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World economy -4.8% growth in 2020 in a

best case scenario

Global Real GDP % Growth by Region 2019-2022
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World Inbound Arrivals Baseline and O
COVID-19 Scenario3 2019-2022 - 5 O O
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‘000 trips

Latin America Forecast Arrivals by Region
2019-2025
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USD billion
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Index of Domestic Tourism Trips 2019-2025
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Biggest sales declines forecast for scheduled
airlines and package holidays

Latin America Travel Forecast Sales 2019-2021
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Online and Mobile Travel Sales Average % Penetration 2019-2025
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Destinations and source
markets




DESTINATIONS AND SOURCE MARKETS

% YTD Growth
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Caribbean destination performance
decelerates due to COVID-19

Caribbean Destinations Year to Date Arrivals % Growth 2020
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DESTINATIONS AND SOURCE MARKETS

Source: Sojern
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Hotel search data shows rising interest

Change In Hotel Volume In LATAM, Indexed
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DESTINATIONS AND SOURCE MARKETS 13

World receipts and Latin America
outlook to 2021
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DESTINATIONS AND SOURCE MARKETS

|
US GDP % Growth Baseline
vs COVID-19 3 Scenario: 2012-2030
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US facing recession and elections
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US Outbound Expenditure and
COVID-19 Scenarios: 2019-2025
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DESTINATIONS AND SOURCE MARKETS

UK outlook uncertain after COVID-19
followed by Brexit

UK Outbound Expenditure and

Real GDP Growth I ®  Unemployment Rate I | COVID-19 Scenarios: 2019-2025
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DESTINATIONS AND SOURCE MARKETS

Need to diversify beyond traditional markets
to look at NWTs — New World Travellers

Leisure Intermediaries Sales by Key European Countries 2019-2025
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DESTINATIONS AND SOURCE MARKETS

Travel engagement with UN SDGs

17

64% of global consumers are worried about climate change, yet only 50% of travel companies
engage with SDG13 on climate change

Mo poverty (SDG1)

Zero hunger (SDG2)

Good health and well-being (SDG3)
Quality education (SDG4)

Gender equality (SDG5)

Clean water and sanitation (SDGB)
Affordable and clean energy (SDG7)

Travel All industries

51.3%
33.3% 34.5%
33.3% 47.0%
46.2%

Decent work and economic growth (SDG8) _

Industry, innovation and infrastructure (SDG9)

Reduced inequality (SDG10)

Sustainable cities and communities (SDG11)
Responsible consumption and production (SDG12)

Climate action (SDG13)
Life below water (SDG14)
Life on land {SDG15)

Peace and justice strong institutions (SDG16)

Partnerships to achieve the goal (SDG17)

Source: Euromonitor International — Voice of Industry, Sustainability Survey (July 2020)
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CONSUMER SHIFTS 19

Consumers move away from international
travel to holidays closer to home

+7.9% more consumers say they will reduce international travel permanently
% growth April -July 2020

Expected Future Consumer Behaviour - July 2020

More holidays taken close-to-home
Reduce international travel
Reduce overall spending

Decrease overall carbon emissions due to limited travel

Greater attention paid to how companies treat people

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%
% of respondents

B Short-term change only W Mid-term change M Permanent change M No change ™ Not sure

, _ Source: Euromonitor International COVID-19 Voice of the Industry Survey, July 2020 EUROMONITOR
© Euromonitor International Q: How do you think consumers will change their behaviour as a result of the COVID-19 pandemic? m INTERNATIONAL



CONSUMER SHIFTS

Improving the customer journey is the top
priority for travel companies, not COVID-19

Q: What do you see as the most important commerce-specific
developments for your organization in the coming 12 months?

Commerce Developments in Next 12 Months World China us Germany UK
Improving the customer journey and user experience 59.6% 53% 53%
Integrating new technologies 50.7% 55% 58%
Enhancing customer service 48.2% 53% 53% 40% 34%
Providing information and advice to customers about COVID-19 45.3% A7% 55% 43% 46%
Creating a consistent brand experience across channels 44.7% 59% 51%

Becoming consumer centric 43.5% 47% 45% 54%
Shifting from physical to online platforms 39.7% 31% 33% 53% 46%
Co-creating new products and services with consumers 38.9% 38% 39% 34% 31%
Building mobile presence 37.4% 34% 45% _
Deepening customer loyalty programmes 34.1% 31% 33% 38% 42%
Enhancing cybersecurity 30.4% 31% 35% 42% 42%
Diversifying payment options 29.7% 31% - 34% 32%

Source: Voice of Industry Survey — Travel and Tourism, April 2020
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Source market priorities

