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TMS FAMILY TRAVEL SUNMNIB

oOpportunities in International Family Travel & Reaching New Matkets

[ DISCOVERIEFROM RIVIERA NAYARIT, MEXICO APRIL 2015

Would you rather leave behimdoneyor memories of greabverseas
adventureswith your family?

Our multigenerational audienssanswered that questiomith their growinginterest ininternational
travel. Ourmarketing partnersasked forstrategiesto reachthe new international family traveinarket
The timewas right forthe industry-leadingTMS Family Trav8lummit to present and examirike latest
data oninternational traveltrends, and we did so in April 2018 Riviera Nayarit

How TMS Family Trav8lummit Works

#TMSRIivieraNayafia hashtag seen more than 70 million times over the weekend) invited 40 nationally

known writers, editors, social media influencers, broadcasters, and executives from various facets of the
travel industry theme parks (DisneParks); DMOs (Migrlando, Mexico Tourism BoarRiviera

Nayarit CVB, Niagara Tam & Convention Corporation); cruiseds (Princess Cruises); transportation

(Italia Rail, Tropical Incentivespspitality (Kampgrounds of America, Iberostar HoteRe&ssorts,

Karisma Hotels & Resorts); travel public relations and marketing (Finn Partners, Family Travel

Associatioi tour operators (Vallarta Adventures) and online search companies (TriGaggle) to

convane at the beautiful Iberostar Playa Mitaresor 2y aSEAO2Q& t I OAFAO Ozl ado
custom research, shared best practices and engaged in honest dialogue about the needs of censumer

and the travel industry.

oWe were thrilled to be selected for 2015 and to bring the conference to Rilageait in neighboring
Mexico where discussions focused on international family travel, an increasingly popular choice for
families in North America and around the worldostingthis prestigious confencewasdefinitely a

Wg-E ¥y Q T2NI (abparBchanis Wehtadeexzeflent new relationships with some of the top
travel and family travel media in the U.S., Mexico and the U.K. as well as the leaders in travelXesearch
Richard Zarkin, Riviera NayaZibnvention & Visitors Bureau

www.tmsfamilytravel.com | TMS Family Travel
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In additian to the presentation of new and custofamily travel research, there were interactive
workshops exploring best (and worst) practicegormal networkingat the IberostatPlaya Mitaand
excursions in the region, giving everyone a chance to éxmpee a litle of what makes theRiviera
Nayarit such a culturally enriching destination.

Welcome dinner hosted by Riviera Nayarit @viBhe beaclfront golf course of the Iberostar Playa Mita

Visiting media also had the opportunity to explore neighboring Puerto Vallarta, experiencing the
galleries, restaurants, beaches and taco trucks (more than 500 here) that make this region famous, as
well as lesser known towns along the Riviera Nayaré, Jiztyulita, San Pancho and San Blas, a mecca for
surfers and bird watchers.

A saw firsthandn Mexico at the Iberostar and Ma&l that families want more luxe options with plenty
2F LX & o0dzi LIX Sy ithey aleTooking f@r ptbek thirigsesidasYhs tradiogakRV park
or budget motek Mary Forgione, Los Angeles Times

www.tmsfamilytravel.com | TMS Family Travel
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Why InternationalFamilyTravel, Why Now?

Increasingly, Baby Boomdsecoming grandparentsay they want to explore the world with their
children and grandchildren whitbey can. That includes growing numbers of families from outside the
U.S.bringing their families here.

oOrando, which boasts more than &allion visitors a year, is actively trying to grow the number of
international family visitorg,saidDenise Spiegel, Director of Global Publicity for Visit Orlzaickhe
TMS Family Travel Summit.

GLYyGSNING @S% yIAta & aasS yagrded JohniPercy,Puzbiderd ang GED KfIhe Niagara
Tourism and Convention Corporatiomhich is seeing augge of family travelers from south India

G{2YS Yh! O YLJANRdzy Ra NBLERNI G§KI i PLEAR 2¢F2 ai& SH I VB
Senor Vice President of Marketing @&tK S g2 NX RQa f I NASad OF YLIAyYy3 | aa20A

Marketers recognize that failies represent a mulbillion-dollar business and one that is growioig a
global scaleAccording to the GooglEravelresearch presented &fTMSRivieraNayard5 % of leisure
family travelers plan to travel more frequently with their family in the cominggar.

G¢2dzNRayY ONBF(iSa 220a |yR Y2ySeé F2NJ (Ké&goz2 YYdzyAle
your marketing dollag Jeffrey Eslinger, DirectgrAccount Services for D.K. Shifflet & Associates.

The Family Dynami€hangess Kids Take Chazg

TMS Family Travel Summit research found that famaliessearching and booking online and
increasingly on their smartphones, spending merespecially the growing multigenerational market
and sharing their experiences in real time via social netaior

Significantlyparentsdo not think cheapest is besEducation and time together raanhigher in value
than the lowest price. A survey from the U.S. Travel AssociatibiichlaunchedProject: Time Offa
major campaign to encourage Americangaie their many unused vacation daysund that kids
believe vacations will create the opportunity for experiences they will always remember.

