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Agenda P HILTON

WORLDWIDE

1. Hilton Worldwide and SALT Overview
2. Commercial Impact of Guest Experience

3. Turning Insights into Action across 4,000+ properties through:

« Engagement: Embracing guest feedback and gaining quick insights through intuitive modules in SALT
« Guest is Boss: Driving best in class practices based off of guest priorities and sentiment

* Innovation & Validation: Leverage SALT to discover unmet guest needs to drive innovation and test best
practices to validate impact
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Hilton Worldwide Overview

P HILTON

WORLDWIDE

Vision: To fill the earth with the light and warmth of hospitality

Mission: To be the preeminent global hospitality company - the first choice of guests, team

members, and owners alike.

HOSPITALITY

INTEGRITY
LEADERSHIP
TEAMWORK
OWNERSHIP
NOW

Hi(lr.t':m M., conmap CLRIO .Q)l.

Wae're passionate about delivering exceptional guest expenences.
We do the right thing, all the time.

We're leaders in our industry and in our communitios

We're team players in everything we do.

Wae're the owners of our actions and decisions.,

We operate with a sense of urgency and discipline

Hilton H

Grand Vacations HLTON
HHONORS

HOMEWOOD
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Guest Experience tools and facts %ﬁﬂ&oﬂ%“
Team objective: connect all guest experience data sources into actionable insight

S A LTQ 12M invites sent annually
+ 3M+ responses
* Nearly 55,000 users across the enterprise
« 26 languages
+ Collects 250,000+ incremental TripAdvisor reviews annually

« 703 properties enrolled
163,000 invites sent annually
« 45,000 responses

MPS@
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SALT has been linked to future stays, revenue FLHILTON
Strong guest experience has positive financial impact on brand, the enterprise -

The link between likelihood to return to brand and future stay behavior is consistent for the enterprise
and across all brands. Note: There is significant difference in return rate between detractors (1-6),
passives (7-8), and promoters (9-10). Net: 9s and 10s matter!

Return to Same Brand Revenue impact of guest experience
' Over following three years

Passives | Promoters
+21% spend
° 0
i - +58% spend
" } l
m
@ .

9 10 Within same brand At all HWW brands

70 Detractors

$$S

Actual Probability (%)

1 2 3 4 5 6 7 8
Likebhood to Retum 1o Brand ® Detractors Passive ™Promoter
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SALT invitation and survey P HILTON

™,
Hilten R comn CLRIO ‘) .

Choose Language Enghsh -

Hello Barbara Scott, Thank you for taking the time to tell us about your stay at

Thank you for your recent siay st DoubieTres by Hllon. We know you have
& Chowe In Molels, and we greally appreciate your busness

As 8 valuod HHoNOrs mamber, your eedback s mporiant 1 us

We would sppreciale If you would Sake & short survey sbout your stay at

DoubieTree by Hilton Cacinnatl Arpont
Whiore you oheched oul on Jarwary 0, 2014

TO Mt I survery, pleass Ohok 0N the Mk Dalow. If Ihal 2008 MOl work
pleasa 0oy And Paste 1he entive wel address vt e address feld of your
Drowser, Tha survey ok wil axpre n 7 des

hitp Jrexamede. Comy c I e ity by

where you checked out on September 1, 000N,

We VAo your Opirson and 00K orward 10 arng sbout your slay

Snceredy, This survey shosld take 3 5 minutes to complete.

DowtieTree by Miton
M OaN leave The Survey M 8%y et a0 relern 10 & Pty completed survey. AR your relpanses wll De Captured wp 10 the powt 0
A you ot pressed the sesl Do, You Gan felurn 50 whare you ot off by choung e survey Wk n The emad you rederved. Your
ok ol expre o0

. - o
[ wies (1 @ o B = o™ el S ”_

Hogn Servey
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Each survey is branded with logos and brand colors

E

EMBARAY AT RS

For the following areas, please rate your satisfaction with THIS Embassy Suites hotel, using & 10 point scale,

And can be taken on a mobile device

where "10" represents "Extremely Satisfied” and “17 represents "Extremely Dissatisfied”.

