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W Hotels Worldwide
Facebook Page

A single, centralized destination
where one could learn all about the W
universe: a map to identify and book
hotels worldwide, a video player to
see the latest events, brand videos or
=n Interviews, and a showcase for each

L A" WONDERLUST LIVE el property.
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DISCOVER THE NEWEST WONDERS OF THE WORLE




Oft

A VISION OF W HOTELS

The select-service hotel category is cluttered by a character-less collection
of “me-too” brands (Hampton Inn, Hilton Garden Inn, Courtyard by Marriott,
etc.) where you stay out of necessity rather than by choice.

How do we emerge from this undifferentiated, “same old” environment?
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Creating the
ft experience

We defined our target not by traditional market categories (business traveler, family, etc.)

y
but by their psychographics: tech-addict, playful, information-hungry, socially connected,
free-spirited, price-aware, design-conscious, adventurous.
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'STRATEGY

Creation of the

Brand Bible

RESULTS Defined the brand

identity framework to

/‘/i = guide all partners

1 I involved (developers,

in-hotel staff, etc.).

Bllor

Pﬂﬁiﬁﬂni ng coporate iendidy
Consumer insights
Attributes

Functional and emotional benefits

Core Values
Personality
Brand language and tone of voice

Core brand idea v gl
Communication tools (templates]) :
Art Direction [lug-::l, themes, icons, graphics, palette, la}muts]
Copy Direction [typography, treatments, trademarks]

Corporate Identity, etc.
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Bl’ll‘lgll‘lg the Partnering with Starwood Worldwide, we quided the architecture, interior design from
- g g g
brand to Llife lighting to furnitures, and other core elements of the in-hotel experience. Featured below
on location @ the pool table and the W XYZ bar that contribute to Aloft’s social atmosphere.
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In-hotel collateral 1 P _ : . . . p—
and signage tvents, guerrilla activations Interactive [website, online ads, rich media, email marketing]

RESULTS

ail

Applying the Aloft Hotels vision consistently across all communication channels

Traditional advertising [out-of-home, Presentation Materials,

Social Media [Facebook tab) a1V
newspapers, magazines, direct mail etc.) brochures, videos, etc. Viral Video

Applications & Games
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Aloft Hote
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© Alaft Hotels, a vision of W Hotels, ﬂ

is the new jet-set spot that's

abuzzin' all around the globe ™% Fi‘h
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a-go-go + book now
9,

Enjry m bolally ditfedand traval vibe wilh boll-irsgsned urban design, Tech-savvy Spiril and happaning
bar scand. S0 gl social, slay in siyle, synch wp and more - (% wenlimibed amessmsent for a seall

start your alaft adventunz!
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meet, mix and move

Groove Lo aist playisls and live Dus al w nyzs haror
mrargle Lnder v 5lass on 0uF cool backyard patios

scofe big with cool daily prizes
win global fravel a dventt

g aguestioNabautalor?,

mmumﬂtluulnlp- EST Monday-Friday.
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Focus on social media & gamification

Facebook is our target’s primary source of info for fresh deals, up-to-date
news, customer service and direct dialogue with brands.

We created a custom tab for Aloft's Facebook page allowing users to book
hotels, watch viral videos, examine amenities, contact customer services, etc.

facebook  explore  shame E'DF’ Bloft
shyle at a steal at aloft hotels
"+ <8 pool play
clear the lable in this
biliards liee-{ o-all
Two apps / widgets
were also created to
convey the playful
nature of the brand.
. |
— s start your adventure at
start your adventure at alofthotels.com | alofthotels.com
Results

From 0 to 10,000 Facebook fans in a month.
Interaction rates for the apps 5 times above industry average.
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EMPIRESTATE