And those kids have more influence than ever before. According to the2@1l® , D fPariait ¢f &
American Tavelerg first previewed attTMSRivieraNayayif0% of families say that children have a

great influence on their trips

GYARA y26 KI @S Y2NB | O0Saa (2 Ay aremoreYieWBaskx& !l yOS
go to a particular place or teee somethingpeciak Steve Cohen explained in his presentation

Google analyst Katy Galambos notediimternational Travel Trendghat children as young as 8ow
are influencing family vacation decisions.

www.tmsfamilytravel.com | TMS Family Travel
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G52y Qi dzy RS NBhaparants lador@heikchildrendzOften pull at the heartstrings of
parents ébserved Genevieve BrowABC News Travel Editor and mother of two young children.
G9AITK(G Spasfl VRS FiNEBS @ | NB 3I2y SHE

Emmanuel Rey, the Marketing Director at the Mexico Tourism Bshawed the group a successful
advertising campaign focusing on kids and their reactions to vacation experiences in Mexico with their
families.

As Multicultural Diversity Increases, International Travel Grows

TMS Family Travel Summit speakers alsaminedthe robustHispanic market Hispanics travel as
family more than any other group in the U¢how they are traveling and where they are going.

Jeffrey Eslinger, who analyzed D3fiffletresearchcreated for this conferencenoted that35% ofthose
traveling abroad with kids are of Hispanic, Latino or Spanish Orili@ added that thestrength of the
U.S. dollar against the Eunceant thatmore familiesare contemplating trips abroad, especially with
older kids

G ¢ KA & erkri geheratidii oF fFavelerdhey include Hingual and biO dzf (i dzNJ f I fsgid | f G NI €
Angela Lanfrom Meredith Hispanic Medié&he added that Latinas are nearly 30% more likely than the
national average to think planning a vacaticam be as mucfun as the trip.

Indeed, representatives of the Mexico Tourism Board and the Riviera Nayarit Convention & Visitors
Bureauacknowledgedhat Hispanic family travelers may come to Mexico in part to see where their

grandparents came frontt . dzii (G KS®3 HNB A 0INBaAA2 NI Z y20 ZEy ad K RA NJ I N.
Zarkin

Participantsalso learned from Steve Cohen thaternational family travelers exercise less, eat more
and have sex more than those traveling without kids.

www.tmsfamilytravel.com | TMS Family Travel
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Collaborators at #TMSRivieraNayarit

We thankthe expertpresenters for generously sharing their researahd all thesponsors and media
0SGGSNI dzy RSNE G YR

who shared their wisdom and experienge2

Taking
Lo kids the 4
5 kids g

Family Travel Forum

Hosts of# TMSRieraNayarit

Kyle McCarthy, Family Travel Forum
Eileen Ogintz, Taking the Kids
Joanne Vero, Travel Media Showcase

Speakerat #TMSRivieraNayarit

Laura Begley Bloom, Yahoo Travel
Genevieve Brown, ABC News

Steve Cohen, MMGY Global

Jon Eichelbergettivago

Jeff Eslinger, D.K. Shifflet & Associates
Sabina Filatow, Karisma Hotels & Resorts
Katy Galambos, Google

Adrien Glover, Italia Rail

Angela Lang, Meredith Hispanic Media
Felicity Long, Travel Weekly

lain Mallory, Mallory On Travel

Bruce MurrayTravelBlogger.com

Elsa Renteria, Vallarta Adventures
Emmanuel Rey, Mexaclourism Board
Richard Zarkin, Riviera Nayari& /B

Delegatesat #TMSRIivieraNayarit

Linda Ayares, Finn Partners

Michelle Blackley, Niagara Tourism

Alicia Boy, Boy de Viaje

AnaCorona, Tropical Incentives DMC

Sandra Diaz, Riviera Nayari& @B

Scott Eddy, MrScottEddy.com

AriadnaFink, Boy de Viaje

Mary Forgione, Los Angeles Times Travel
Chelsee Lowe, TravelAge West

Simon Narracott, Londebnattached

¢ 208 hQwdguidSEAmMaritaYinc.
[BYY hQw2dz2N] S || &@Sas&
FamilyTravel.com

John Percy, Niagara TourignConvention Corp
Norma Elena Perez Juarez, The Walt Disney
Company

Sandra PereRamirez, Mama Noticias

Lissa Poirot, Family Vacation Critic

Denise Spiegel, Visit Orlando

www.tmsfamilytravel.com | TMS Family Travel
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TMS Family Travel Summit ZIResearch and Presentations

TRENDS INTERNATIONAL TRAVEL BY AMERICANS

Key Insights from Katy Galambos, Industry Analystve] Google She partners closely with travel
advertisers in the Online Travel Agency space

1 International travel rising.According to Google research, 10%atbAmericans have taken a
Caribbean or Mexico international vacation in the past JearF 2 NJ | 3%8%. ppb Al Q&

1 65%o0f leisure travelergesearch onlinebefore theyeven decidavhere to gq turning tomobile
and onlinevideoto help.

1 Inspiration comedrom social networking,ideo or photo sites (83¥tnorethan search engines
(61%)or destinationspecific ges/apps (31%)Online videos are viewed throughout the travel
journey.