On this hotel stay, how satisfied were you with:

[FIE——

Sotiafied
10 .

Your OVERALL EXPERIENCE as & guest?

Quality of SERVICE overall?

Quality of ACCOMMODATIONS overall?

Juality of Pre-arrival/arrival experence?

Quality of Departure sxperience?
Deta ey

wWauld

How likely would you be 1o stay st THIS hote! agan
A you ware 10 return 1o this ares (Tor the same
pwipose)?’

How hikely would you be 10 stay st ANY Embassy
Suttes agan in the Tulure

How likely would you be to RECOMMEND this hote!
1o someone slse, If they ware 1o require » hotel in
this area in the future?

Exculliont

Please rate the VALUE that you receved for the
price paid. Was it

&
3
i

Sotiafet Neddhe
" 4 . )
Piubebly Moght o
Woald Moght Mot
n . 9
Very Geod wod
n .« b |

Oinantiafion

Wauld Not

L

Catiowel y

W

P HILTON

1
LT
Choose Langunge
Erngiish (v
Thank you o taking the timae % 1edl us
DOV yOour May ol

oy Dowte Tree AnateiwOranges County

‘Nt

Begin Survey




Loyalty is one of the key metrics at HWW P HILTON

WORLDWIDE
As with our other metrics, calculation is based on % of respondents answering 9/10 )

SATISFACTION
(Overall Experience)

LOYALTY

9/10s
ADVOCACY

(Intent to
Recommend)

REVENUES
(Intent to Return)
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Turning Insights into Action across 4,000+ properties
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Embracing guest feedback is linked to higher performance H';*JQLLOT%%!\‘
High SALT usage and guest centric culture leads to better performance

Frontline Engagement vs. Overall Service - All Properties YTD Jan 1 - May 31, 2014

100.0 -
90.0 - T
5
g 800
8 700 4 i
% 60.0 1 High SALT usage
§ 5007 properties perform
& 400 - 1 better consistently,
30.0 | . demonstrated by tight
' distribution of scores
200 . , '
<25 Days 25-50 Days 50-100 Days 100-150 Days
Average # Days with Activity
Statistics:

+  80% of 55,000 active users are engaging daily with guest feedback (>5 page views daily).
+ 55% users engaging with guest feedback even on the weekends.

Source: SALT Data: Year to Date Jan 1 - May 31, 2014
June 2014 © 2014 Hiton Wordwide Confidential and Proprietary




Disseminate insights and drive action through intuitive M HILTON
and impactful modules in SALT WORLOWIDE

SALT Tools for Problem Avoldance: Loyalty impact Chart ™ euton

Vatiae woat of protiera AF M mernEers 10 WOW ITEOrtance of proteer Beosdence

SALTO = == wem wnm o —

Insight: Problems on property devastate
guest experience and loyalty

Action: #1 priority must be to increase
problem free stays

70 ¢
60 ¢
50 ¢
‘ SALT Tools for Problem Avoidance: Rooms Report " TON
Nagn ot ahras mar vmedomrs b (2rmm b owy v bt mar brmms o d (eobal anes
§ 0] CALTO == oo moww s e o s
§ 30 +
20 ¢
10 ¢
0 4, v

Did Not Expenence a Problem Experonced a Problem
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Guide best in class practices through guest priorities < HILTON
and sentiment for loyalty gains P

Guest sentiment and feedback guide cleanliness priorities ™ HILTON
Improving cleanng process and ehminating ol signs of (revious Quest e Aot

Drivers of Cleaniness Dissatsfacsion Cloariinoss Priorites

Q lmgrowe Cleanirg Process
« Timeliness

+ Thoroughness

« Respect for guest

Q ©  Training housekeeping staff on guest priorities can lead M MILTON
' toquick loyalty and cleanliness scoregains 000 T

Guest Commentary

“Househaeprg woke s LD sty ore diry and when Py eelond e e
W 0 Ded. Py s Pay'd come back lter and never ¢ The room s
v thernd Bt day *

“Omen P Soussteeper came briefly 0 B room and ssked me | resded
e mom cheaned. She Drought iowelr <o

o Lr ol L 1] Diagnosing what is Impacting changes in Loyalty L TON
morverg 1wk | Py
::'._....._“. Protiorn hodence TeschAon and KPPl are The argest dovers of perfrmance changes

Me AR e ) e ey 5 .

