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Recap of project direction

{g Dissecting barriers to millennial engagement

@ Insights on targeting millennials

Next steps

Q&A and feedback
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We are now at the halfway mark in our STAR project
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Phase | Phase Il Phase lll Phase IV

FRAME/ COLLECT UNDERSTAND SYNTHESIZE
ORGANIZE

 Understand &  Determine what < Gather additional ¢ Synthesize
Objectives define key data is needed to data & complete recommend-
guestions answer key survey ations into
e Learn about the guestion & begin ¢ Create initial actionable
business process of recommendations strategy
* Create initial collecting it e Confirm client * Leave client
hypotheses and ¢ Iterate and adapt needs for with
project plan hypotheses remainder of immediate
project next steps
Culminating ° Scopeofwork  +  Preliminary  Storyline * Final presentation
Deliverables ° Kick-off Findings document on-site
presentation presentation
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Phase Il primary research focused on our first sub-question, leading

to insights on the direction of the key question

Why aren’t millennials engaging
with the Biltmore relative to their
proportion of the population?

Barrier Recommendation

What is the best way for the
Biltmore to target millennials?

1 Haven’t heard Partnerships, marketing
2 Don’t understand Marketing

3 ) Doesn’t apply New products/ services
4 Pricing New pricing strategies
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Preliminary findings suggest the most significant barriers are

messaging and budget issues

Why aren’t millennials engaging
with the Biltmore relative to their
proportion of the population?

Barrier Recommendation

1

What is the best way for the
Biltmore to target millennials?

2 | Don’t understand Marketing
3 New products/ services

4 ) Pricing New pricing strategies
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Millennials from or residing in the Southeast are familiar with the

Biltmore

0) Familiar with Biltmore
90 A) @ Estate

459% Y _ Familiar with more than
house and grounds

”Really? Oh wow... I've been multiple times and

had no idea there was a winery"
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Interviewees think of the Biltmore as “the American castle”

The majority of people interviewed, associate
The Biltmore with a “very large house”

Most mentioned adjectives: Llfl I L
. . T 1l
* Beautiful gardens/Sprawling lands o i
* Elegance l i l
* Old Money/Gentry/Traditional old-world EEER

* Expensive .

Of those that have visited the Biltmore in the past mentioned...
* Holidays and Christmas lights
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Tours of the house and walking around the gardens were top

mentioned activities

“I don’t assume there’s much more than seeing a
pretty house...”*

85% cited “Walking
around the gardens
and grounds” as top
activities to do at the
Biltmore

70% cited “House
Tour” when asked
what type of activity
to do at the Biltmore

“I don’t think of activities, but just think of one big tour”*

.t

Full value proposition is not understood

TE%E’? J’ Barriers éﬁ%hrgeting %ﬁéﬁ Next Steps BI LTMORE®
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Monticello and Versailles were most stated as comparable

destinations
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85% thought that Monticello
was a comparable destination

Versailles was 2"Y most
mentioned

Other top mentioned comparable sites: Colonial
Williamsburg, The White House, Hearst Castle,

Newport Mansions, Buckingham Palace,
Broadmoor Hotel, Greenbrier

T‘%? J’ Barriers %%Targeting %ﬁéﬁ Next Steps BI LTMOKE®




Our preliminary findings show that only a small segment of

millennials don’t find Biltmore’s value proposition appealing

m Lack of interest in house and cheaper
activity options: When looking for a
relaxing vacation, some millennials
don’t want to walk around a historical
landmark or pay for hiking

Despite these
v— Lack of planning/time commitment: limitations, most
[Jv—] For quick weekend trips focused respondents still

around breweries, finding several hours expressed future
to visit Biltmore Estate doesn’t get
factored into agenda

interest in the
Biltmore

9 Asheville is too far/difficult to visit:

.....

geography and not specific to the
Biltmore property
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The Biltmore’s pricing scheme may be turning away millennials

Only 54% of the millennials we interviewed expected
the entrance fee to be S40 or more, and even fewer of @
them (42%) were willing to pay that price.

& Hypothesis: Budget issues are preventing A

more millennials from attending the
Biltmore, and alternative pricing schemes
KWI” alleviate this. Y,

%@ “We almost turned away when we found out

the price at the gate.”