1 Far moe leisure travelerg74%) rely onthe internet for travel planning thn on advice from
family or friends (48%)

9 Leisure travelers increasingly turn to search engifefore brard sites for online planningne
in three leisure travelers select an Onlifievel Agencior its options and site tools

9 Travel booking offline and online is fragmentedsers average 7.4 sessions, 15.4 site visits and
5.0 search clicks before bookingyrip.

1 Smartphones now are used throughout the travel proced% oftravel searchyueries are
made with a mobile device arfid1%report purchasing travel wittheir smartphone.

1 Make booking easyHowever, nearly half of those who use their smartphonddisure travel
inspiration ultimately book through some other methodith 40.5% of international travelers
especially older millennials booking packages

1 75%of leisure travelers switch between devices to plan or bodkarketers who have a strong
presence across channels are best positioned to reach new and existing travelers.

The TakeawayMake travel planning and booking easien all channelsand more mobile friendly.

n www.tmsfamilytravel.com | TMS Family Travel



Taking
Lo kids, the %
2l haval’ Kkids 51

Family Travel Forum

TMS FAMILY TRAVEL SUMMIT 20

INTERNATIONAL FAMILY TRAVMEHAT MOTIVATES AMERICANS AND WHAT INHIBITS THEM

Insights into family and multigenerational traveler intentions3tgve CoherVice Presidernsights

aaD, Df2o6lfo /2KSy fSIRa GKS O2YLIlyeQa Odzai2YSNI A
redJSOGSR FYR dzaSR [ yydz t a4t 2 NI Yearfandpiepateyd®dNA O y ¢ NI
presented research comparing US leisure travelers from a po@3#&attive travelers with a HHI of

$50,000 or morevho took at least one overnight vacation+files from home during the past year

1 Familiesare more secureThosetraveling internationally veation more frequently, takingnd
planning more trips than those traveling internationally without kids

9 Travel inhibitions are fallingvith far fewer international family travelers (15%his year as
compared to 26%ast year) concerned about the economy ahdir job security. 47%f
international family travelers report they use credit cards less on vacation than they used to.

1 Togetherness72%of intemational family travelers say trips together bring their families closer

9 Advertising still worksInternational family travelers are opdn advertising(23% vs 10% nen
family international travelersand are looking for inspiration for their next vacatl

1 The majority of familessay a topmotivator of international travelis to experience different
cultures (730, but safety is key (86y4@s is the ease of gettirig the destination (83%Families
prefer beach and alhclusive resort vacationmore than allother international travelers.

1 A surprise motivator forinternational family travel is interest in cuisine66%want to
experience new cuisines

1 Summer is the big seasoii9%of international family travelers say they will travelsummer
55%in the fall. More say thewill travel in fall (43%) than in winter (34%

1 SocialMedia isnow used for advice during the travel decision making cyelé%of
international family travelers look for special offers for followers of a social medipafga far
more than nonfamily travelers. They also are more likely to link to social media pages and share
informationthrough social media than international travelers not traveling vigmily.

f Use of traditionaltravelagentsA & A Y ONBI aAy 33 SaLISOALffte& 6AGK YA
have the time to devote to booking trips, especially if they have an involved itin&2a#of
international family travelers used a travel agent in the jgesdn as compared to 13%f those
traveling internationally without kiggshe same numbers who used a Sunday Travel newspaper
section to researchThey are using travel agents to book vacation packages, resorts cruises and
more.

The Takeawaylnternational family travelers are more confidesconomically than other travelers, and
believe that sharing international travel with children will expose them to new cultures.

www.tmsfamilytravel.com | TMS Family Travel
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INTERNATIONAL FAMILY TRAVEL TRENDS AMONG AMERICANS

Key insights from Jeffrey Eslinger, Director, Account Servicds Shidflet& Associates which
specializes in custom market research for the travel and tourism industry. Eslingeristearedional
family travel researcldesigned fo# TMSRivieraNayartulled from5 Y { ! Qa ¢ w! + 9]
PERFORMANCE/Monitor that measuredridneel behavior of US residents monthly.

1 U.S. travel abroad is increasintamilies accounted for 14% 8.7 million of all American
Internationaltravel in 2013

1 Singles are aew market: 38% of those traveling overseas with kids were the sole adult.

1 All ages travelHalf the kids traveling abroad are between 6 and 12; 43% are teens and 27% are
5 or under.

1 Sell winter. More families travel abroad with kids over the holidays in December (19%) than in
the summer (1213%).

1 More Californians trael abroadwith kids (21% than any other stateTexas is second (14%)
with Florida and New York a distant third (6%). However, more Gen Xers from Florida head
abroad than Californians (11% as compared to 10%).

1 Mexico is a top country visitedfollowed by Canada, Prie Rico, and the Bahamas.

1 The vast majority of families with kids traveling abroad participate in activige®rything from
visiting a historic site (30%) to a museum (22%) to participating in outdoor sports (34%). They
like to shop and eat out!

1 Cheapst is not best 17% of those traveling abroad with kids stay at high end hotels (10% in
budget and 3% in economy lodgingjust 1% lower than all foreign travelers.

1 Sell millennial staycationsMillennial families are more likely to visit friends and risfas (42%);
Gen X parties and Boomers are more likely to be on a general vacation (39% and 43%).

