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Agenda

= \WWelcome and Introductions

» Market Outlook and Trends
 Bobby Bowers, Senior Vice President, STR

* Impact of Generation and Income on Hotel Satisfaction
 Weihua Huang, Ph.D., Senior Manager, J.D. Power and Associates

* Networking Lunch

» Customer Research Insights—Cornell Center for Hospitality Research

 Rohit Verma, Ph.D., Professor and Executive Director, The Center for
Hospitality Research, Cornell University

= Mystery Shopping
» Geoff Prince, Senior Product Manager, J.D. Power and Associates

= Mid-Point Insights and the 2012 North America Hotel Guest
Satisfaction Index Study

* J.D. Power and Associates team
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Networking Lunch
12:00pm - 1:00pm
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Networking Break
2:30pm - 3:00pm
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Agenda

= 2012 Mid-Point Results
= 2013 NAGSI Changes
= Staff and Index Model
= Club Studies

= General Information
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2012 Midyear Insights

= Half way through fielding 33,737 completes have been
collected

= Satisfaction for the industry has declined slightly from 2011
» Costs & Fees shows significant decline
* Internet connection shows significant decline
» Restaurant/Bar/Lounge shows significant decline
« Guest Room showing significant improvement

= New staff diagnostics show interesting findings — a full staff
model will be developed at the close of field in June 2012

= The segment leaders, along with the relative brand rankings,
are reasonably consistent to last year as of now

..........
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2012 Midyear Insights — Economy/Budget

2012 Year-To-Date Performance - Economy/Budget Segment”

Overall Hotel Experience

2012 YTD 2012 Diff.

4.00 5.00 6.00 7.00 8.00 9.00 10.00 Sample 20117 20100 2009" From 2011
Microtel Inns & Suites 7.08 285 7.33 7.28 7.58 -0.25
Brand #2 351 6.84 6.92 6.95 +0.09
Brand #3 885 6.83 6.75 6.76 -0.15
Brand #4 766 6.71 6.77 6.66 -0.08
Brand #5 108 6.73 6.83 6.62 -0.13
Brand #6 516 6.42 6.52 6.45 0.00
Brand #7 417 6.36 6.59 6.16 0.00
Brand #8 249 6.69 6.53 6.46 -0.50
Brand #9 143 6.01 6.36 6.04 +0.10
Brand #10 222 6.19 6.34 6.17 -0.27

Brand #11* | 7.34 50 NA NA NA NA

Brand #12* | 6.87 38 # # 6.50* +0.14
Brand #13* | 6.67 49 # # 6.30* +0.51
Brand #14* | 5.94 86 5.62* 5.74* 5.73 +0.32

* CAUTION: Small sample (n =30-99).
# CAUTION: Insufficient sample (n = 1-29).
" Mid-Point Data.
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2012 Midyear Insights — Extended Stay

2012 Year-To-Date Performance - Extended Stay Segment”

Overall Hotel Experience

2012 YTD 2012 Diff.
4.00 5.00 6.00 7.00 8.00 9.00 10.00 sample 2011~ 20107 2009 From 2011
| \ \ \ \ \ \
Staybridge Suites 8.42 229 8.06 8.33 8.24 +0.36
Brand #2 8.39 498 8.18 8.42 8.24 +0.21
Brand #3 8.31 531 8.20 8.28 8.26 +0.11
Brand #4 7.89 135 8.06* 8.28* 7.83 -0.17
Brand #5 7.85 248 7.86 8.06 7.90 -0.01
Brand #6 6.69 182 7.06 6.67 6.44 -0.37
Brand #7* 8.31 51 8.42* # # -0.11
Brand #8* 8.18 34 # # 7.82* 0.3
—
Brand #9* 7.71 79 8.05* 7.94* 7.63 -0.34
Brand #10* | 6.94 49 6.78* 7.15* 6.33* +0.16
[ —sssB@eassa—@ea—
* CAUTION: Small sample (n = 30-99).
# CAUTION: Insufficient sample (n = 1-29).
~ Mid-Point Data.. at
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2012 Midyear Insights - MSLS

2012 Year-To-Date Performance - Mid-Scale w/o Food & Beverage”

Overall Hotel Experience

2012 YTD 2012 Diff.

4.00 5.00 6.00 7.00 8.00 9.00 10.00 sample 20117 20100 2009 From 2011

Drury Inn & Suites 8.50 250 8.53 8.55 8.44 -0.03
Brand #2 8.10 2089 8.34 8.29 8.18 -0.24
Brand #3 8.01 1921 7.98 8.01 7.88 +0.03
Brand #4 7.94 235 7.73 7.89 7.73 +0.21
Brand #5 7.88 718 7.80 7.99 7.89 +0.08
Brand #6 7.87 210 8.24 8.15 8.03 -0.37
Brand #7 7.81 605 7.87 8.11 7.79 -0.06
Brand #8 7.58 675 7.68 7.68 7.38 -0.10
Brand #9 7.32 185 7.50 7.60 7.59 -0.18
Brand #10 7.20 288 7.51 7.80 7.60 -0.31
Brand #11 7.18 1369 7.51 7.48 7.21 -0.33
Brand #12 7.17 139 7.29 7.30 6.86 -0.12

