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For Phone Reservations Call 800-422-8644
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Deals

Summer Savings!

Hot Hotels

See why we've got staying power GO |
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W/HO SAYS GREENER
PASTURES HAVE TO
HAVE GRASS!

At Hilton Sandestin Beach we think of everything to make sure your entire family enjoys your beach vacation! Relax and play in
the sand, swim in the pool and enjoy family meals together at one of our many on-property restaurants. Treat yourselves to a day
or night off while the kids delight in some of the many activities specially designed for their unique interests. Children 5 to 12
years old love our Kids Krew, with arts and crafts, games, sandcastle building, a pirate party, pajama party, survivor challenge
and more. Our Hilton Teen Water Excursion and Kid's Night Out entertain the kids while parents relax with some time off.
Start planning your family vacation today. Visit hiltonsandestinbeach.com/getaways.

mi 4000 Sandestin Blvd. South, Destin, Florida 32550  1-800-3467-1271 « (850) 267-9500
)
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PG # (888) 970-4161

THEMODERN HonoLuLu

STAY UNWIND DINE EXPLORE PLAY THE SPA WEDDINGS MEETINGS+EVENTS PACKAGES

882 BOOK YOUR STAY

- 9\- CALL US NOW
THE MODERN HONOLULU® N Yl (ss8)970-4t61
|

v:MODERN Who says vacation isn't a lifestyle?
HONOLULU _ o
An escape can be sensually powerful to elevate your state of mind and

body. Its aesthetic can appreciate and impress your design RESERVE ONLINE NOW
sensibilities. The experience can prove to be one that exceeds your
expectations. It can even create the awareness that you alone are

privy to the uncommon

Check-in date Nights  Guests

> CHECK AVAILABILITY

Consider your standards, and raise them



Agenda

1. Don’t Forget the Fundamentals

2. Overview of Latest Research

3. Measurement Tool Kit

4. Case Study — New Zealand Properties
5. Marketing Recommendations



GETTING THE
BASICS RIGHT
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HAWKS CAY

ROOMS  RESTAURANTS KIDS WEDDINGS — \apiNnA spa MEETINGS ENDED IEN
& VILLAS & BARS &TEENS & REUNIONS & EVENTS b AV Y

Kids & Teens

Nights  Adults Children

Dear Mom and Dad,
It would be nice to have a little kids' time on our Florida Keys family vacation. That doesn't mean we don't want to

Check Rates & Availability

hang out with you. We can't wait to do cool things together like snorkeling. deep sea fishing, parasailing and (888) 395-5539
jumping in the water with bottienose dolphins! It's just that we also want to spend time with kids our own age, and at
Hawks Cay we can do just that. No other Florida Keys resort offers this many unique and exciting activities for us to
enjoy. We can socialize with other kids, play the latest video games, make shark tooth necklaces, and participate in

Push2Talkt, Push2Chat®




Higher Ratings & Reviews

Price vs. Review Comparison

Trump International
Waikiki Beach,
2.4, S321

The Royal Hawaiia
Waikiki, 5.6, S ahala Hotel &

esort, 7.5, S160

'Net Rate Differential



>> Online Booking

RESEARCH
SUMMARY
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Feels Like You?



5 Stages of Travel - Google

Source: http://www.thinkwithgoogle.com/insights/featured/five-stages-of-travel/
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Dreaming
(Stimulus)

Sharing



Google

i Consumers are hyper-informed ...

