Marketing the Caribbean in the Digital Age

POWERI Technologies Inc.
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The WEB is a BIG place...




Interactive Marketing Strategies: Latest Trends and Practical Applications
for the Caribbean Hospitality Industry

Online travel revenues: $86 billion in 2006
Projected to climb to $128 billion in 2011.
More than 58% of US internet users plan vacations online

67% of online consumers use the internet to research and receive travel
information.
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A 64 million Americans bought or reserved an airline ticket, hotel room,
rental car, or package tour online in 05, representing 82% ¢ up from
70% in 04.

A Most popular websites for travel planning are:
w online travel agency Expedia, Travelocity, and Priceline (67%);
w search engine websites such as Google or Yahoo! (64%);
w company-owned websites for airlines and hotels (54%)

A Almost 50% of online planners also use destination websites.

A Airline tickets, lodging, and rental cars are the top three travel items
booked enline.

Source: The 2007 E Commerce Market Research Handbook
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A There was significant growth during 2006 in online bookings for cultural
events, theme/amusement parks, travel packages, and sporting events.

A Women are more likely to be online travel planners (56%) and bookers (55%)

A The most effective online marketing techniques that trigger a consumer
response are:

W unsponsored search engine results (36%);

w e-mail recommendations by friends or colleagues (34%);
w links on websites (26%);

@ opt-in e-mails or e-newsletters (21%).

Source: The 2007 E Commerce Market Research Handbook



Web Marketing Framework

67% of Global Internet Users Use Search
Search = Top Customer Acquisition Tool for Online Retailers

% of New Online Customers for Online Retailers / Marketing Spend Mix (2005)
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THE INTERNET IS NOT GOING AWAY!

With over 1.1 billion users and an average worldwide growth rate of 200% (2000-
2007), the internet has become central to the growth strategy of businesses today.

IT IS THE FUTURE OF GLOBAL BUSINESS

365/ 24x7

Being aware of the latest trends and knowing how to adapt is critical.



The WEB Today
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If BRAND is KING then the CONSUMER is GOD.
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526y aARSX®
If your product is of poor quality it is impossible to hide it.

' LJAARSX®

You can play in a larger field against more entrenched brands.
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SOUTH BEACH

2003 Sales: $8 million
2003 DIRECT Sales from the WEB: $10,000

2007 Sales: $10 million
2007 DIRECT Sales from the WEB: $2 million

O \arrott

il
Tz E{n_?-{_:m".: ™


http://www.marriott.com/default.mi
http://www.loewshotels.com/
http://www.ritzcarlton.com/en/Default.htm
http://www.setai.com/
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Management team of 4
Including 1 Director of Marketing

2003 DIRECT Sales of $10,000 from www.Shelborne.com

$1 million from intermediaries e.g. Hotels.com

30% - 35% commission on already low rates
$650,000 in realized sales (net of commissions)

Competition:
187 hotels
Established brands
20,300 rooms

PROBLEM? or OPPORTUNITY?


http://www.shelborne.com/
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2004:

wDecision to invest in the WEB as a marketing channel

wPartnered with POWERI (to provide ALL online marketing services)
wRedesigned WEB site and optimized for the SEARCH engines
wlmplemented a booking engine that facilitated real-time inventory mgmt

2005:

wSupplemented ORGANIC search with Pay Per Click campaigns
wDeveloped an OPT-IN database to actively use eMail Marketing
wContinued to optimize for the SEARCH engines

2006 and 2007:

w GAfAT SR Lt RSGSOUA2Yy G2 RSUSNXNAYS &
wRecognizing the declining US$ - optimized for overseas SEARCH

wLeveraged SEARCH and Online Media for the DRIVE Market ¢ off peak

wExpanded eMail Marketing to ePostcards
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BEACH RESORT
SOUTH BEACH
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visit: wwvw.Shelborne.com

' Online revenue increase of over 100x

Before SEO

Baseline of 2003 search referrals

Conversion metric of less than 0.5%

After SEO

Average of over 3x increase in search referral traffic

Peaked at 7x v
Conversion rate of over 3% N

Outperforms MAJOR brands on terms like:
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SESSION IF YOU BUILD IT, WILL THEY COME?
Websites and Search Engine Optimization & Marketing
Paid Internet Advertising

SESSION-DNLINE MARKETING: GETTING CLIENTS THROUGH YOUR
DIGITAL DOOR

Email Marketing and E-Postcards

Digital Public Relations

Reaching Global Clients
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Distribution Channel Revenue Management
Online Reservations Systems

Case Study: How one resort achieved a 100-fold increase in online
reservation revenues after implementing an interactive marketing strategy.