* CAUTION: Small sample (n =30-99).
" Mid-Point Data.
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2012 Midyear Insights — MSFS

2012 Year-To-Date Performance - Mid-Scale w/ Food & Beverage Segment”®

Overall Hotel Experience

2012 YTD 2012 Diff.
4.00 5.00 6.00 7.00 8.00 9.00 10.00 Sample 2011 2010" 2009 From 2011

Holiday Inn 7.67 1447 7.71 7.61 7.45 -0.04
Brand #2 7.44 1755 7.6 7.52 7.35 -0.16

Brand #4 6.94 279 6.95 6.82 7.06 -0.01

Brand #6 6.74 512 7.04 7.15 7.15 -0.30

Brand #7* 58 6.71 6.98* 6.71 +0.08

I I
1
\l
©

* CAUTION: Small sample (n =30-99).
~ Mid-Point Data.
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2012 Midyear Insights - Upscale

2012 Year-To-Date Performance - Upscale”

Overall Hotel Experience

2012 YTD 2012 Diff.
4.00 5.00 6.00 7.00 8.00 9.00 10.00 sample 201170 2010" 2009" From 2011
SpringHill Suites 8.22 417 8.13 8.37 8.11 +0.09
Brand #2 8.15 396 8.23 8.36 8.00 -0.08
Brand #3 8.08 147 7.86 8.20* # +0.22
Brand #4 8.06 1004 8.17 8.37 8.11 -0.11
Brand #5 7.96 902 7.94 8.05 8.01 +0.02
Brand #6 7.71 325 7.86 8.03 7.99 -0.15
Brand #7 7.59 382 7.39 7.71 7.54 +0.20
Brand #8 7.57 568 7.61 7.67 7.59 -0.04
Brand #9 7.47 208 7.68 7.57 7.54 -0.21
Brand #10* | 8.58 48 8.55* # # +0.03
Brand #11* 1 7.91 67 7.90 7.86* 7.44 +0.01
Brand #12* 1 7.70 64 8.26* 7.94* 8.08* -0.56
* CAUTION: Small sample (n = 30-99).
# CAUTION: Insufficient sample (n = 1-29).
~ Mid-Point Data. ~at
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2012 Midyear Insights — Upper Upscale

2012 Year-To-Date Performance - Upper Upscale Segment”

Overall Hotel Experience

2012 YTD 2012 Diff.
4.00 5.00 6.00 7.00 8.00 9.00 1000 Sample 2011A  2010°  2009" From 2011
Omni Hotels & 8.20 230 8.20 8.48 8.02 0.00
Resorts

Brand #2 8.14 907 8.19 8.19 8.25 0.05
Brand #3 8.06 2037 8.17 8.19 8.03 0.11
Brand #4 8.04 1574  7.98 7.99 7.89 +0.06
Brand #5 8.03 208 7.86 8.16 8.09 +0.17
Brand #6 7.97 752 7.93 8.03 7.83 +0.04
Brand #7 7.90 497 8.04 8.10 7.96 0.14
Brand #8 7.89 801 7.90 7.86 7.84 0.01
Brand #9 7.73 761 7.62 7.68 7.66 +0.11

* CAUTION: Small sample (n =30-99).
A Mid-Point Data.
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T
2012 Midyear Insights - Luxury

2012 Year-To-Date Performance - Luxury Segment”

Overall Hotel Experience

2012 YTD 2012 Diff.
4.00 5.00 6.00 7.00 8.00 9.00 10.00 Sample 20117 2010 2009 From 2011
Four Seasons 8.96 143 860 872 8.81 +0.36
Hotels and Resorts
Brand #2 8.89 146 8.63 8.90 8.80 +0.26
Brand #3 8.63 251 8.42 8.49* 8.33 +0.21
Brand #4 8.45 196 8.37 7.94 8.02 +0.08
Brand #5 8.41 171 8.36 8.08 8.52 +0.05
Brand #6 8.18 136 NA NA NA NA
Brand #7 7.96 173 8.14 8.17 8.07 -0.18
Brand #8* 8.60 94 NA NA NA NA
Brand #9* 8.47 49 8.38* # 8.00* +0.09
Brand #10* 8.27 93 8.32 7.87* 8.24 -0.05
—
* CAUTION: Small sample (n = 30-99).
# CAUTION: Insufficient sample (n = 1-29).
~ Mid-Point Data. at
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2012 Midyear Insights — Staff Interactions