RN

e KENAN-FLAGLER

TE%E’? J’ Barriers éﬁ%hrgeting %ﬁéﬁ Next Steps BI LTMOKE®




We will continue to research partnerships as a potential lever for

millennial engagement, especially for those visiting Asheville
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Of the people interviewed
who had been to Asheville

44%

Did not go to the Biltmore

“I would feel so fancy if | went

~
to the winery as part of a
bachelorette weekend.”
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Millennials want to be inspired when following brands on Instagram

- L

National Geographic has 69.2 M followers
on Instagram because of inspiring, high-
quality pictures

Nike

National Geographic
Victoria's Secret
FC Barcelona

Real Madrid FC

9CAG

Nike Football

“People come to historic landmarks and hotels for a unique authentic
experience...show activities so guest can connect to the location and brand”*

*Gene Prescott from The Biltmore Hotel Miami
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Leading reasons millennials follow brands on social media
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66% Facebook, 85% Twitter, and 41% Pinterest users follow
brands on social media platforms to get coupons or discounts

Facebook Twitter Pinterest

To support the brand 84% 78% 70%

To receive regular updates from brands 83% 47%
< To get a coupon or discount 66% 85% A1%
To research brands when T was looking for specific products/services 40% 34% 67%
Seeing my friends are already fans, followers or have a board 36% 28% 36%
To share my interest/lifestyle with others 40% 35% 76%
To participate in contests 37% 37% 27%
A brand ad on TV, online or print led me to like the brand 28% 25% 21%
Someone recommended me to like, follow or pin the brand 31% 21% 29%
To share my personal experiences 26% 23% 38%

1N UNC i% Barriers %ﬁém—rget—mg %ﬁéﬁ Next Steps BILTMOLLE@



Hypothesis: Tailor messaging per platform, show activities, and

maximize mobile accessibility
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Top 3 Social Media Platforms for Hotel/Landmark

* Facebook: provide information, branding, and access
to ticket buying with promotions

* Instagram: continue to leverage gorgeous
inspirational pictures

* Pinterest: Tips and How-To’s from Biltmore Blog

Include pictures with actors/guests in their 20’s and 30’s
so that followers can visualize themselves on property

Highlight people doing activities to realign value
proposition
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Introducing new offerings will enable the Biltmore to capture more

millennials by showcasing the Estate during other activities

* Including activities that are
trendy for millennials gets them
to the grounds

* Onsite social media sharing
expands eWOM network and
additional visualization of options

Concerts

* Recurring events allow for repeat
visits and annual trips

“They need to draw attention to get people there and a tour
isn’t the selling point... it’s just part of the experience”

TE%?  Barriers %ﬁ%ﬂﬂget_mg %ﬁ@ Next Steps BI LTMOKE@




A three step approach will drive the extent of our pricing focus
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Focus Groups Potential Implementations

Questions to be asked With pricing better Ticket bundles
include awareness of price understood, we will turn to
and willingness-to-pay focus groups to tie in valued Winery tickets
for admission, activities with admission
stand-alone winery ticket, Multi-day event tickets
and Kid’s Club Will also look towards events
and possible partnerships Targeted online discounts

Conducting a Conjoint
Analysis to determine
customer valuation of

\_ various options VAN U\ /
@ UNC %ﬁi@ Barriers %ﬁéﬁ Targeting %ﬁéﬁ Next Steps BILTMORE®
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Next Steps: Implementation

Primary Research

Conduct primary research in order to
identify millennial subgroups that align
with Biltmore brand

Acquisition Strategy

Implementation

Develop a strategy for increasing
millennial visitors by targeting identified
subgroups

Execution Plan

Determine capital requirements needed
for implementation and create a master
rollout plan

i UNC %%) Barriers Cﬁ%@ﬁrgeting %ﬁg@ Next Steps BI LTMORE®



Survey Review Conducted by UNC Professors

Nicholas Didow Isaac Dinner Pranav Jindal

Associate Professor Assistant Professor Assistant Professor
of Marketing of Marketing of Marketing
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Survey rollout timeframe
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Incorporating your

Survey Testing

feedback + ~15
March 7 -9 sample survey takers
Survey Launch & Data Collection *MBA Spring Break:
March 10 - 18 March 10-26
Data Cleaning & Analysis Storyline meeting:
March 19 — April 7 April 7

May 4 Final Presentation will incorporate new data from focus groups, financial
analysis, and best practice research on other organizations targeting millennials
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To move forward, we have a few questions for you:

What states of residence would you like to
restrict survey respondents to?

In what format would you like your advertising
video clips displayed in the survey?