1 Target boomers traveling with grandchildrenHalf of those traveling internationally with kids
stay at a paid hoteds compared to just 27% millennials taveling with kids A third of
Boomers opt for high end hotels. And the vast majority (95%) participated in an activity.
Boomers heading abroad with kids are coming from Texas (17%) and California (16%) followed
by New York (8%).

1 Speak Spanistb6% of allnternational travel done by Millennials is by Hispanic millennials, a
market that will grow in value as their earning power increases.

The TakeawayBoomers and Latinos are key markets for sellers of international travel, and a good
market for travel agnts to pursue.

m www.tmsfamilytravel.com | TMS Family Travel
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Research on the Hispanic market was presentefingela Lang, Travel Editor, Ser PadresTaadel,
Wellness& Arts Editor, Siempre Mujer Magazine. Ssleared insightérom Meredith Hispanic Media
abouttheir readershipn print and onlineTheiraudience isemale, married40% mothersbilingual and
Spanish Language preferrefi0%are employed.

Hispanics spent $21 billion on vacatidravel in the past 12 months$10 billion on foreign vacations
Contrary to what many think, only a third travel abroad to visit family and friehdshe coming year,
30% report they will stay at least five nights at a hotel or resort and 21% plan to take a cruise.

Meredith Hispard Media research also showed:

1 The vast majority of Latias, 84%most often travel with their familyand look forideas to
make traveling with kids fun and easiearly seven in 10 have visited a theme park in the
last two years. They also like the lobanature and adventure, history and culture and
nightlife.

1 Nearly threeout of four Latinastook one or more domestic vacations in the last year, with
more than half traveling in summer and a third for a special occasion.

1 77% travel by cabut they are &r more likely than the national average to pay more for a
flight on their favorite airline.

1 Latinas are 23%nore likely than the national average to prefer new places2% plan to
travel to a new destination in the coming year and more plan to go abrégi) than take a
domestic vacation (37%).

1 U.S. travel is populaMore than 4 in 10 Latinas have traveled to both the West and South in
the past year.

1 Global travel is bigin the last three years, 62% of Latinas have taken one or more foreign
vacationsNearly two in three haveraveled to Latin America or Mexico.

1 Latinas like package dealllearly half us@nline travel sites; 41%oo0k directly.

The Takeawaylatinas are nearly 30% more likely than the national average to agree that planning a
vacation can be as much fun as the trip. Offer Spasjeaking professionals and websites that cater to
the interests of this group, says Ladg,y R & 2 dzQf ¢ gAYy o0dzAAyYy Saa

‘ www.tmsfamilytravel.com | TMS Family Travel
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Panelistdor this session included

91 Laura Begley BloontExecutive Editor atahoo Travethe #1 visited travel content site with
12.8 million monthly users

1 Hsa RenteriaMarketing & Public Relations feiallarta Adventures, which offers excursions
and adventures to cruise ship passengers and resort guests in Mexico.

1 lain Mallory,Founder/Editor oMallory on Travk whichfocuses orextremeadventure travel
around theworld.

The panel urged all media to continually publish common sense travel safety. tip

1 Be aware of the environment around you, including inclement weather and safety risks.
1 Be observant at your hotel, in new places, and know how to get help if needed.
1 Carry a spare (emptyallet in case of thievery, to avoid physical violence.

Vallarta Adventures Elsa Renteniated, dThe biggest challenge is perception. The media and news
reports only on bad news, and bad news travels faster than good news. Thdiffimsgt task is to
convince people that Mexico is n@dangerous as they may thigkShe recommends that businesses
take advantage of known brands and standards organizatiopsgblogosreviews,ratings and
certificationson their websites and lé¢rheadthat will becomfortingto international travelers.

Mallory agreedg 2 K fwfists arrive at thes&High risktlestinations, they often find that they are quite
different from what they expectédé K Sn his repoRidy about destinations, Maly describes his
own on the ground experiencand reminds his readers that theirs may be different.

L FPK220a . t22Y y2i0SR @kithat mang ebifoss haved@b@lanbe nans repodting] S @
with their relationship to advertisersShe pointedd storieson Yahoo! Travedbout how a crying baby

led to a midair brawl and a look at whether after the Tunisia attack, tourism to North Africa isaade

SELX FAYSR GKIFG tFNBS ySsa 2NBHIFIYyATFIiA2ya é62dd R KI &
travel division(which most PR would deal witbpversthe implicaion of current events for travelers to

aregion

Bloom notedhow Yahoo readers reacted to news of a safety warning for Sbinite:d ¢ KS& gSNB y 2 i
very alarmed as everywhere candengerou& she saidaddingit is important to provide readers a
place to voice their opinions on travel issues of the.dalge also reminded destinations how important

Al A& G2 OfI NATe& a0l R ySgaé o0& f Sidpapdlato@isfh 62N Y
RSaGAYlI GA2yaY YR 6KSy AaadsSa KIFgS 0SSy NBazt gSR

The TakeawayBe honest and transparent when there is a perceived or real safety concern.

www.tmsfamilytravel.com | TMS Family Travel
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¢1 9 d4al!tt, é-HOVWCTRAVELERS RESPONBRPOID PARTNERSHIPS

Panelistdor this session included

1 Genevieve Brown, Travel & Lifestyle Editor, ABC News

9 Sabrina Filatow, National Sales Director of Karisma Resorts which has just announced a major
new partnership with Nickelodeon

1 Eileen Omtz, syndcated columnist andreator, TakingtheKids.com

The panel discussed whethierand partnerships work in the travel spa@and if coverage of these
partnerships was popular with readers.