2012 Staff Interactions - Total Industry”

Staff Asked if Could

Staff Dressed Staff Addressed You by | Assist with Anything Staff was Difficult to
Professionally Name Else Understand
Staff Members: (%Yes) (%Yes) (%Yes)
Check-in/front desk staff 97% 5%
Door/bell staff 96% 21% 3%
Concierge 95% 33% 4%
Waiter/waitress 95% 18% 4%
Breakfast attendant 93% 12% 4%
Housekeeper 93% 11%
General manager 92% 47% 6%
Other staff 84% 16% 5%
None of the staff 3% 37% 14% 90%
N Mid-Point Data.
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2012 Midyear Insights — Staff Behavior

2012 Staff Interactions - Total Industry”

B Strongly Disagree O Somewhat Disagree O Neither Agree nor Disagree
B Somewhat Agree O Strongly Agree

The staff treated me
warmly and sincerely

The staff were
genuinely concerned
for my needs

The staff made me feel
like a valued guest

0% 20% 40% 60% 80% 100%
A Mid-Point Data.
SRS AS A EASEASASSASBARASEASE
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2012 Midyear Insights — Property Level
Information

= Property Level information will be available in July at
the study publish for most hotels in the United States

= mTAB will allow users to access property level
iInformation cuts of data by all the various measures in
the 2012 study

= Customer Verbatim File will also have property level
iInformation linked to diagnose and fix problems

= This is still a brand level study and awards continue to
be based on brand overall

......
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2013 NAGSI Study Changes

= Quarterly Index
= Segmentation and thresholds
= Segmentation and brand inclusion
= Questionnaire changes
* Deletions
» Additions

= Discussion/feedback

qqqqqqqqqqqqqqqqqqqqqqqqqq
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Quarterly Index — 2013 Study

= Each quarter the Index scores will be generated for each
brand using the prior year’s Index weights (2012) to help
better gauge overall performance

= At the end of the year — the Index weights will be run on
all of 2013 data to see if any adjustments need to be
made to the model before final data is released

= All brands included in the study will receive a quarterly
notification of relative performance beginning in Fall 2012

........
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2013 Sample Plan Changes

= Small Changes to Upscale and Economy/Budget
Segment Thresholds

« Upscale property threshold increased from 20 to 30

» MSFS room count threshold increased from 7,500 to
9,500

« Economy/Budget property threshold increased from 150
to 160 and number of rooms from 5,500 to 8,000

* Extended Stay split into two segments

Upper Extended
Upscale MSFS MSLS Economy/ Budget Stay

Luxury Upper Upscale Extended Stay

6 Props OR 1500 | 30 Props OR 7500
Rooms Rooms

100 Props OR 7500 35 Props OR 4000
Rooms Rooms

qqqqqqqqqqqqqqqqqqqqqqqqqq
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T
2013 — Extended Stay Changes

= Extended Stay will be broken into an Upper Extended
Stay and Extended Stay Segmentation
« STR classifications, ADR, and cross-shopping patters used to
segment

« There will be a highest ranked brand in each segment announced
in July 2013

qqqqqqqqqqqqqqqqqqqqq
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Extended Stay Segmentation: 2013 Study

Extended Stay Upper Extended Stay
= Homestead Studio Suites = Hawthorne Suites By Wyndham
= Candlewood Suites = Homewood Suites
= Extended Stay America = Hyatt House
= Extended Stay Deluxe —new to = Residence Inn
2013 = Staybridge Suites

= |ntown Suites

= Mainstay Suites (not rank
eligible)
= Studio 6

= Suburban Extended Stay
Hotels

= Towneplace Suites
= Value Place

qqqqqqqqqqqqqqqqqqqqqq
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Luxury Segmentation: 2013 Study

= Conrad (not rank eligible) = Sofitel

= Fairmont Hotels & Resorts St. Regis Hotels & Resorts

= Four Seasons Hotels and The Luxury Collection

Resorts

The Ritz-Carlton
W Hotels
Waldorf Astoria

= Grand Hyatt (combined with
Park Hyatt for ranking)

= InterContinental Hotels &
Resorts

= JW Marriott
= Loews Hotels

= Mandarin Oriental

= Park Hyatt Hotels (combined
with Grand Hyatt for ranking)

qqqqqqqqqqqqqqqqq

© 2012 J.D. Power and Associates, The McGraw-Hill Companies, Inc. All Rights Reserved. _]_D]wm gEm?TE EXCELLENCE
J.D. POWER AND ASSOCIATES PROPRIETARY AND CONFIDENTIAL—FOR INTERNAL USE ONLY aws asesciares U