Online sources considered
before making purchase




RVM

DOMESTIC TOURISM SOURCES OF INFORMATION s it o

Figure 7B Sources of informanon {Domesoc Visitors)

Source of Information (Domestic Visitors)

20%
70%
B0%
50%
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30% =
20%
_F— ——— e ——
10% —_— e — e ——
0%
YE Mar 07 YE Mar 08 YE Mar 09 ¥E Mar 10 ¥E Mar 11
Other Websites 48% 52% 55% B2% B5%
Family/Friends 40% 40% 39% 39% 36%
Guide Books 31% 35% 33% 29% 26%
I-SITE/Info Centre 14% 14% 17% 17% 17%
Mags/Newspapers 11% 9% 14% 11% 11%
Travel Agent 7% 5% 8% 6% 5%
— www. newzealand. com 4% 39 A% 2% 3%
RTO Websites 15% 16% 17% 16% 17%
Other 10% B, 7% 5% 6%

NB: figures may add to more than 100% as respondents could select more than one optio



PhoCusWright's

AUSTRALIA AND

NEW ZEALAND ONLINE
TRAVEL OVERVIEW
FIFTH EDITION

Surges & Slowdowns

Comprehensive sizing, analysis and forecast of
Australian and Mew Zealand total and online
travel markets by segment and channel.

Written and Researched by
Chetan Kapoor and Deepak Jain

@ PhoCusWright'

Published, June 2012

Summary Prepared by Chris Adams. Miles. June 2012.



Only 39% of ALL Travel is Booked Online
| in Australia & New Zealand

ANZ Total Travel Market and Online Leisure/Unmanaged Business Travel Gross Bookings
(US$B) and Annual Change, 2009-2013

[ Total Travel Market B Total Online Travel Market

35.0 36.5

2009 2010 2011 2012 2013

Note: 2012-2013 projected
Source: PhoCusWright's Asia Pacific Online Travel Overview Fifth Edition 2012 © PhoCusWright Inc. All Rights Reserved.



78% of Hotel Bookings Happen Offline

HOTEL BOOKINGS - ONLINE VS. OFFLINE

® Online Hotel Bookings
m Offline Hotel Bookings

Source: PhocusWright Australian and New Zealand Travel Overview Fifth Edition. Published June 2012.




Figure 2
ANZ Total Travel Market and Online Leisure/Unmanaged Business Travel Gross Bookings
(A%$B) by Segment and Annual Change, 2009-2013

2009 2010 2011 2012 2013

Air 18.7 19.2 21.1 223 233
Annual Change (%) -8% 3% 10% 6% 5%
Online Air 1.4 8.2 9.4 10.4 11.5
Annual Change (%) 8% 11% 14% 11% 10%
Hotel 9.2 9.7 10.0 10.4 10.8
Annual Change (%) -4% 5% 3% 4% 4%
Online Hotel 1.8 1.9 2.0 2.3 2.5
Annual Change (%) 22% 6% 9% 13% 8%
Car Rental 1.1 1.1 1.2 1.2 1.3
Annual Change (%) -6% 6% 5% 4% 4%
Online Car Rental 0.3 0.3 0.4 0.4 0.4
Annual Change (%) 5% 14% 9% 8% 7%
Total Travel Market 289 300 323 339 354
Annual Change (%) -6% 4% 7% 5% 4%
Total Online Travel Market 9.4 104 11.8 131 14.4
Annual Change (%) 10% 10% 13% 11% 10%
Total Online Penetration 33% 35% 36% 39% 41%

Mote: 2012-2013 projected.
Courre Phal=Wanmht's Acig Pardfie (Tnline Trava! (eaneaws Eith Edifian 17 & Pl uc\Wrake e ANl Riohts Recaried



It's About Reaching Travelers

At the Right Time
With the Right

With the Right Media
On the Right Device

Multi Media — Integrated Advertising is Critical



>> Foundations & Tools

RESULTS DRIVEN
MARKETING




4x Foundations Hotel Marketing

SEO N

PPC

ReTargeting SO

PR & Social Custon'!er

Trad. Media Marketing
Y

Editorial

Rich Media ENGAGE CONVERSION

Reviews & UGC Channel &

Content & Calls Revenue

Management

Calls to Action

to Action

CRM

Email Programs
Social Media
ReTargeting

Direct Bookings
Channel Mge
Analytics (online & Phone)
Rev. & Yield Mge



Data-driven marketing

* Analytics and attribution are core parts of the
a hotel’s marketing toolbox

Trackable Phone Numbers Trackable Links GO()S[Q Analytics

\ & &




Essential Measurement ToolBox

Google Analytics

1. Set Up & Use Google Analytics on
Your Web Site

N

Trackable Links

2. Use Campaign Tracking Codes for All
Online Ads & Links.

&

Trackable Phone Numbers

3. Have unique Trackable Phone

\] numbers for your web site & all Ads.
\




Measure

PUSH2TALK
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Other Tools
Reputation Management & Rates Analysis