BUILDING
OBSERVATORY

INTEGRATED
MARKETING

INCORPORATING
SOCIAL MEDIA

DRIVING
STRONG
BUSINESS
RESULTS




Start from scratch: build the social presence for the Empire State Building Observatory and gain fans.
Drive sales: grow actual foot traffic and business without ever relying on discounts or promotional offers.
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Creation of social profiles and active Engagement: identification of key influencers,

participation 24/7 into the existing content creation to drive conversations
worldwide conversation (Facebook, Twitter, [meaning behind the color of the lights,
Yelp, FourSquare, TripAdvisor and others). photos, videos, celebrities).
okl
RESULTS
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Drive off-peak traffic: we raised awareness  Uncovering occasions: Integrated campaign: messaging and

that the Observatory was open daily until we gave good reasons for visuals were always consistent with
2am and helped decrease waiting lines & locals to revisit or revisit the ongoing advertising campaign
saturation during peak hours. the building [dating spot).

BUILDING
== OBSERVATORY

=

.. OPEN DAILY UNTIL 2am

RESULTS

S@un THE REAL MAGIC. THE REAL NEW YORK.  BYM

= SIY NTIL 2 AML. TiEAEcoM ) T
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From 0 to 80,000 fans in a year

Engagement rate above 5%
| il | 20%increase in evening admissions year-over-year
36% lift in website traffic T
il J ' Hard Rul of 250% for online ad campmgn
| : | ~ "_Ticket sales were up 8% over previous yaar
dlees 1 EH1 Versus objective to keep sales stable
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. CASE STUDY: NIVEA -~
“ NIVEA (iccTHE ONE YOU LOVE
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BRINGING AN
IDEA TO LIFE

. FACEBOOK LOCAL
T:: g:i:“ APPLICATION ACTIVATION

MEDIA




STRATEGY

RESULTS

ail

Brand conversation: bring to life the
overarching NIVEA brand platform
“Kiss” on social media.

Event activation: create an interactive
experience around NIVEA Lip Care’s
New Year's Eve event in Times Square.




NIVEA
GET READY FOR THE MOST
UMFORGETTABLE NEW YEAR'S KISS £VER

A TR TRE S W e R T RS e T Sl N B e B g T T N
T g Sk W P S e

SURMIT YOUR STORY

s - S L
Pl iy SR LA R (e edul B ]
e 5 reted wen my ST

whw e tor ooy = ([ N ===
RO B D s

_ “Kiss The One You Love”

We invite long-distance couples to tell
us why they can't be united with their
lover - but deserve to spend New
Year’'s Eve with each other.

N E
= THE ONE YOU LOYE
~_THIS NEW YEAR'S EVE

NIVEA rewards the two most popular
stories by reuniting for a romantic,
unforgettable night in Times Square.




KISS THE ONE YOU LOVE ffj)

Help make this their most unforgettable
Mew Year's Kiss ever T —— i

+17,000 Facebook fans in a week
(+60% fans over 3 weeks]

983,594 total post views
61,070 unique visits

162 entries and 12,888 votes
laverage of 80 votes per entry)
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NIVEA USA - Rihanna for NIVEA

RESULTS e | . “Rihanna for NIVEA” Facebook custom tab:
~ Sty Ol e AW - hub aggregating all Rihanna-related content
/‘)i st L N =8 and exclusive initiatives/partnerships with
'II s Y- NIVEA in one single place (behind the
T scenes, music video, sweepstakes, etc.]
3-:)2;3?11. TG?:J .;f?a R
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Mivea - Nivea Tab

SEE RIHAMNA IN YOUR CITY
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Create an Ad 100 YEARS
HIVEA SKIMCARE

FUOR LIFE

Sponsored

See Rihanna in Minneapolis

@

Want to win tickets to see
Rinanna live In
Minneapolis on June |1 6th?
Enter now and you could
also win a VIP trip 1o see
F Rihanna in NJ.

N\

— il WIN TICKETS TO
o o : SEE RIHANNA IN
LIS MINNEAPOLIS

Am:i enter to win a P trip . And enter to win a
to see H|hanna in VIP trip to see

ENTER HOW P
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