Upper Upscale Segmentation: 2013 Study

= Doubletree Omni Hotels & Resorts

= Embassy Suites Hotels

Renaissance Hotels &
Resorts

= Hilton Hotels & Resorts

Sheraton Hotels & Resorts
= Hyatt Hotels and Resorts

_ Westin Hotels & Resorts
= Kimpton (new to 2013)

= Le Meridien Hotels and
Resorts (not rank eligible)

= Marriott Hotels & Resorts

=—MiHernrtumHotelsand Resorts
(no longer collecting)

qqqqqqqqqqqqqqqqqqqqqq
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Upscale: 2013 Study

= Aloft

Hotel Indigo

= Best Western Premier (not Hyatt Place

rank eligible) — New to 2013

Radisson Hotels & Resorts

= Cambria Suites (not rank
eligible)

SpringHill Suites

= Courtyard Wyndham Hotels & Resorts

= Crowne Plaza Hotels &
Resorts

= Delta Hotels
= Four Points by Sheraton

= Hilton Garden Inn

qqqqqqqqqqqqqqqqqqqqqqqqqqqqqqq
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MSFS Segmentation: 2013 Study

= Best Western (combined with Best Western Plus for ranking)

= Best Western Plus (combined with Best Western for ranking) —
new to 2013

= Clarion

= Holiday Inn

= Howard Johnson (formerly Howard Johnson Hotels/Plaza)
= Quality

= Ramada (combined with Ramada Plaza for ranking) — formerly
Ramada Inn

» Ramada Plaza (combined with Ramada for ranking)

—Redtton (no longer collecting)

qqqqqqqqqqqqqqqqqqqqqqqqqqqqqqqqqqqqq
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MSLS Segmentation: 2013 Study

= Americinn = Holiday Inn Express

= Baymont Inn & Suites La Quinta

= Comfort Inn Ramada Limited

= Comfort Suites Sleep Inn

= Country Inns & Suites Wingate Inn
= Drury Inn & Suites
= Fairfield Inn

= Hampton Inns (Combined with Hampton Inns
& Suites for ranking)

= Hampton Inns & Suites (Combined with
Hampton Inns for ranking)

qqqqqqqqqqqqqqqqqqqqq
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Economy/Budget Segmentation: 2012 Study

= Afrertea s Bestirns&Suttes (no longer
collecting)

Knights Inn

= Americas Best Value Inn = Microtel Inn & Suites

—BudgetHostitr (no longer collecting) = Motel 6

. coHecﬂng). "eer{no longer . collecting) (no fonger
—CeuntryHearth-tr-(no longer collecting) ® Red Roof Inn

= Days Inn = Rodeway Inn

= Econo Lodge = Super 8 Motel

= Howard Johnson Express (formerly = Travelodge

Howard Johnson Express/Iinns)

qqqqqqqqqqqqqqqqqqqqqqqqqq
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2013 Questionnaire Changes - Deletions

HE. How sweould you best describe this hotel location™?

({1} DovartomiCity ) (4) Rezot
(J {2} Subuwrban (J {5} Convenient to highweasirterstate
(J (3} Airport

H15. YWhen you made your reservation, did you pay in full &t the time of booking?

(D (1) Yes (3 {0) Mo
H16. YWhen you made your reservation, were you offered any specialidiscounted rates (e, Internetineb price)?
(D (1) es () {0) Mo

[ASKHATIF H1¢ =1 OR 2]
H17. During your phone reservation, did they offer any of the followeing? (Mark all that apply)

] {1} Package options ] (6} Internet

] {2} Digcourts H (T} Room upgrades

N {3} Ertertainment options O (9T} Other |, please specify:
] {4} Dining options O (99) Mone [EXCLUSIVE]
N {5} SmokingMon-=maoking room

------------------------
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2013 Questionnaire Changes - Deletions

H37. Wasz your stay personalized (e.q. pillow type, revwspaper preference)’?
1) Yes {0} Mo

[SKIP H24 IF H22 = 3]
H24. Atcheck-in, did the front desk offer... 7

| {1} Map of the area | {5} Hotel map
(2} Car setvice | {6} viake up call
| {3} Entertainment options | {99} Mone of the above [EXCLUSIVE]

1 (4 Dining options=

qqqqqqqqqqqqqqqqqqqqqqqqqqqqqqq
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Amenities

2013 Questionnaire Changes - Deletions

HE3. Which hatel zervicesfamenities were offered during vour stay? Please rank up toyour topthree that are

most important to you? [RAHNDCMIZE]