United Kingdom United States

TN Blue Fin Building 735 East Main Street

Pm Date Mg‘ 110 Southwark Street Hendersonville
ST R London SE1 0TA TN 37075

Phone: +44 (0)20 7922 1930 Phone: +1 (615) 824 8664

Wynn - LastIMonths GLOBAL. Fax: +44 (0)20 7922 1931 Fax: +1 (615) 824 3848

) N N~— www strglobal.com www._str.com

. Sample Monthly STAR Report
Overal Sentiment P J P

For the Month of: September 2012 STR #: 999999 Date Created: November 09, 2012

Tmmp Iﬂtefﬂaﬂonl‘ e 61% Table of Contents

hly Performance at a Glance
Competitive Set Re

The Slqnalur!&MCM... :FL'A\ B c] D EF G H T ] K L W
Tab 13 - Segmentation RevPAR Analysis Currency: Us Dollar

Sample Hotel  City, State, Postal Code, Country  Phone:
STR#998898  ChainD: MgtCo: None  Owner: None SubMarket Class*: Luxury & Upper Upscale Classes

Bollaglo Las Vegas S
For the Month of: September 2012 Date Created: November 09, 2012 Monthly Competitive Set Data Excludes Subject Property

THEhote! at Mandalyy... S

Group Contract Total Transient Group C Total
Current My Comp Submkt| My Comp Submkt My Comp Submkt My Comp Submkt My Comp Submkt| My Comp Submkt| My Comp Submkt, My Comp Submkt
Month Prop Set  Class | Prop Set Class Prop Set  Class  Prop Set  Class Prop  Set  Class | Prop Set Class | Prop Set Class Prop  Set Class

Tht Veﬂﬂﬂﬂ l.lS VQQ... S 2011 Apr | 9484 10424 12559 | 6525 4164 3144 | 429 533 579 18438 15121 16282 | 149 133 235 | 161 163  B5 | 7883 207 818 | 181 143 172
May | 99.59 120.03 13291 | 9397 5246 4718 442 557 629 | 18768 173.06 186.38 -2 280 153 346 124 25 | 700 202 701 14.1 125 11.4
Jun | 12381 127685 14207 | 8274 6280 5537 429 579 534 21094 19634 20278 || 154 214 189 | 174 115 138 | 1118 278 186 | 173 182 181
Jul | 11972 14384 15208 | 9610 6287 5609 | 525 482 582 |221.07 21153 2140 05 270 227 | 38 07 03 [ 300 15 41 138 166 154

Aug | 13178 146.08 156.38 | 87.05 6842 5923 | S17 5.03 610 | 224.01 21951 221.70 272 230 187 38.1 92 15.3 128 -7 -09 308 173 173

Bl zlelele <ol il

14 Sep | 9917 12493 13552 | 8254 6187 4724 | 512 300 585 | 18683 189.88 18872 || 315 284 245 | 81 46 16 | 12 508 54 9.1 168 161
4156 3892 | 516 325 596 | 178.09 18270 184.06 19.5 378 306 -48 2221 201 | -15T7 448 58 76 14.1 14.4
79.02 7636 | 444 313 430 |247.50 247.16 25654 | 281 432 393 | 135 55 149 | 168 450 376 | 205 262 285
6690 6296 | 469 248 424 25627 24355 25480 325 252 280 | 28 23 05 202 -M8 458 1441 146 17.9
Your Hoted s P laviMmeonths |+ Add Thes Expart to POF 9205 7495 | 623 357 465 |286.01 269.01 27411|| 318 271 312 | 22 168 170 | 463 308 -410 | 192 221 245
5597 5113 | 520 325 485 | 27451 27241 27149 || 141 183 260 | 47 316 138 | 288 355 389 | 79 196 214
4901 4213 529 282 411 18453 18612 170.31 177 279 204 189 41.3 206 | 204 485 250 182 284 208
3768 3477 | 442 242 437 |167.96 16568 17400 | 148 205 74 | 158 85 106 | 31 545 245 22 96 69