Brownfrom ABC Newsoted that a brand partnership doubles the chantest whoever is being
pitched a story will béamiliar with, or has an affinity fqrone of the brands. She noted ABC stories that
touted such partnerships likéSeuss at Séan Carnival Cruise Linegre widely reported on

Ogintz noted that brand partnerships should make a connection between generations and show strong
O2yadzySNJ AyGSNBad a ¢Sttt a ySoa Ot dSutled [ 2yR2YQ
giantpainted Paddington statues auctned for charitywastimed to the releasef the Paddington

movie, for exampleBeaches{ | YR f 4 Q Tl YAt & 0 NJ yoSZamg Arégéwitha ady2yey
many families saying they chose that resort because their fhilesthe popular characters.

Filatbow from Karisma Hotels &esortssaysthe popularity of Nickelodeon will encourage Americans

who arenot familiar withKarismabrandsto give them a tryDebuting at their Riviera Maya resavtl|

be a special Nick Concierge, toy lending program, AzRiegouse andharacter interactions with

Dora the Explorer, SpongeBob Square Pants and The Teenage Mutant Ninja Turtles. Families who book
with Karisma can expect familiar activities suclp@gate slimings and an orange carpet where kids can
pose for hotos with their favorite characters. The partnership includes plans to debut Nickelodeon
Hotels in Punta Cana in 2Q¥6llowed byanotherone in Mexico.

Norma Elena Perez Juafeam The Walt Disney Compaaglded how important celebrity partnerships
were to the Disney themeparks. She noted that international coverage of a foreign celebrity visiting the
parks was influential in persuading their fellow countrymen that it was a good place to visit.

The Takeaway As a rulemosttravelor vacationLJr NIy SNE KA LA SEGSYR || 0N} yRQ&
of alienating potential customeyut pick your partners carefully

www.tmsfamilytravel.com | TMS Family Travel
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WHO COMES TO MEX|®HERE FROMND WHYDOES IT HELFSMARKET TO FAMILIES

Panelistdor this session included

91 Jon Eichelbeyer, Regional Manager & Head of Business Development and Stiédety
Americafor trivago GmbHa hotel metasearch enginvehich fields over two million daily hotel
search queries and prices from more than 200 booking sites.

1 Emmanuel Rey, Marketing Direct Mexico Tourism Board

1 Richard Zarkin, Public Relations Manager, Riviera Nayarit CVB

The panel looked at international and domestic travel trends in Mexico to determine what was
attracting American families.

Eichelberger from trivago revealed thsliexicowasthe 20" most searched destation by Trivago users
in 2014.Henoted thata S E A g@8e€aBy lower prices makestarand 5star properties affordabland
that the pricedifference betweerthem can be as little as $10/Nightnot the case in most of the world.
According to trivago research presented4diMSRivieraNayarit

1 It pays to market to families An average stay with a family is 5 days; an average stay for
individuals is 3 days.

1 a. SI OKé¢ gearchiiltereodieiappl for Mexico hoteld Y R a2 ACA €& A& ydzyo SN
followed by Spa/Fitness, Pool, and Breakfast.

1 Cancun is thdest knowndestinationin Mexicq followed by searches for Playa Del Carmen,
Acapulco and Puerto VallartdPeople booking Puerto Vallarta are madikely to book chain
properties as they are not as comfortable with the destination yet.

1 Among inbound marketslsraelis and South Koreans are especially interested in Mexico right
now.

1 Acapulco is not a top 10 destinaticior Americans or Canadians,thuis the third most
searched Mexico destination globally in 2014

1 Puerto Vallartashould be promoted aa bargain with room rates $34 less than the Mexico
nightly average.

www.tmsfamilytravel.com | TMS Family Travel
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WHO COMES TO MEXICO, WHERE FROM, AND WHY DOES IT HELP US MARKET [COrfMILIES

Riviera NayarE (i K S
f1

¢a{ {dz¥yYaAidiQa K2adG NBIealy25diNd K 2F t dzS
@A aArl2NE a @

3 S+ NI Za®igrBoMRoingsHe tharRinteinktiSnalftotirist® &8 wA OK | N.

1 Beaches attracted more thanhalf (53%)o the region it has the mostCertified Clean Beaches in
Mexico.

9 Water sports are a drawvith 38%comingfor scuba diving and snorkeling.

1 Ecoctourism and nature are big market224%of overnight visitorsaythey come fa whale
watching and 17%or turtle release programs.

1 With four 5diamond resortsn the state Riviera Nayarinticipatesgrowth in the luxury and
luxury family marketfollowingthe opening of the One & Only ResattCostanearand north of
Sayulita.

Mexico tourism had a good year in 20 aid Emmanuel Raylexico Tourism Boargttracting 29.1
million tourists, nearly 25% from the United States.