What add-on activities available at the
Biltmore are most popular? Which would you
most like to test/promote among millennials?
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Interviews focused on dissecting the four potential reasons why

millennial visitation is currently lower than desired

- =

i
Not enough millennials have heard of

. )
Awareness issue the Biltmore

Barrier Hypothesis

e Millennials do not understand the

Messaging Issue Biltmore’s value proposition

. . e Millennials understand the value
VENPEREN Tl S SSEE  proposition, but are not interested or do
not believe it pertains to them

e Millennials would otherwise want to

Budget issue visit the Biltmore but find it too expensive

S Understanding S
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Interview guide
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Millennial Behavior

. What experiences are you most likely to pay for/travel to? (open ended - concerts, fine dining, art shows, nature, etc.)

. What are some brands that you would say align with your values?

Awareness

. Have you ever been to Asheville? Have you ever considered a trip to Asheville? Why/why not (what drove you to the visit)? Who did you go
with? Did you stay at an Airbnb or at the Biltmore? To what extent was your itinerary planned before you arrived? What did you do?

. Have you ever heard of the Biltmore? Have you been? Why/why not?

. Have you ever seen an advertisement for the Biltmore? If so, where?

. If haven’t heard of the Biltmore: Largest private home in America, built by Vanderbilt family in 1895 in the mountains of North Carolina, 8000

acres of land designed by the landscape architect who designed Central Park
Understanding the value proposition
. What do you think of/what comes to mind when you hear the Biltmore?
. What kinds of activities do you think you would do there?
. What other destinations do you consider comparable to the Biltmore?
Value proposition doesn’t apply
. (If they’ve been to Asheville but didn’t go to the Biltmore) — why not?

. If you were going to be in Asheville anyway, would you visit the Biltmore? Why or why not?

. If not now, do you think the Biltmore is somewhere you would visit later in your life? Why? (spouse, kids, interest in historical sites, etc)

. Showing samples of Biltmore social media and ads - do you feel like this relates to you? What do you find appealing or not appealing about it?
What would make this feel more like it relates to you?

. (After giving them a brief overview of the activities available at the Biltmore) - which part of the Biltmore do you find most appealing? (can rank
on the survey) Would it affect your decision to visit if you could buy a lower-priced ticket just for this?

Budget

. What do you think the price of a Biltmore ticket is?
. What is the most you’d be willing to pay for the Biltmore’s general admission ticket?

B 2w BILTMORE



Interview list

m— Geography

Female Charleston, SC Single

Male 24 Charlotte, NC Single

Female 29 Richmond, VA Married w/o kids
Male 32 Charlotte, NC Married with kids
Female 21 Winston Salem, NC Single

Female 29 Chapel Hill, NC Single

Female 30 Washington, DC Married w/o kids
Female 27 Richmond, VA Married w/o kids
Female 27 Richmond, VA Married w/o kids
Male 35 Chapel Hill, NC Single

Male 34 Charlotte, NC Single

Male 28 Chapel Hill, NC Engaged

Male 20 Chapel Hill, NC Single

o UNC BILTMORE



Interview list

Male
Female
Male
Male
Female
Female
Female
Male
Male
Male
Male
Male

Male

m UNC

KENAN-FLAGLER
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22
31
31
25
24
30
27
28
21
23
31
28

m— Geography

New York, NY
Seattle, WA
Chapel Hill, NC
Chapel Hill, NC
Chapel Hill, NC
New York, NY
Chapel Hill, NC

Pittsburgh, PA
Chicago, IL
Chapel Hill, NC
Washington, DC
Chapel Hill, NC

Chapel Hill, NC

Single
Single
Married w/o kids
Married with kids
Single
Single
Married w/o kids
Married w/o kids
Single
Single
Single
Married with kids

Married w/o kids
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Qualtrics survey filtering questions

Please state your age. What state do you live in?
N North Carolina
Georgia
[ Tennessee
A 19 te your age.
2 South Carolina
: |
. Florida
26
27
28 Other
29
30
31
32
33
34
Other
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State residence question ensures respondents reside in the

Biltmore’s primary catchment area

Individual Ticket Sales by State (%)

NC
FL
5C
GA
TN
OH
VA
X

KY
PA

AL
NY
CA

9.0
8.7
7.8
7.2
4.3
4.2
3.4
2.7
2.6
2.6
2.5
2.1
1.9

1.8

15

20

22.8

25
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Preliminary Survey Questions: Demographic questions targeted at

identifying millennial subgroups best suited to the Biltmore brand

VWhat is your marital status?

Engaged ar in a committed rdationship
Married
Widcrwed

Separabad Divarced

VWhat gender do you identify with?

ol e
Famale

Prafer not o answer

Please enter your zip code

VWhat was your annual income last year?