Truse Score Performance Reviens Responses Popusarity
5373 4458 | 444 244 454 | 19643 199.80 203.81 399 197 164 | 440 24 55 77 -%6.2  -21.9 | -06 122 94
m‘ 7289 5950 | 842 281 471 | 21991 22529 226847 282 173 142 | 339 158 75 488 514 119 42 147 "7
- 90 100 402 7084 5851 | 676 274 480 | 21046 24233 23843 276 173 151 | 470 127 43 2889 431 175 | 48 146 114
pes— F 6979 5983 | 963 284 536 | 23542 250.80 25038 || 238 220 184 | 284 20 10 | 841 435 121 | 54 143 129
0.5 PRSI 5733 4584 | 9.90 289 548 | 21085 207.93 204.98 525 182 135 | -398 75 -34 935 -38 8.1 129 95 38

~ Ca 5428 4801 248 496 470 | 16525 159.02 183.00 129 191 207 78 303 185 0.0 141 1327 123 225 212

Goa's Seatiment Soci Hiwess
55.08 47.08 467 485 583 | 18216 18247 188.18 141 227 205 166 15 23 893 02 238 163 147 154
o 5890 4925 | 671 268 476 | 201.01 20860 209.38 294 201 149 -31.0 69 45 439 458 183 45 143 11.3

0 sy 312 316 280
Oon roerret 47
=
actors v rovibus

6173 5177 | 456 551 579 | 17895 17692 17861 87 168 212 | 132 349 181 | 00 00 1032 | 135 218 219
- - - - nse .~ Day of Week .~ Day of Week Ind Daily by Month Daily by Month Ind Segmentation Glance Segmentation Occ Segmentation ADR




Measure Through Trip Planning Process




Measurements x 3

ﬁ Audience
o
\ , ngagement

:
x

Signals of Intent to Travel
(or Goals — Conversions)



CASE STUDY



Case Study: NZ Properties
Apartment Hotel, Budget Hotel, Motel
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0800 564 834

‘Illl\

Trackable
Phone
Numbers

SUIT ROOM

Check Promo

otion

0
. 0800567574 ™"
Rate

TPl $415  sold Sold  sold Sels 128 133 139 139 138 139 139 128 139 139
NETPPl $390 soi  sold  sald 124 113 124 124 124 124 124 124 113 124 124
$390 Sold  Sold  Seld 101 90 101 101 101 101 101 101 90 101 104
SETIH $390 soi  sols  sols 120 498 120 420 420 120 420 120 118 120 129
STl $430 sois  Sold  sola 154 143 154 154 154 154 154 154 143 154 154
ST 5450 Soid  Soid  Sold 154 143 154 154 154 154 154 154 143 154 154



Booking Channel Analysis

M Direct Online Bookings B Web Site Phone Bookings
® OTA Bookings (Est) ® Media Advertising

M Email Newsletters

m Other Bookings - incl. Trade




Online Bookings to Properties

Direct Online Bookings Average Booking Value of Online Booking: 5287

2012 - 2013

$669,088

Source: Sum of Google Analytics visits per property (2013 #s do not include Chatham)




Phone Calls from Web Site to Hotels

Phone Calls from Numbers only on Property Web Sites or Booking Pages
Average Calls from All Web Sites Per Month: 615
Average Calls from Online Booking Pages Per Month: 276

2012 - 2013

\\. 9,795

Source: May 2012 — April 30th 2013. Sum of Google Analytics visits per property



Est. Web Site Phone Bookings

Estimated Bookings from Phone Calls from Web Site & Online Booking Pages. Assumptions:

* % of calls resulting in bookings: 20%
- Average Booking value: S287

2012 - 2013

$566,233

Source: Estimated Booking value based on 20% of calls and average online booking value.