1 Mexicovalues multigenerational trave| which their research shows 14.% of the U.S. market.

1 U.K. is agrowingmarket for Mexicothanks to increased airlif459,000 visitorén 2014
representl0% more than 2013.

1 Cancuris the best known destinatiotyringingin 50% of receipts from international travelith

Los Cabogrext at20%
 Mexicw ¢AGK mMe: 27T (K Ppromdinghadtued atifastaRileISNEA G T A A

The TakeawayMexico tourism is growing despite the drawbacks some regions have faced, with Cancun
still the best known and most successful international tourism destination.

www.tmsfamilytravel.com | TMS Family Travel
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WHAT MAKES THE NEWS FOR INTEBNALIITRAVELERS?
Panelistdor this session included

1 FelicityLong, Contributing EditeEurope Family Travel & SKiravel Weekly

1 Bruce Murray Travel Publisher/Writéthotographer, TravelBlogger.com and
MurrayOnTravel.com

I Adrien Glover, Vice Presidenft Content Italia Rail

The panel looked at what type of news was of most interest to international travelers, andovarats
can do toentice more families to travel abroaBOMO, or Fear of Missing Out, is one way to keep
travelers interested in the neest destinations.

One issue, said Glover, is that because American families have such linsiéidrvéime, & L G Qa vy 2
surpriseY I y& | YSNA O y VachtivhmGudraBta@Shelngted thht travel to Paris dropped in
the wake ofthe CharlieHebdo terorism attacksthoughthe chance of being a victiwf terrorismisjust

1 in 20,000,000.

In a recurring theme for the conference, the panel agreed that perception was often more important
than reality, which is why the media plays such an importantlbgleommunicating directly to

travelers. Glover and Long adbithat even within Western Europe, some families were nervous about
travel despite increased security.

Whilethere is the tendency to only covérappynewsat travel web sitesGloverwarned, & , 2 dz 2dzad f 2 2
bad if you ignore what everyone is talking abéut.

Brands and destinations should pitttteir news around trends, and deliver the good news that follows a
negative incident at a destination by showing how it aligns with trends at othemgeistins. Offer
something that is new and newsworthy adds Bruce Murray. Be aggressive with good news and
information to counteract bad news.

CFrYAtASAE INB 2F0Sy IGGNIOGSR (2 AyidShyéparenBy |l f RSA
arethrilled at seeing the love for a destination through the eyes of their chitdneted LongMarketers

Oy SELX 2NB RSaGAYLlFGA2Yy & T NER Yorlthe f@nkilk rhaik€basedbh S 6 LI2 A y
unique activities for children.

Togetarepod NRA& D EYHAREYUAZ2Y (12.a8RKRSSYIdDHRSD(IA dzd FSO K vy
NB LJ2 NIi SdditiBruge MurgagdXhink of the subject linedsKS KSIF Rt AyS Ay | GNI @S
Most important, all of the media agregavel communications teams mustB & LI2 Y R (2 NB LI NI S|

gueries promptly and honestljoecause theynay not have another chance

The TakeawayContent is kng. Mediaeditors are going to travel companies to credegitimate ontent
0KF G A ay Qpeak YgivingPrSand cpramisationsprofessionals moreutlets for their message

www.tmsfamilytravel.com | TMS Family Travel
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15 Takeaway$rom TMSFamily Travel Summit 261

Parents and grandparents want to show their children the world. They recognize the educational value
of travel This i@ fastgrowingmarket andone that can use tailored offerings to make the most of their
time and money:

1.

10.

11.

12.
13..

14.

15.

Leisurefamily travelersplan to travel more frequently with their family in the coming year as
families are less concerned about the economy and théiisgcurity.

Family travelers tend tetay longer, andpend more. That is why it is worth it for marketers to
court them with special programs and activities to better their experience.

Family travelers report kids havelarge andnfluential role in planing where fanilies go and
what they do wherthey get there. Kids and teens want to hear from other kids and teens.
Multigenerational travel cotinues to grow with 37%f leisure trips now multigenerational.
Boomers are very interested in showing theiaigdchildren the world through travel and are
likely to spend more planning celebration trips and staying in upscale lodgings.

More Californians trael abroad with kids (21%4han any other stte. Texas is second (1%1%
with Florida and New ork a distanthird (6%). Despite safety concerns, Mexico is the top
country visited.

Tip for marketerstnternational family travelers are opdn advertisingand are looking for
inspration for their next vacation.

The vastnajority of Latinas, 84%mnost often travelvith their family.Give them ideas to make
traveling with kids fun and easy

Hispanics spent $21 billion on vacatitavel in the past 12 months $10 billion on foreign
vacations. Contrary to what many think, only a third travel abroad to visit faniyfriends.
The majority of family travelers say a top motivatorgoabroadisto experience different
cultures but safety iskey as ishe easeof getting to the destination

A surprise motivator for international family travel is interest in cuisirip.for maketers:

Offer family cooking classes.

Most leisure travelers switch between devices to plan or b&hce they arrivemorethan

half rely on their smartphones to plan activiti€uccessfuharketers are those whose
customers can reach theany time,across all platforms.

International family travelers are turning to social media more than advice from friends.
NI YR LI NIYySNBEKALE OFy SEGSYR | 0Nl yamiQa NBI
may encourage journalists and customersovdre familiar with that brando cover a
destination or property.