Ameniy Mark ¥ Offered Rank Top 3
HE3= H& 3k
b Flat Panel T MHD TV Plasma O Ranking (1-3)
b Complimentary wieless Internet O Ranking (1-3)
acces=nYIF|
- Pillowy top mattress O Ranking (1-3)
- Coffestea maker O Ranking (1-3)
b Refrigerator fmini fridoe a Faanking (1-3)
b Complimentary breaskfast a Fanking (1-3)
v  Bathtub = Rarking (1-3)
b Bedding and pillovy choices O Fanking (1-3)
- Free parking U Fanking [1-3]
— = mFroomr T dryet = Fanking (1-3)
—————retoottriramiron board = RETRIT =37
.i====EE;===ﬁEgﬁ%ﬁﬁ:g?Eg??ﬁ5gTg?iiiiiiiiiiiiiiiiiiiiiiiiiiiiTﬁiiiiiiiiﬁiiiﬁ:gﬁ:ﬁ:;??f;?iiiih—
w Complimentary neswspaper of choice O Fanking r1-31
- Turndownn service O Ranking (1-3)
- Wiake up callfalarm [SHOWH IH EVHA O Fanking [1-3]
VERSIZHS OHLY]
w Cosmetic amenities O Fanking (1-3)
- Ajr conditioning [SHCWH TH ELNHA O Fanking (1-31
VERSIOHS OHLY]
- Mone [EXCLUSIVE] O

SRS AN SRS EN SRS AASRASASANSRANASAASESES
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T
2013 Questionnaire Changes - Additions

= “Pet Friendly” — added as reason for selecting hotel

H13. vy did yvou zelect [HOTEL]Y (Mark all that apply)

L1 (1) Lower price L1 {9) Corporate palicy L {15) view

O {2} Good custamer service O {10} Package deal O {16} Room =size (zpacious room)
1 {3) Convenient location L1 {11) Online reviewtie., Trip L1 {17} Internet access

Ll {4y Convenient process Ackizar) L {18} Renovated

1 (5} Past experience L1 (12) Hotel amenities offered 1 (19) Pet friendly

1 {6) Reputation ' (13) Only available hotel L1 {97} Other, please specify:

Ll {7) Recommendation L 14y "Green” hotel L] {99) Dont know [EXCLUSIVE]
0 (8) Rewards program member [environmentally-friendly)

SEASENEESAASAASERSARASRAES
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T
2013 Questionnaire Changes - Additions

= Importance of adequate plugs for electronics in room

Guest Room

H200. Were there a sufficiert number of electrical outletzhlugs in the followving areas of your room’?

Area
ez (1) Mo {0} MIAA, (99)
Deskivorkspace ares O O O
MightstandBed area O O O
Bathroom area O O O
iJther, please 0O O 0O

specify:

qqqqqqqqqqqqqqqqqqqqqqqqq
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T
2013 Questionnaire Changes - Additions

= Distinguishing between Restaurant and Bar/Lounge

= Healthy Choices and F&B

[SKIP H51 THROUGH H5T IF HOTEL=LX, UU, UP, M5F5]
Ha1, WWhich of the food & beveradge services did you uze’? (Mark all that apply)

1 (1) Restaurant [CHLY IF HOTEL= LX, UU, UP, M5F5]
i3 Bardounge [OHLY IF HOTEL= LX, UU, UF, M5F5]
1 (2) Room service [CHLY IF HOTEL= LX, UL, UP, M5F5]
1 (99) None of the above [EXCLUSIVE, SKIP TO H38]

HS2a. Were there healthy food & beverage offerings on the menu?

Ves Ho
A Restaurant bar Tounge [OHLY IF H51 =1 and/or 3 0O O
{Restarant/har lowunge)]
B. Room Service [OHLY IF H31 = 2 {(Room Service)] O O

H22b. Howe important are bealthy food & beverage options to you?
o {1} Mot at all important
a {2} Mot very important
o {3} Somewhat important
o {4 Very Iimportant

qqqqqqqqqqqqqqqqqqqqqq
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T
2013 Questionnaire Changes - Additions

= Cleanliness of Restaurant/Bar/Lounge

Food & Beverage: Restaurant

[SEIP H53 AHD H34 IF H51 =1 andior 3 {Bestaurant har lounge)]
HS3. Thinking about your restawrantbarlounge experience, hos would you rate the. .