Total Combined Direct Bookings

Total Bookings from Web Sites — Direct Online Bookings & Phone
Bookings from Web Site.

2012 - 2013

$1,235,321

Source: May 2012 — April 30 2013.
Estimated Booking value based on online bookings for Year and estimated phone bookings.




Average Value Online Bookings

Direct Online Bookings vs. Online Bookings from 314 Party
Online Travel Agencies

Direct Online Bookings 3" Party OTAs (est)
2,337 Bookings = $669,088 12,652 Bookings = $1,961,060

S287 $155

Source: Online Bookings April 1t to March 31 years. OTA actual bookings are known but OTA
average booking value is estimated based on feedback from client over last 12 months




Total Online Travel Agency Bookings

Estimated OTA Bookings from all Online Travel Agency partners.

2012 - 2013

$1,960,000

Source: 12,652 Bookings from OTAs. 3™ Party Production Grid for Properties combined,
May 15t 2012 to April 30t 2013




Average Cost Of Booking

Direct Online Bookings vs. Online Bookings from 314 Party
Online Travel Agencies

o I\I,)"i(rect Cc)nline;(;okilr(mgs : 3rd pg rty OTAs
nline ing Costs & Booking Engine
B s nBEne 12,652 Bookings @ 10-25%

4.5% 18%

Source: Online Bookings April 15t to March 31 years.




Total Cost Of Bookings

Direct Online Bookings vs. Online Bookings from 314 Party
Online Travel Agencies

Direct Online Bookings 3rd Party OTAs

Total cost of web site and online ) .
marketing & booking engine costs of 12,652 ngg'kr}ﬁ;%losrg;?;:i‘o%) Av. 18%

2,337 Bookings @ $7 each. Excludes
staff time for phone bookings.

$43,000 $360,231

Source: Online Bookings April 15t to March 31 years.




Cost of Direct Booking Channel

Investment in Direct Online Related Bookings
Including Web Site and Staff Time.

$43,000

Drives total Online Related Revenue

$1,235,000 14:1

Generates Gross Profit of:

$618,000

Total web site & direct online marketing spend for 2012-2013. Assumes 2% transaction cost for web site booking
engine. Excludes staff time for phone bookings.



Cost of OTA Channel

Investment in Direct Online Related Bookings
Including Web Site and Staff Time.

$360,231

Drives total Online Related Revenue

$1,960,000 <2:1

Generates Gross Profit of:

$642,000

Total web site & direct online marketing spend for 2012-2013. Assumes 2% transaction cost for web site booking
engine. Excludes staff time for phone bookings.



Booking Channel Analysis

M Direct Online Bookings B Web Site Phone Bookings
® OTA Bookings (Est) ® Media Advertising

M Email Newsletters

m Other Bookings - incl. Trade




Summary

1. Right Message — Right Place

2. Have a Measurement Tool Kit

3. Analytics & Trackable Phone #s

4. Track Signals of Intent & Bookings
5. Report and Review Regularly

6. Continually Refine Marketing



Kia Ora & Thank You !

CHRIS ADAMS

Director of Research &
Online Marketing

GM, South Pacific

Tel: +64 9 974 2452
Mobile: +64 22 402 1200

Chris.Adams@MilesPartnership.com
www.MilesPartnership.com



mailto:Chris.Adams@MilesPartnership.com
http://www.milespartnership.com/

Additional Slides



Direct vs. OTA
Online Booking Revenue
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Web Site Bookings OTA Bookings




Direct vs. OTA
Total Online & Phone Bookings
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Direct Web Site & OTA Bookings
Phone Bookings



Direct vs. OTA:
Total Online & Phone Profit
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2012 ELECTION