Student

e than 325,000
325,000 1o 549,090
350,000 1o 574,090
375,000 1o 509,090

3100000 or mane

m UNC

KENAN-FLAGLER
BUSINESS SCHOOL

Please state your age.

v

Do you hawve children?

b=

MO

What state do you live in?

North Carolina
Georgia
Tennessee
South Carolina
Florida

Other
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Preliminary Survey Questions: Identifying millennial travel habits

- b= af el

Who are you most likely to travel with? Please drag to rank in order from most (iop) fo least
likely [botiom)

Significant ofher
Famiky

1=3 friends

Larger group of frends
flone

Wiark ool leagues

Citifer

Assuming you do not have familyffiends in the area o stay with, where do you ususlly stay
when you travel? Please drag o rank in order from mast (top) to least Bkely (botiom)

firbri

ot

Budgat malel

Bed & breakfasiinn

Cither
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Preliminary Survey Questions: Identifying millennial social media

usage

Vihat social media do you use?

Orce a Several Seyers
mafith ar lirmes 2 Once a limes &
Perveer _}1 rmorth Wl Wk Every day

Snapchar
F oo baok
%t ram

Firiteress:

wities
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Preliminary Survey Questions: Awareness testing

Hawe you heard of the Bitmore Estate n Asheville, NC?

Yes | have veabed the Billmone Estale
Yoag | have heand of the Billmare Exiabe but have ol ssibad
Mo, | had ot heard of the Bikmore Estabe prior o 59E survey

m rel U na
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Preliminary Survey Questions: Messaging testing

VYhat comes to mind‘what associztions do you make after waiching this video?

What other destinations do you consider simiar to the Biltmore?
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Preliminary Survey Questions: Product offering/ price sensitivity

testing

-:,E.h].
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Please state your opinion on the following activities

5 this an activity
you think is
avalable at the
Hitmone Estale?

Witaiild you be interestad
in doirg this acthilty at
the Biktmare Estaba?

e Mo Yag Mo Mot Sune
Yaga

Picric
SEnyicE

Horehack
riding

Concert

Carmiags
ride

Cuitcaor
e

Fly fishing
Chariby run

Sportirg
clays

ointain
bilirg

Lard Rower
[Ty

R flcet
trip

Battamiags
brunch

Hhawr much eatra wauld you be
willing to pary for this sctivity?
Pleams enber WA if you would not
b ingerestad and 0 you would
riod be wiling bo pay esftra for it

AreeEr
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Preliminary Survey Questions: Product offering/ price sensitivity

testing

-:,E.h]. af ]

Would you visit the winery at the Bilimore Estate i it were 3 standalone ticket costing 5157

vag
ey
hdaybe

Would you visit the winery at the Bilirmore Estate i it were 3 standalone ticket costing 5207

vag
Far
Palaiyts

Would you visit the winery at the Biltrmore Estate i it were 3 standalone ticket costing 5257

vag
Far
Myt

Would you visit the winery at the Biltrmore Estate i it were 3 sfandalone ticket costing 5307

vag
Far
Myt
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Preliminary Survey Questions: Product offering testing
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Which of these themead events would you be interested n atiending 5t the Bltmore Esfate?

Mot at all Bty Sightly likaly Somewhat Blkely Wy likiely
Thamed dinner event

Traveling anrt exfibition

Pl s Baasstivias

faatiring local
musicians

BachaloriBachekiraiba

party weskend
package

f the Bitrnore held an outdoor concert on its grounds, which music genre might entics you
io attend?

Mot at all Ekeky Slightly likely Sormeatiat Bkely Wiy likely
Falk
ricie
At i
Blusgrass
Jarz
Rock

Coundry

m UNC
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Conjoint analysis
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Video options

RS MRS LB ST

What comes to mind/what associations do you make after watching this video?
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Video options

Christmas biltmore 2016 brand rev 30 hd
What comes to mind/what associations do you make after watching this video?

40% of Christmas_BILTMORE_2016_BRAND_REV__30_HD.asx downloaded from unc.az1.qualtrics.com
1/CP/File.php?F=F_7TU1Fk6XTUtGFd8F

Cancel X
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Qualtrics panels quote

10B PAYMENT TERMS
Qual713-03035EMillennials Net 30 of receiving invoice
aTty DESCRIPTION UMIT PRICE LINE TOTAL
600 | Targeting: Millennials {18-34 years old) $5.00 $3,000.00

- Min of 10% per state:
MNorth Carolina

Florida

South Carolina
Georgia

Tennessag

max 65,35 split on Gender

LOI (Length of Interview/Survey): 15 Minutes or less.

IR (Qualifying Rate) 0%+

ToTAL | USD $3,000.00
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