Inbound family tavel is a growing market andlS. marketers must work to welcome these
often multigenerationafroups with information in their languages, guides who speak their
languags, an understanding of their culturand an understanding of what families need
International family travelers do not believe cheapest is best. They want a memorable
experience and are willing to pay more for that.

www.tmsfamilytravel.com | TMS Family Travel
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Commens from TMS Family Trav8lummit Participants

ar'tft 2F GKS adlda FyR GKSEé-RdriegnGloeSita@mRal. I NS € A1S |

G ¢ KAA thamos ¢xBitingcbnferencasthe tourism industry. | learn so much every time and | go
back and share with my team and rmljentsé¢ - Linda Ayares, Finn Partners

GLQY 3I2Ay 3 K2 Y Hith oIy nawktbry ideds)XCielsee Lowe, TravelAge West.

GLGQE ANBIG G2 YF1S GKS O2yidl Oia 4SS YIRS KSNBo ¢K
- Bruce Murray, TravelBlogger.com.

OExploring Riviera Nayarit during and after the Summit gave me a chance to think about Mexico, a place

where my readers go with great frequency, in a new way. | especially enjoyed seeingdhtheutay
placesth G G NF @St SNE &aSS1Ay3 bl -ddafgBoygiodeQATies oAt € FI €

GLQY 3F2Ay3 K2YS 6AGK I 20 YeasN&ncargoratyin dukpfargsR I G+ X g A (
- John Percy, President and CEO of the Niagara Touris@amvention Corporation,

GL fSFENYSR a2 YdzOK FEN=RI¥ty loKgSTraDet Wegl@yNBE | G A 2y a KSNB @

z

aL 3ASG I t£204 2F ANBIIGLAYANYVIKNA yANBYOGKE2 ¥Y¥@SYRISY
- Jeffrey Edliger, D.K. Shifflet & Associates.

G¢KS RIGF T NP ¥thabish ME 1022 fy & S & §isSaraidoy, Rayhily Macation Critic
G¢KS O2y@SNEFGA2Yya |G GKAA {dzYYAG INB Frydladgaoos
GL KI @S Sy2daAK OBy i 8igiimaipg, Mallorst on Trdméli A £y

4 & aSEAO20a yS6Sai RSalGAYylFrdA2yS WABASNI blelNRG A
an ideal site for discussion of international family travel trendis.a destination host, we fouridat

GKSNB gl a adzZFFAOASY(dH GAYS Ay (GKS LINPINIY F2N GKS
well as destination attractions and cuisine so they are able to cover the destination extensively in their

social networks and subsequentialts. The information gleaned from participants in the program is

newsworthy which provides additional coverage for the conference and destigation.

- Richard Zarkin, Riviera Nayarit Convention & VisBorgau

www.tmsfamilytravel.com | TMS Family Travel
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TMS Family Travel, along with the following sponsors, is proud to present
"Oppeortunifies in International Famiy Travel & Reaching New Markets,”
a farmidy fravel summit.
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Metrics of Engagement farMS Family Travel Summit 2015

During the period March-May 15,2015, talk about #TMSRIivieraNayarit reached 2.59 million
people via social mediayho in turnshared that message with 72.6 million followers.

Buzz Words @ ®mme

. conierence

0 3
2 § F 4 2, #SaVllllla 3‘4 \\_\‘\1 >
hitp% »2
travelers U § 6}
§ S N
Engagement O @ma
Total %
[ orignai Tweess 65 2455%
B gvessage Twees 15 696%
\:~\7 > 4 Retweets 13% 65 49%
— Totat Tweets 2672 100.00%
Participation @ (& ]<>]-< ]
Total %
W FromTop20 122 1%
I From Top 100 57 17.10%
\ The Rest 983 3679%
Totat Tweets 2672 100.00%
#TMSRivieraNayarit 1015 216 g 5152015 218 pin
_¥ Gazl5gKg o .
W Twitner
Recap 0 fme
2 672 72,599 881 1,022 2 596,566
tannls bmekng dennes coninbitors mach
Artivily Summany g i I o] = ]
2,672 72,509,881
Eapdts tiviedng delveries
0 24,000 300
! 1 05 7

Lot

p ¢

Media and PR Coverage ¥1S Family Travel Summit 2015
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From April 2June 1, 2015, the following outletsreaching millions of consumers and travel
trade -- have published conference findinggadeosand reports ontours of Riviera Nayarit.

s and u e e oo wein o
B | i Vi %0 v trnte

a Descubriendo el paraiso de la Riviera Nayarit

]

Taking the Kids -- off the tourist
track in Mexico

G ot the binoculars?

Make it a contest to see how many different species of birds the kids can count. On a good
day, you might see 120, says our naturalist guide Francisco Nombre, who just happens to
hold Mexico's 2015 title for "The Big Day," seeing the most different species in a 24-hour
period.

im
latina

TMS Family Travel Summit Explores Opportunities in International Family Ti@edlia Release distributed to
3,500 media in early April 2015http://ow.ly/NWed1

Taking the Kids: Off The Tourist Track in MexiGhicago Tribune, Eileen Ogintitp://ow.ly/NWerA

Where to Go Off the Touristrack in Mexico Fox News by Eileen Ogintattp://ow.ly/NWg2g

Trends Discussed at Travel Sumpditavel Weekly, by Felicity Longttp://ow.ly/NWcOR

Discovering ParadisBiviera Nayait, Mama Noticias (en espanol) by Sandra Perez Rantitgz//ow.ly/NWdhQ