Unacceptable Average Outstandng
[FAHD OMIZE] 1 2 3 4 5 L T 3 9 10 H/A
A Wariety of menu choices O O O O O O O O O O O
Eé E;zl;znaste of food and 0 0 0 0 0 0 0 O 0 O O
. Ambiance (atmosphere) O O O O O O O O O O O
D. Courtesy of saff O O O O O O O O O O O
_E. Timeliness of your arder u| O O O O O O O m| m| O
r F. Cleanliness of area ] ] ] a a a O O O O EI

SRS AN SRS NN SRS RN NSRS RANASEASRSEASE
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2013 Questionnaire Changes - Additions

= Importance of Internet and Connecting Devices

H201 . What typels) of device(s) did you conrnect to the Internet with during sour stay? Mark all that apply.

| {1} Laptop computer

| {2} Tabklet (iPad, Galaxy, etc)
| {3} Smartphone

| (9T} Cther, pleasze specify:

HE3. Where did vou connect to the Internet? (WMark all that apply

| {1} Hatel lobby | {4} RestawrantBarLounge
| {2} Buginess center | {5} Meeting roomfConference center
| {3} Guest room | (9T} Other, pleaze specify:

H202, What type(s) of activities did you need to connect to the Internet foe? (Mark all that apply)
(1) Work related activities

{2} Checking personal e-mail

{3} Bromnsing various sites

{4} Domloading or streaming movies

{5} Donloading or streaming music

{6} Plavying video games
(9T} Cther, pleasze specify:

poooodo

SEASANERSRASEN RSN
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T
2013 Questionnaire Changes - Additions

= Importance of Problem Resolution to Satisfaction

H203 Why did you rate Hotel's Cverall Resolution of your Problem(=) the way wou did??

O | | have no comment

& WEREEATIM
qqqqqqqqqqqqqqqqqqqqqqqqqqqqqqqq
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T
2013 Questionnaire Changes - Additions

= Rewording Loyalty Question

Loyalty
[ H73. Aszuming you are inthiz area again,]hw.-' likely are you to stay &t thiz specific [HOTEL] again™

ST Definitely will not J {3} Probably il
2 {2} Prabakly wll mot 2 {4} Definitely will

HE0. Howe likely are youto recommend this specific [HOTEL] to a friend, relative or colleague?
2 {1} Definitely will not 2 {3} Prabably will
2 (2} Probakbly will not J {4) Definitely will

HE1. As=zuming that @ [HOTEL] is in the area, the next time you need to stay & a hotel, howe likely are you to stay a this hotel chain?
(1) Definitely will not 2 {3) Prabably wil
2 {2} Prabakly wll not 2 {4} Definitely will

SEASEMEESAASEAERSARSR
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T
2013 Questionnaire Changes - Additions

= New verbatim at survey close

H400, Did [HOTEL] have amything unigue to offer you, compared to other zimilar hotels, it yes whatwas t7

O | have no commernt

& VEREXLTIM
qqqqqqqqqqqqqqqqqqqqqqqqqqqqqqqq
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Staff Service - Your Feedback

What We Heard

= Hotel staff service is an important part of the guest
experience that was not being sufficiently captured in
the historical Hotel Guest Satisfaction survey

= There is desire to include a staff factor in the overall
Index model

qqqqqqqqqqqqqqqqqqqqq
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What We Did

= Create a pseudo “staff factor” by pulling out and averaging staff
items in existing factors (check-in/out, F&B, etc.)

Upper Upscale Upper Upscale
9% 4% 8% 3%
12%
10% 15% % b
9%
19%
23% 22%
22%
17% 17%

= Reservation = Checkin = Room m Facility m Cost m Food m Service » Reservation w Checkin m Room m Facility m Cost m Food m Service m Staff

= Across segments, the importance weight of “staff factor” varies from
8% to 10%

= The model fit (R2) for factors that the staff items are pulled out
decreases across all segments, decreasing the predictability of the

qqqqqqqqqqqqqqqqqqqqqqqqq
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New Segment Index Weights with “ Staff
Factor”

Reservation 2% 3% 3% 3% 3% 3% 3%

Guest Room 24% 24% 19% 22% 20% 19% 20%

Hotel Services 6% 9% 10% 8% 8% 9% 8%

Costs & Fees 23% 23% 19% 23% 23% 22% 22%

llllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllll
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T
2012 Survey Staff Updates

H34. During your stay at [HOTEL], besides the check-infront deszk staff, which of the following hotel staff members, if arny, did you interact
with'? (mark all that apply)

U {1} Doorfbell staff [OHLY IF HOTEL=LX, UU, UP] U {5} Housekeeper

U {2} Concierge [OHLY IF HOTEL=LX, UU, UP] U {6} Feneral manager

O {3} Wiater ivairess [OHLY IF HOTEL=LX, UL, UP, M5] | (T Cther statt

L1 {4) Breakiast sttendart 1 99) None [EXCLUSIVE]
H100. Fleaze enter the following information about the staff members you interacted with. (Must mark st lesst one bubble per column)