Inside the Secret World of the Data Crunchers Who
Helped Obama Win

By Michael Scherer = Nov. 07, 2012 0

W Tweet|(6255|  +1| 609 |  [ff] share| 1,318




4x Foundations Hotel Marketing

SEO N

PPC

ReTargeting SO

PR & Social Custon'!er

Trad. Media Marketing
Y

Editorial

Rich Media ENGAGE CONVERSION

Reviews & UGC Channel &

Content & Calls Revenue

Management

Calls to Action

to Action

CRM

Email Programs
Social Media
ReTargeting

Direct Bookings
Channel Mge
Analytics (online & Phone)
Rev. & Yield Mge



INTEGRATED ONLINE MARKETING PROGRAM

E-Mail
Programs Social Media
SEO & Marketing

Linking Strategy Mobile Apps &
SEM & Content
Other Online
Advertising \‘ | Ofﬂine Advertising,

PR & Promotions

L anding

Page Optimizatio
- % pr°9ra'n
New Content Unitg

— Analytics &
WEB SITE ‘ = Research

AN

Campaign o
: * N,

Conversion : "he

Metrics

king Including Spec'®

[ |
Call To Action

~L¢~\'

VISITATION & BOOKINGS

(Influenced by campaign)



A. Audience: Analytics

Audience Overview Jan 1, 2013 -Mar 31, 2013

Advanced Segments Email Export ~  Add to Dashboard Shortcut

& ©: of visits: 100.00%

Overview

Visits * VS, Select a metric

Hourly Day Week Month
® Visits

20,000

10,000

429,718 people visited this site
Visits Unique Visitors FPageviews
N 590,234 N 429,718

N 2,128,098

-



A. Audience: Campaigns

=AU

1,500

February 2013 e March 2013
Campaign Vigits + Pages / Visit Ay
[C] 1. TOU41433 Things To Do (Aucklanders) 25478 3.30
[[] 2. TOU41433 Things To Do (Rest of NZ) 25,210 2.85
[[] 3. TOU41436 Things To Do (AU) 21,409 4.04
(&l 4. TOU41433 Events (Aucklanders) 21,199 282
[C] 5. TOU41433 Events (Rest of NZ) 8,279 2.3
[[] 6. Baidu cpc 6,539 2.4
[ 7. TOU41436 Events (AU) 2,310 2.54
] 8 TOU49963 V8 Supercars SEM 751 21
] 9. TOU41433 NZ Retargeting 451 238
] 10. ateed 332 1.88




ngagement: Analytics

Audience Overview Jan 1, 2013 - Mar 31, 2013
Advanced Segments Email Export ~ Add to Dashboard Shortcut
& °: o visits: 100.00%
Overview
Visits + | ¥S. Select a mefric Hourly Day Week Month

® Visits
20,000

10,000

February 2013 B S March 2013
429,718 people visited this site
Pages [ Visit Avg. Visit Duration Bounce Rate
3.61 =TT 00:03:08 o 48.74%




C.Signals of Intent: Analytics

Overview

Goal Completions + | V5. Select a metric

Gﬂal {::Dmpletiﬂnﬁ Hourly Day Week Month
® Goal Completions
30,000
. 987,321
15,000
——_.\_________________h__/-“'-—""..\‘\_.-‘
Y Accommodation listing (Goal 2
Completions) [~
s to do - category & listing (Geal 1
Goal Completions Goal Value Completions)
M. 987,321 — M $987,321.00

Ao 43 039 e

Accommodation listing (Goal 2

Completions) Transport listing (Goal 3 Completions]

he on site (Goal 6 Completions)
i s il ) 13’039 O 12’315

oA 92,512

MPR Deal Enquiry Booking Confirmation
NPR Deal Enquiry Booking Confirmation f Bign-up confirmation (Goal 11
{Goal 7 Completions) PPV (Goal 8 Completions) { G DEI ? ':ﬂlTll]IEtl DI'IS]I