T et of Cpawte vrole |
-v'-'-'t—'m"n-: Largest Drivers of Loyalty Performance Loyalty Change Analyss Checkiat
P pretiens nsdence Fereased (e sesed T
B R ) U Spsufeaty shel petven lype
. et

A ety o ok secvn 0 prakal ekt

R ]

9 M A reaned
bk N seversl svendn N Wower

n U Whet porusntge of e sevkien ivle &
W e s aw el et
‘ J Have KPs nosesedidecressed’ Specicaly
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#1 priority must be to reduce problem incidence as it = HILTON
devastates property loyalty and guest experience

70
60 -
50 ¢
=y
© 40
>
O
-]
@ 30 ¢
Q.
&
20 ¢
10 ¢
0.

Did Not Expenence a Problem Experienced a Problem
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#2 priority must be to exceed guest expectations for

. . P4 HILTON
resolutions in order to recover property loyalty '

VORLOWIDE

Impact to Loyalty by Resolution Expectation P12M Resolution Performance

4

70

g 8

pey
S
- ean Gn == = = e e e - e e e o

Property Loyalty
S 8

(=

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

Meot Foll Below RExcoedod "Met ®Fgll Below

(=
T ———

Problem Free Exceoded

Stay
________ , T—

Less than 6% of guests claim the
resolution exceeded their expectations

Apnil 2014 © 2014 Hiton Wordwide Confidential and Proprietary 18



The ultimate goal of Make It Right is to positively impact

. . P HILTON
Guest satisfaction scores

Make It Right Commitment

If you're not satisfied with your stay,
let us know and we’ll Make It Right

With this commitment to our Guests, Team Members are empowered to:
0 Take ownership of resolving Guest problems
e Proactively look for ways to meet unanticipated Guest needs

o Consistently recognize our most loyal Guests

© 2014 Hiton Wordwide Confidential and Proprietary 19



The HEART model provides a framework for resolving L
. P HILTON
Guest issues

* Questions on the HEART model were incorporated into SALT surveys across 350 properties
(representative sample of all brands and regions)

* Guests that experienced problems were asked if Team Members delivered on each HEART model step
(e.g., Did the hotel staff actively listen to you?; Did the hotel staff thank you for bringing the problem to
their attention?)

Hear the Guest
Empathize with the Guest

Apologize to the Guest

Resolve the I1ssue
Thank the Guest

© 2014 Hiton Woridwide Confidential and Proprietary



All five HEART model steps are critical to delivering a b HILTON
problem resolution that exceeds the Guest’'s expectations

Resolution by # of HEART Model Steps Completed

Increase

I
|
|
|
of 3X 0% | Exceeded Expectations
)
I
|
]

O e e ——

Met Expectations

%
Any 1 Step Any 2 Steps Any 3 Steps Any 4 Steps All 5 Steps

| ]
¥

The impact of completing all 5§ HEART steps vs. completing only 4 out of 5 steps is +2ppts in Total
Property Loyalty and +8ppts in average Property Loyalty for Guests that experience a problem

© 2014 Hiton Wordwide Confidential and Proprietary 21



First point of contact resolution is critical meeting and < HILTON
exceeding guest expectations

How many times did you need to speak with someone before the problem was resolved?

70

Ll More than 2X

D

=

+ . .

8 increase in

Q50 resolution

>

0 rates

|

c 40

8 ® Met
=

2 30 ® Exceed
o

5 20

L0

o)

|

o .

1 Time 2 Times 3+ Times
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Questions
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Contact Us

Launika Arya, Hilton Worldwide
Senior Manager, Guest Experience
Email: launika,arya@bhilton.com

Ajit Ghuman, Medallia
Product Marketing Manager
Email: ajit@medallia.com
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