Was the staff Did the staff Did the staff ask if there Did you have any
Staff Member dressed address you wixs amything else they difficulty understanding
professionally ? by name? coukl assist you with? the staff?
(Mark if ¥E=) (Mark if ¥E=) (Mark if ¥E=) (Mark if ¥E=)
Check-inffront desk staff [ASK ALL O O O O
RESPOHDENTS]
Doorbell staff [ASK IF SELECTED IH H34] O O m| m|
Concierge [ASK IF SELECTED IH H34] O O O O
Wiaiter vaitress [ASK IF SELECTED IH H34] O O O O
Breakfast sttendant [ASE IF SELECTED IH O O O O
Hi4]
Houzekeeper[ASK IF SELECTED IH H34] O O O O
General manager[ASK IF SELECTED IH H34] ] ] O O
Cther staff [ASK IF SELECTED IH H34] O O O O
[E':::':'L'LESH?EHETHJ g#';:'-JE ckany | Moneofthestai | loneofthestal | lone ofthe staff asked if I did not have any
OF THE BEI:'DW IF THE WS ti'gsﬁl addressed me by there was alwth_ilg EEESE difficulty understandng
CORRESPONDING COLUMH ABOVE professionally name then could assist with any of the staff
HAS ANYTHING CHECKED]
| m} | |
[

SEASEAsESAASERRRSAANRS
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T
2012 Survey Staff Updates

H101. Uszing a =cale of strongly dizagree, somewhiat dizagres, neither agree nor dizagree, someswehat agree o strongly acree, please
indicate your agreement with each of the follwwing statements in relation the staff experience throughout your stay.

Strongly Somewhat Meither agree Someswhat Strongly
[RAHDOMIZE] Dizagres Dizagres nor disagres Agres Aores
{1} {2} {3} {4 {3}
& The stafftrested me warmly and sincerely o o 2 ] (]
B. The staffwere genuinely concerned for my needs o o o o o
i. The staff made me feel like a valued guest o 2 [ i ]

SEASENEESAASAASERSARASRAES
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T
2012 Midyear Insights — Staff Interactions

2012 Staff Interactions - Total Industry”

Staff Asked if Could

Staff Dressed Staff Addressed You by | Assist with Anything Staff was Difficult to

Professionally Name Else Understand
Staff Members: (%Yes) (%Yes) (%Yes) (%Yes)
Check-in/front desk staff 97% 60% 87% 5%
Door/bell staff 96% 21% 66% 3%
Concierge 95% 33% 78% 4%
Waiter/waitress 95% 18% 74% 4%
Breakfast attendant 93% 12% 58% 4%
Housekeeper 93% 11% 49% 11%
General manager 92% 47% 74% 6%
Other staff 84% 16% 49% 5%
None of the staff 3% 37% 14% 90%

A Mid-Point Data.

SEASANERASAASENEASAASRAEASAASRNS
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2012 Midyear Insights — Staff Behavior

2012 Staff Interactions - Total Industry”

m Strongly Disagree @ Somew hat Disagree 0 Neither Agree nor Disagree m Somew hat Agree @ Strongly Agree

The staff treated me
warmly and sincerely

The staff were genuinely
concerned for my needs

The staff made me feel
like a valued guest

0% 20% 40% 60% 80% 100%

N Mid-Point Data.
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Club Studies Around the Globe

= J.D. Power and Associates is looking to create a
benchmarking study in the Middle East and other markets
(e.g. China, India) through the Use of Club Studies

* Client supplied sample or data
« Use of the global hotel questionnaire Index Model questions

« Sharing data across clients at the Factor, Attribute, and
Demographic level — all identifying Brand information will be
removed and not available

* Test Market 1 — UAE Market — Target Q1 2013
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J.D. POWER AND ASSOCIATES PROPRIETARY AND CONFIDENTIAL—FOR INTERNAL USE ONLY




Club Study - UAE

= Create a UAE Luxury Benchmark for Hotel Clients

= Each client will give J.D. Power permission to use their attributes, factors,
and basic demographic information and aggregate this across clients

« All identifying brand information will be stripped and unavailable to
competitors

= J.D. Power will run all compiled data through the Index Model process and
create UAE Benchmarks for Overall Satisfaction and each of the Factor and
attribute areas.

* This will be conducted on a quarterly basis

« Benchmark will be the Top 20% Average or Average overall, J.D. Power
will work with clients to determine the best fit

= Deliverables

- Respondent Level File with Index Scores and Attribute Scores and
Demographics

* Index Model Weights
« Masked Property Rankings Overall and by Factor - Static GP Report

................
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Masked Property Rankings Overall and by Factor - Static
GP Report

Property Level Report

Guest Satisfaction:

Comparative Report - UAE 2012 Q1and 02 Data
Brand X Cverall — — — — Industry Average —-—e——- Top 20% Average
Index Ranking Cost & Fees Index Reservation Index Check-In / Check-Out Index
Current Quarter ¥ S00 GO0 700 BD0 900 1000 500 600 700 80D 900 1000 500 600 TO0 O 900 1000
100 %0 1000 Hotel 1 ) 727 Hotel 1 =Fa¢z O
1 1
I II I
Hotel 2 v 724 Hate! 2 = ?sia Hotel 2 1 '45
L] 1
1, n . L
Hotel 5 _I-H'n3 Hotel § =fa1 I Hotel 5 [ od
|| L] I ||
s vasery [ 2 ] —
Hotel 2 833 1 (OO wl
Guest Room Index Food & Beverage Index Hotel Services Index
s00 GO0 700 AOO 900 1000 500 GO0 700 800 900 1000 500 600 T OO 900 1000
Hotel 1 -~ | 223 Hate! 1 | B4t Hotel 1 - W | B8
N | [] N || N ||
Hotel 3 826 Hotel 2 B Hote! 2 i 822 Hotel 2 ! 1y | 663
— =7 . N
I " Hotel 3 § 874 Haote! 3 biﬁ? Hotel 3 || 882
Ll ! n 2, II
| !: Hotel 4 | 1363 Hote! 4 by Hotel 4 1| 852
1 g 1 s o1
Hotel 5 AT Haotel 5 :H}s Hotel 5 _|_| [B34
Hotel 4 826 827 e . w
Industry : alet Industry =:ﬂtl Industry : 7od!
" [ n

| X Hotel Facilities Index Restaurant/Bar/Lounge Index Benchmarking Summary
. 500 GO0 700 800 900 1000 100 200 300 400 500 Brand Industry Top20%
! ! S | ! ! - 1 | Overall Index 82 753 815
Hotel 5 318 816 Hote! 1 P Hotel 1 | 443 Cost 8 Fees 704 - 718
T T
. Hotel 2 e ] 521 Hotel 2 — s Reservafions TEE TR B35
I ' e r— Check-In/Check Out 827 818 854
;o Hotel 3 L == Hotel 3 L LT Guest Reom 874 781 846
': Hotel 2 i Hotel 4 e Food & Beverage oo i
industry 7¢h 786 i o J Hotel Services 849 748 841
u
. Hotel 5 1" 201 Hotel 5 [a24 Hotel Facilities 899 785 B4g
n ;o 1 Staff Service 431 380 MA
| I Industry [ 5430 Industry | #12
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J.D. Power and Associates
High value return on your investment

= Syndicated benchmark studies
Asking * North America, Europe, Japan
 Evaluating UAE and China
 “Proprietary Oversample”

Benchmark

Research ,

Trackin

Guest satisfaction tracking
 Acutrend
* Value-added strategic partner

| & *
| o~ % (JDPOWER ~  Text- |
+ Mystery Analytics

Shopping i

Cortificati Social Media
ertification ..
{Call Center) Intelligence

High value proprietary work

* Thought leadership applied to
solving your business needs

Social media and text analytics

Mystery Shop — Compare and Contrast
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Discovery Zone Solutions

- Social Media

Solutions that enable you to measure Collect and evaluate consumer

quality and customer satisfaction in sentiment in its natural form—

real time and compare the data against unprompted--with solutions that integrate
industry benchmarks into your existing research and surpass

basic monitoring tools

Contact Center

Solutions
Analyze all of your unstructured text— Methodical approach to evaluate your
gathered from any source—and contact center and provide measureable,
provide actionable solutions and actionable analyses and customized
analyses recommendations

qqqqqqqqqqqqqqqqqqqqqqqqqqqqqqq
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Discovery Zone Solutions

Mystery @ : :
Shopping =2 Microsites
Rigorous and comprehensive sales Client-commissioned, online mini
and service mystery shopping, websites designed to highlight a
observational audit, and compliance company'’s performance in a J.D. Power
services syndicated study

Digital

Experience
Evaluation

Usability insights and recommendations
for improvement of websites and apps
across digital platforms based on
extensive research

qqqqqqqqqqqqqqqqqqqqqqqqqqqqqqq
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2012 Customer Service Champions

= Customer Service Champions

= 50 brands across industries that
demonstrate service excellence

= Announcement Wednesday evening

Co at 7pm awards dinner

Beyond Satisfaction:
J.D. Power 2012 Customer Service Champions

jF::::S;::::T:IS:ii\:zii:ﬁELLENCE TO MAXIMIZE BUSINESS RESULTS [ I nS i g htS an d best p racti Ce
presentation around serving today’s
consumers

= Provided free to all attendees

qqqqqqqqqqqqqqqqqqqqqqqqq
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Enjoy the rest of the conference!

Wednesday Afternoon/Evening

= Service Champion Cross-Industry
Practices Discussion

= Networking Reception

= Customer Service Champions
Spotlight Dinner

Thursday
= Keynote Speakers
= Panel Discussions

Anytime during the conference!

= Discovery Café

qqqqqq SESEASEASRASAASEARASAASRARA
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Thank You!
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