet improves the Open to Brands are

: ] relationships | have with other brands intrusive
High people

Number of friends . . . . , ,
| cank imagine a life without the Level of online purchasing

n r r !{ ﬁ ’ internet anymore (out of six)
R Internet helps me connect with

other like-minded individuals _
Above average touchpoints

ONLINE OFFLINE
Branded sites Offline media
Retailer sites Retail shop
Price comparison Offline WOM
Search engine
User review on blog
Review sites

ocial network comments

N America
N/W Europe In the online world, | can better
S/E Europe express my feelings

Internet allows freedom of

expression that | dong have in
the offline world

Gl mentation. See methodology pack for details
B orkets £322011




The New Nor mal eYour

® The Value Proposition is now price, brand, desire, and
risk

® Wellnhess
® Socially meaningful
® Time savers

-
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The New Nor mal e The

® They know everything and the creative class
® Transparent

® Reducing Risk and Building Trust

® Are you talking to med you better be

=
© TNS 2011



The Trip

Are you winning
with every trip aspect?

Consideration Set

Arriving

Departing

-
© TNS 2011
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