San Blas is for the Birds and the Fodthmily Travel Forum by Kyle McCarthitp://ow.ly/NWbku

Puerto Vallarta Hotels & Resortd=amily Travel Forurhttp://ow.ly/NWdJIM

Riviera Nayarit Hotels & Resortsamily Travel Foruahttp://ow.ly/NWe5V

Kids Stay Free at Iberostar if Booked Nokamily Travel Forurhttp://ow.ly/NWdTg

Media and PR CoverageT¥S Family Travel Summit 2015

www.tmsfamilytravel.com | TMS Family Travel
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FIND-  HOTELS  CRUISE JoBs

=) Travel To Go From TAW

Sideshows  InS Guides om TravelAge West editors share stories from the road
0

BEscH

Where to go off the tourist track in

Destination: oz TreuelTyze:

Mexico

By Eileen Ogintz - Published May 22, 2015 - FoxNews.com + ™

on two or/more nights!
Gray

REAT

pevine, TX
E
BOOK NOW » fr-"

Got the binoculars?

Visit Orlando Attends TMS Family Travel Summit ¢ 2 dzZNA & Y h NI | -fitRZew. lyiN®/gBDt S G G S NJ

Inside Scoop FrorMMS Family Travel Summitravel Age West by Chelsee Lawttp://ow.ly/NWicw

La Tovara National Park Is for the Birdgravel Age West by Chelsee Lowép://ow.ly/NWIEs

Been ThereDo This: Las Islitas Beach in San Blaavel Age West by Chelsee Lowép://ow.ly/NWnhj

TMS Family Travel Summit (Videly Kyle McCarthyhttps://www.youtube.com/watch?v=0Bwo8zjtE

Living La Vida Lujo at MatlglV) by Kyle McCarthyhttps://youtu.be/87NZ7 A12TE

1 Minute in Puerto VallartgV) by Kyle McCarthyhttps://www.youtube.com/watch?v=MSxoanocpVU

Exploring San Blas, Mexiq®) by Kyle McCarthyhttps://www.youtube.com/watch?v=018jL YZIXTA

TMVHW[[K[ NEWS & FEATURES ‘ VOICES ‘ RESOURCES | FINDA.;LI‘ -ﬂ; :' ;" ::“L)q l( )[ Rl
Trends discussed at travel summit =

SMmMatters VsiGriando

Related Content

Travel Institute’s new website to have
‘millennials in mind

M Focus on social media
i
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Conversations Online About tAeMS Family Travel Summit 2015

Linked .. Groups
The ViajesBaratos Daily
. - p—
Popular discussions in: WeADLIES  GAMOTOS  Lesuie

Iab o ABLong Tl Allance View all dlacuss one

How Does Family Travel Power The Huge Growth in International
Arrivals?

Kyle McCarthy
. Family Traveler

Visitar ol Museo Guggenheim
Bilbao Subscribe to updates

ViajesBaratos

Statistics all point to enormous potential for the tourism industry by building the next generation...

Travel
Ddlly TMS Family Summit examines International travel trends Venta billetes avidn » mikin-birgamo, Vacaciones e P o
The 3rd annual TMS Summit convenes in Riviera Nayarit, Mexico 1o explore & =

News how to encourage international family travel and cultural exchange. o ::
Biktes detren vl e, Voo
&
== e s W e
a =

S

View Discussion
trinadvicor

Family Hilton Hotel
TRAVEL WEEKLY i Al e

HOME BASED

June 8, 2015

|PHOTOS ©OVIDEOS  LEISURE  TECHNOLOGY  ART & ENTERTA

70%-90% Commission 3
JOIN A 0% 90 commission - [T TYINITY iy, May. 09,2015 | Foad curent octon

WINN’NG TEAM Total Support TravelPlannersinternational.cc

TRAVEL WEEKLY ™=

Chats

O VIDEOS

Rock star onboard TW Chats on Twitter, June 10;

Focus on Social Media <
Top-sheif crew members inspire loyaity from x
cruise passengers and travel igan)[; ,,T.k. and We'll be tweeting about how to use social media TMS Family Travel Summit Living World War 2 in New Exploring San Blas, Mexico
can greatly influence cruise line selection professicnaly: wiich pladlorme are beet snd Riviera Nayarit Orleans

why, best-practices and tips on creative posts,

READ MORE  new favorite apps and more. Our next Chat: m m !
Liile Famity Travet £ Litls Famity Travel £ TMS Family Tra

Wednesday, June 10, at 3 p.m. Eastern, Noon
Trends discussed at travel summit  pacific

Family travel Is one of the most sought-after READ MORE

segments in the industry, but just as children
arow and chanae. 50 does this kev market.

m Family Travel Forum
M’ Shared public 9-52 AM
The #tmsrivieranayarit Summit was capped off by a great trip to #SanBlas v/
f |

@RichardZarkin @tmsfamtrav
Popular discussions in: T —
New York Travel Writers Association

How Does Family Travel Power The Huge Growth in International
Arrivals?

Kyle McCarthy
. Family Traveler

Exploring San Blas, Mexico

Statistics all point to enormous potential for the tourism industry by building the next generation...

View Discussion
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A Sampler of Social Media foMS Family Travel Summit 2015
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