Completions)
). 583 A 85529
). 563

L LIt 10




C.Signals of Intent: Analytics

® Visits
PR ——

win o f[oouicomerson  pervstcon  Yotupoy iy Accommedstan  Trmorsing | Accommassion  Achies
Rate) Conversion Rate) Rate) Cu;;[ee?mn CGRn;tzr’smn
25478 234.78% 19.40% 0.64% 0.42% 0.05% 0.64%
25.210 233.22% 17.01% 1.39% 0.69% 0.29% 0.74%
21,409 257 77% 21.69% 4.29% 2.26% 0.00% <0.01%
21,199 179.23% 1.69% 0.19% 0.08% 0.03% 0.32%
8,279 183.15% 1.26% 0.40% 0.18% 0.13% 0.23%
6,539 125.23% . 314% 252% 0.28% 0.00% 0.02%

[ 6. Baidu_cpc 6,539 125.23% 51.25 3.14% 252% 0.28% 0.00% 0.02%
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Google

Query Growth Driven by Mobile and Tablet
Indexed Travel Query Volume on Google by Week

Tablet (forecast) " Tablet m Mobile (forecast) M Maobile

1 Desktop (forecast) W Desktop
250

15-25% Overall Growth
2012 2013

200 -

150 ~

100

50

E 180% Tablet
D rrr T —rrrrrr 1T r T 1T T T 1
::::‘%:::::.‘Z:’;";‘ﬂﬁ”’ﬁﬂﬁﬁﬁﬁﬂ’ﬂﬂﬂﬂn‘ﬂﬂﬂﬂﬂfjﬂ
AL L T L od A LU AL T LED dAY 2Y AL LT LT dAS W
58522527885 85885552288585388223522588338

Source: Google data. This is not a Google projection of future performance; it is simply an extrapolation of historical trends. 13



PG # (888) 970-4161

THEMODERN HonoLuLu

AA AN M AlL
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THEMODERN HonoLuLy [

=8 | B
STAY UNWIND DINE EXPLORE PLAY

|
STAY UNWIND

INGS+EVENTS PACKAGES

THE SPA WEDDINGS MEETINGS~EVENTS PACKAGES

FOR AVAILABILITY Al RESERVATIONS

CALL (888) 970-4161

THE MODERN HONOLULU®

b m:MODERN

HONOLULU

882 BOOK YOUR STAY

- W
, CALL US NOW
X . (888) 970-4161

Who says vacation isn't a lifestyle?

THE MODERN HONG

An escape can be sensually powerful to elevate your
state of mind and body. Its aesthetic can appreciate
and impress your design sensibilities. The OR
experience can prove to be one that exceeds your

expectations. It can even create the awareness that RESERVE ONL'NE NOW

you alone are privy to the uncommeon.

Check-in date Nights Guests

Consider your standards, and raise them.

This is THE MODERN HONOLULU: redefining the > CHECK AVA"_AB"_ITY
standard for Honolulu lixury hotels

Get a spectacula
lifestyle hotel




Low-cost mobile option -

MIFLEI

Looking for a downtown, central city
Auckland hotel? Chifley Suites
Apartment hotel is located right in the

HOME ROOMS & DINING

GO Mobilize

your site
NOWw. | )
Googhe




CALL TODAY TOR RESERVATIONS > (888) 395-5539 sz".‘ L

e Il Nl Cath

“".

.a.\ "’m;’ y
S “f“"\ ‘

r B

ROOMS RESTAURANTS KIDS WEDDINGS
& VILLAS & BARS & TEENS & REUNIONS

MEETINGS

MARINA SPA & EVENTS

Hawks Cay Island Resort Chackin (v 64),) Nights Aduts Chdren

Located midway down the Florida Keys _ m
on the tropical 60-acre sland of Duck

Key offers some of the world's best

Check Rates & Availability

(888) 395-5539

Push2Talk & Push2Chat ™

fishing; exciting water sports; dolphin

interaction programs, a saitwater

lagoon; five gorgeous swamming

pools; andvarnety of luxurious ¥
guest the tropical 60-acre EVENT CALENDAR
island of Duck Key offers /

some of the world's i v April 7 - April 28
best fishing; suites ~ Rock The Docks
arnAd snllac Spend an evening stroting the docks
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HOME FISHING DIVING DOLPHINS WATERSPORTS KITEBOARDING TENNIS

Sundance JetLev

Your friends probably won't belleve what you did on your Florida Keys vocation. But so
what? They're just ealous they didn't set to fly!