Q. - What attributes do your customers most value from your 4 0/
travel company or organization? O

of global consumers want to

World US  China Germany UK travel sustainably and with a
Safe dez_tmatlcln _ 60.1% 56% 58% 56% T0% purpose
Authentic & local experiences 52.0% B4% 58% B3% 70%
Value for money 54.5% 56% 63% 50% 58%
Unigue travel experiences 51.1% 52% B8% 47% 48%
Cultural immersion 35.9% 44% A7% 38% 45%
Immersion in nature 29.3% 28% 32% 31% 39%
Rest & relaxation 34.9% 36% 32% A44% 39%
Curated & personalised experiences 40.5% 40% 32% 38% 36%
Give back, travel with a purpose 25.9% 36% 37% 34% 33%
Adventure 24.6% 28% 42% 22% 30% 6 O O/
Sustainable with minimal impact 34.6% 24% 32% 28% 21% O
Holistic wellness 20.3% 20% - 19% 15% of global consumers want a
Digital detox 10.6% 16% 11% 16% 12%

safe destination

) ) _ EUROMONITOR
Source: Voice of Industry Survey — Travel and Tourism, April 2020 M INTERNATIONAL



Sustainability: consumers value supporting
local communities

Most Common Actions Taken by Consumers for Sustainable Travel 2020 ; /O

of global consumers support
local businesses and
communities

Support locally owned businesses and...
Stay at eco-friendly accommodations
Pack eco-friendly essentials (ex. reusable water...
Use hotels or tour guides with green certifications
Take green transportation options
Only participate in responsible tourism
Choose travel providers that use renewable...
Choose travel providers that have a zero-plastic...
Choose to fly direct in order to minimize carbon...
Book travel with travel providers that partner...
Track the carbon footprint of travel through...

Volunteer with NGOs and join community...

1%

of global consumers stay in
eco-friendly accommodation

Choose not to fly
Choose to fly on newer, more efficient aircraft
Other

0.0% 10.0% 20.0% 30.0% 40.0% 50.0% 60.0%
% of respondents

Source: Euromonitor International VVoice of the Industry — Travel and Tourism, April 2020 m ﬁf&%’}ﬁﬁ%’.gﬁﬁ



AR/VR Experiences

46%

of global consumers value online virtual
experiences

7%

of global consumers value real world
experiences

Which of the Following Technologies Have Impacted Your Business in the Past 12 Months?
While Will Impact in the Next 5 Years?

Big data and analytics

Artificial intelligence

Augmented reality/virtual reality

Internet of things

5G Networks

Geospatial data B Next five years M Past 12 months
Cloud
Robotics/automation
Biometrics
Blockchain
Autonomous vehicles

None of the above

Not sure

00% 10.0% 20.0% 30.0% 40.0% 50.0% 60.0% 70.0%

Source: Euromonitor International Voice of the Industry — Travel and Tourism, April 2020
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Transition to purpose




Brands with purpose —
Prontopia

= Prontopia was launched in 2018 with the aim to provide help and
assistance to visitors in a destination, whether the elderly or parents with
children

= Founded on the principles of the SSDGs to provide decent work, as well as
foster empathy

= QOperatingin the US and Italy

= Help includes navigation from the airport to hotel or destination, how get
around the city and use local transport, along with custom in-trip requests,

helping local businesses to achieve higher rating scores

Sustaing
\

ational — Voice of Industry
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Closing the loop - NEST

NEST is the modular and innovation building of EMPA (Materials, Science
and Technology) and Eawag in Switzerland

Through research and development, NEST aims to make resources and

energy more sustainable and circular to close the loop

Recently joined the European Network of Living Labs and announced a

partnership with Innovation Park Central Switzerland to launch innovative . 4
building solutions and urban districts
Leverages digitalisation, energy and circular economy ource:

ustain |y


https://www.empa.ch/web/nest
https://www.empa.ch/web/nest

Climate positive strategy -
Intrepid Travel

= |ntrepid is a global sustainable travel leader and aims to be climate positive
by 2020

= The company offsets its carbon emissions through purchasing carbon
credits for renewable schemes.

= Going climate positive starts with sequestering seaweed, so in partnership
with the Climate Foundation and the University of Tasmania they aim to

build the first seaweed platform, that will remove CO2 from the air

21%

| een'rparﬁ’e’s offset their
. -

of travel companies offer a carbon

tracking tool to consumers

AR
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76% of consumers are
expected to be more
concerned about
sustainability after COVID

Yet, 42% of travel
companies will postpone
development of new
sustainable products

Euromonitor International
Voice of Industry Sustainability Survey, July 2020
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KEY TAKEAWAYS

Key takeaways

Global recession in 2020, with travel and tourism constrained with recovery not
likely until a vaccine, mid 2021 at the earliest and 2023 at the latest

Digitalisation and sustainability will accelerate to rebuild tourism in an efficient and
resilient way, whilst unsustainable business models must be retired

Travel brands and destinations that act with purpose, striking the right balance
between people, planet and profit will be best placed to succeed

PP

ﬁere is ]

-l

-l d

Great opportunity to rewire, taking forward only social and environmentally
sustainable practices and for regions like the Caribbean to lead by example
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Thank you!

Caroline Bremner, Head of Travel Research

™« caroline.bremner@Euromonitor.com
El Facebook.com/Euromonitor

¥ @CarolineBremner

in www.linkedin.com/in/carolinebremneril
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