v
n Research

Tourism Competitive Intelligence

The World At Large: Measuring Global Trends
that impact the Tourism & Travel Industry

Quebec TTRA International Conference, June 2017




RYAN GOSLING EMMA STONE

LA LA LAND

This movie will attract

15+ millions of visitors

In California this year
e

v

Research




J. TRUDEAU

OHIA LA LAND

We are unsure about the
| mpact of t hi

f‘

| .




Measuring Global Trends is Focal O

OExternal ForcesoO I ncreasingly shape trave

/
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PEOPLE ARE CONSIDERING ARE CONSIDERING ALTERNATIVES INFLUENCED BY EXTERNAL
A TRIP ABROAD ATERNATIVES CONSIDERED IN AVERAGE NON TOURISM FACTORS

Markets sensitive to global changes Incr. complex consumer decision making Researching oO0as us.!
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Traveller decision making Is shaped by external forces 5

| mpacting travelerso behaviors and c

Global Social & Societal Trends

Demographic changes .
Citizen concerns $ Global Economic Trends
é Growth

Free trading / Protectionism
Exchange rate
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Global Consumer Trends

Sharing '
Blending experiences

Responsible shopping
Mobile Shopping
é

Global (Geo)political Trends

Nationalism
Brexit impact
Trump o0Shock waveo
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Global Economic Trends

Influencing T r a v edhdicesragddehaviors
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GDP Is a must-watch but partly predictive of visitation

A Global Economic Warming, but uncertainties over the impact of policy Initiatives remain high

TOP 10 Markets = GDP Growth

to Canada Proj. 2017 (%)

US 2,5
UK 2
China 6,6
France 1,3
Germany 1,6
Heard in Davos 2017 Australia .
Inclusive capitalism
Populism Japan 1,2
Migration
Globalization worth saving S. Korea 3
Brexit 8 EUAgenda .
New China leadership Mexico 1,8
4rth Industrial Evolution india 29
Disruptive technology ’

Trump Agenda

0 2:5 5 7>

Sources : The Conference Board Economic Outlook, IMF, WEF, Trading Economics, World Bank v
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GDP or Consumer Confidence Index?

Selecting the most sensitive and predictive indicator

DIGI®

France - Flat GDP Growth

1.2 g 102

France - Rising Consumer Confidence
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Apr 2017

0.6 |
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Intentions
vs 2016

Positive driver of both domestic

Sources : Trading Economics, Europe Assistance and OUtbou nd Intern atIOnaI travel v
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Are all different (and complementary) concepts to measure

Winter season overnights smashed by a sudden rise of exchange rate in the Swiss Alps
| mpact of exchange rates is wusually high i n oShoppingbo
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Sudden drop of winter sport visitors

-4.0%

2013 2014 2015 2016

m Total mSuisse = Etranger

The Travel Purchasing Power is only partly driven by the Household disposable income
With low-cost flights expanding, a blue-collar in Brussels has the same travel purchasing power as a whitecollar in Paris

Sources : Swiss Tourism Office

Exchange Rate, Income and Travel Purchasing Power o
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Country Prosperity and Attractiveness io}

Are two metrics with limited correlation

Country economic prosperity does not necessarily mean destination attractiveness
Unless extreme situations where poverty meansunsafe/unstable and high affluence meansunaffordablei n t r avel er so mi n

Greece GDP Greece Tourism -related search volume
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Sources : Trading Economics Sources : TCl Research / TRAVELSAT Destination Brand Pulse
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‘ﬁ Trading Policies influence as much as Economy o

Impacting Brand Sentiment and Visitation

Impact on Travel Sentiment Impact on Visitation
Ukraine Crisisrelated EU Economic sanctions to Russia Iran nuclear-related sanctions relief

+42%

ﬂ \in 2 years

2 IN 10 RuUsslans mentioned EU sanctions as reason for 20+ millions visitors expected in Iran by 2025!
not considering Europe 5
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Sources : TCI Research Sentiment Survey, UNWTO
T Research
Tourism Competitive Intelligence



Global Socilal/Societal Trends
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Measuri ng what owo
IS essential for the travel industry

— Security and Environment Top Concerns
45%

Very concerned Climate Islamic

39% A :
about é change terrrorism

Religious conflict 34% US. 420 63%

Povert %
Sl S Canada 45% 58%
Gov transparency / corruption 22%

U.K. 38% 66%
Safety, security, wellbeing NN 13%

Lack of education [N 17%
Lack of political freedom / political instability  [EEEGEG_—_—_—_— 16%
Food and water security [N 15%
Lack of economic opportunity & employment N 14%

Australia 37% 69%
China 19% 9%

Mexico 54% 23%
Japan 42% 12%

_ South Korea 40% 75%
Basic welfare & healthcare GG 11%

. . . . France 48% 71%
Gender inequality / lack of inclusion I 10% ° ’

0 0
Loss or privacy / security due to techno. I 7% Italy 45% 69%

0 0
Cyber crime / social media trolling | 6% Germany 34% 710%

Lack of infrastructure F 3% India 73% 41%

Brazil 75% 46%
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