JetLev Jet pack fAying is unlike anything you've ever

7 experienced. IUs the sensation of weightiessness and soaring
y Sn iovs the ocoan. ' baod sepended taree shten s e T ———
sir with nothing above or below you. I's your childhood .‘4 e e a T

SUIDRITCE  superero dreams becoming reality!
JETLEY

(888) 492-1354

Sundance JetLev is the first J

chodl to speciatize in

. :

i your tipl Enfoy 2

Flarida Ky Kitsbovtog

(866) 976-6189

To book kitebowding only, cal Awon ot (305) (' Let me help you plan your trip! Enjoy a stay at
S e S L #27  Hawks Cay Resort and Dive Duck Key will be just
Today's Weather -2

steps from your door.
(877) 652-2270

HOME FISHING DIVING DOLPHINS WATERSPORTS KITEBOARDING TENNIS

Alr Humidity
88.0° 63«

Marathon Florida Keys Kiteboarding on
Facebook

AY " EXPERIENCE

About | Programs I Photo Gall‘ery

[phin Connection

FISHING

Offshore, reef and
backcountry flats fishing with
our expert local guides.

Have sweet dreams at Hawks Cay Resort and a
dreamy day at the Dolphin Connection. Book
accommodations and a Dolphin Connection
program together for savings.

(888) 251-3674

learn more...

WATER SPORTS
Latme el you plan your gk Enfoyasay at
Kayaking, snorkeling, Haws Cay Resort and the courts will be Just _
i vt e o o doe Today's Weather
wakeboarding, water skiing, (877) 231-8682
jet sl«!:g, sunset cruises and Air Humidity
parasailing.
Follow Mel °

Lol 88.0° 63«

ok o Plooe folow
e s antic bottlenose dolphins, that is. Accreditations

Kiteboarding and kiteboarding
lessons for all riders —
beginners, intermediates and
experts.

learn more...

Both on and off the court, Cliff Drysdale is one of the most popular personalities in the
intemational tennis community. Drysdale has devoted over four decades of his life to
promoting the advancement of the tennis culture.

His Leadership and contributions span across an award-winning career as a professional
player, his leadership roles in advancing Open Tennis and in the founding and presidency
of the Association of Tennis Professionals (ATP), a 30 year+ tenure as an ESPN tennis.
analyst, and the ownership of a tennis management company, CEff Drysdale Tennis®.

Today's Weather

Air Humidity
88.0° 63«

E CORPORATE TENNIS
at Hawks Cay Resort
m KIDS TENNIS

ARSI N e e

CRERITED 5
o AR

he Florida Keys have the unique opportunity to

n this marine mammal's natural environment. The Dolphin
an ocean-fed saltwater lagoon, is home to a pod of
Aphins that Florida Keys visitors can interact with while
scting Florida's marine ecosystem.

tel or resort in the continental United States that



Personalized Messaging
OBAMA (2) BIDEN Login  Create account

Know the facts. Get the truth.

When you're faced with someone who misrepresents the truth, you can find all the facts you
need right here—along with ways to share the message with whoever needs to hear it.
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BARACKOBA

GRICH
ICALPRESIN HISTORY.

BARACKOBAN ™~

N A\

Obama 2012 Ad: America Is Back!!!

4 742 view
&, /30 ViEW

Obama 2012 Ad: Car Industry

5,264 views 1 ye

Obama 2012 Ad- Start It up!

SA 10,472 views



