Top Foreign Destinations for Luxury Travelers in 2015
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#1 Caribbean 39%

#2 Western Europe, including but not limited
to France, Germany, Italy, Spain, etc.

#3 Canada

#4t Central America, including but not limited
to Mexico, Costa Rico, Guatemala, etc.

#4t UK, England, Ireland, Scotland

#5 Asia, including but not limited to Japan,
China, India, Indonesia, etc.

Top Luxury

et

Top Ten Domestic Destinations for Luxury Traverlers in 2015 Tra Ve I 3 :-_._
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29% '7" s

#2 New York City, NY and/or other New York locations 27% M n 2 O 1 5 \: _" k.
#3 Orlando, Tampa and/or Mid-Florida locations 25% I .!' L

#4t Miami, Florida Keys and/or Southern Florida...

#1 Chicago, IL and/or other East North Central...

#4t Las Vegas and/or other Nevada locations

#5t Hawaii
#5t Atlanta/ Savannah, GA and/or other South Eastern...
#6 Boston, MA and/or other New England locations...
#7t Washington, DC, Baltimore, MD and/or other...

#7t San Francisco and/or Northern California locations

#8 Los Angeles and/or Southern California locations
#9t Denver, CO, Santa Fe, NM and/or other Mountain...
#9t Philadelphia, PA and/or other Middle Atlantic...

#9t Texas, Oklahoma, Arkansas, Louisiana and/or...
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#10 St. Louis, MO and/or other West North Central... 77



Overview of Unity

= Luxury travelers were surveyed every three . ’
months from 2008 through 2014 about their M d rkEtl ng S New tre N d
travel experiences, spending, attitudes and

brand preferences. report, Affluents Will

= Every three months Unity Marketing conducts an in-depth
survey among affluent luxury consumers, defined by high- .
income (top 20% based upon income starting at about TI’G VEI In n e W L UXUI"y

$100,000) and purchases of any 21 different categories of

high-end/luxury goods or services, including Luxury Travel. .
This report includes the results of six continuous years of Style In 201 5 "’f
quarterly survey results, from 2008-2014. {

= The overall results include 2013 surveys of n=5,001 h d I
affluent luxury consumers, of which n=1,374 were luxury M et O O Ogy [’
travelers in 2014. /

= The survey over samples ultra-affluents
(5250,000+), so they weigh more heavily in the

final analysis. Tapping six years of market research
= Ina natural distribution ultra-affluents would represent : :
10-12% of total; in our sample 33% of total sample are data' this StUdy delves deeply into the
ultra-affluents. These ultra-affluents make up the large minds of today's luxury traveler.
majority of HNW consumers included in the survey, as well
— typically making up 30% of so of the survey sample It reveals:
= This report in.cludes deep dive into |U).(UFy trqvel e Who has disposable income for travel
trends, covering planned travel experiences in expenses?
2015, as well as past experiences, conducted in ' P -
late 2014. e How does today's traveler define
= The latest survey was conducted from October 9-15, 2014 luxury?
among n=1,330 affluents, starting with HHI $100,000 and . .
above. The demographics of the survey sample was e What are the top 10 destinations for
average income of the survey sample was $259,000 and £] | 2
average age 47.9 years. A total of n=1,330 affluent afrluent travelers:
consumers were sampled. _ * How do affluents -- HNW & HENRYs --
= This survey is compared with results of a previous luxury . . .
travelers survey conducted in January 2013 among a total spend their money while travellng?
of n=1,309 affluents about their travel plans in the coming build lati hi ith
year and travel experiences in the past year. ¢ How can you bulla are ations Ip wit {
the next generation of Millennial
travelers?
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How They Will Travel, Type of Accommodations, Special Experiences in 2015
Use of Travel Professional

Get Inspired>> AKA Hotel Residences

= Luxury Travel Experiences Desired

Trends in Travel Experiences Desired (2013 & 2015)
Get Inspired >> Experience America
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Trends in Influential Factors

Power of Reviews, Discounts

Travel Magazine Usage
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= Get Inspired>> TripAdvisor

Posting Reviews
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= Get Inspired>> Zicasso offers 20 tips for travel agents
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