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Background

+ AaAl  Migsior is ty devRip
CAyflyRQa 0N} St RSa
Finland to travellers abroad and help Visit Finland
Finnish travel companies attract visitors
and grow their businesses.

To support this missioil@Rdnternational
was asked to conduct market research to O R C
Identify emerging trendsn digital
marketing anddevelop regionspecific INTERNATIONAL
digital marketing recommendation$or
Visit Finland across 9 countries.




Objectives

Specificproject objectives:

1. Identify key digital travel platforms and
networks in eachmarket

2. Developrecommendationsfor what
channels to use based on Visit Finland
resources

3. Create casatudies and providebest
practice example®f the ways the
companies should wonkith travel
destinations to increase business




Methodology &
Scope

Four phases of research:
1. KickOff Session

2. Desk Research

3. EXxpert Interviews

4. Analysis & Delivery

Nine countries:

1. UK 6. Russia

2. Germany /. Japan

3. France 8. China

4. ltaly 9. South Korea
5. Netherlands

Marketing 10§

Build your online




Reaching Objective

How we meetd LISOAFTFAO LINRE2S

1. Identify key digital travel platforms and
networks in eachmarket

2. Developrecommendationsfor what
channels to use based on Visit Finland
resources

3. Create casastudies and provideéest
practice examples of the ways the
companies should workvith travel
destinations to increase business

Review of global databases and country
specificpublications
that mention top digital channels

Assess top digital channels in each marke
where there is an opportunity for high RO

Identify cases where destination marketing
campaigns have successfully worked to
promote their region through innovative
digital campaigns
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Executive Summary

In the course of completing this research, we developed a framework for understanding the emerging trends and factors that
influenced the global travel sectdWhen considering which digital channels would be the best to pursue in each region, we
looked at four key elements: technology, customers, region and leading digital platforms

AN

TechnologyMobile technology is integral to success in the changing travel spaidieb&éicome the
next great differentiator for travel companies and organisations.
\

RegionsAsia Pacific will drive trends in technology adoption around the world. Europea
travelers will continue to build their strong relationship with OTAs.

CustomersCustomers are becoming homogenous, driven by technology and social med
millennials across Europe and across APAC shop for travel services in similar ways.

look for more opportunities to tailor their individual travel experiences.

@ Visit Finland

/
‘ Emerging Digital Platform®TAs will remain the dominant players in most regions as custome
/



Market overview

The following table providessynopsis of data and materials gathered from various sourdesing the course of our research.
The documenbutlineskey variables that influence travel decisioraxross all nine markets and highlights emerging trends.

N/
i

% %
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76% of travelers
(ABTA2016)

43% of travelers
(FUR; 2017)

~ 75% of travelers
(IPSOS; 2017)

91% of travelers
(2016)

> 50% of travelers
(EU Stats2016)

69% otravelergJTB

Tourism Research;
2016)

~ 74% ofravelers
(2016)

74% of travelers
(Hotels.com; 2016)

8% (Kayak; 2016)

24% (PhocusWright

2017)

20% (PhocusWright

2017)

42% (2016)

49% Netwise 2015)

>60% (Phocuswright;

2017)

TripAdvisor.co.uk, Skyscanner.net,

Airbnb.co.uk Millennials
OTAs lose share to travel providers
the coming years, due to aggressive BabyBoomers

efforts by suppliers in all segmentst
drive direct online bookings.

OTAs are taking control of thomline

Millennials and Families
travel market.

TripAdvisor.itAirbnb.it, Trivago Millennials and Families

TripAdvisor.nlZoover Coorendon Millennials and Families
OTAs are growing in popularity over . .
travel suppliers. WealthyMillennials
Jalan.net, Travel.rakuten.co.jp,
TripAdvisor.jp

BabyBoomers and
Millennial Women

Naver is key to developing a strong

. ) Millennials
businessn South Korea.

Ctrip,Fliggy(Alitrip.com),Qunar.com Wealthy Millennials

Popularity of Scandinavia is
growing.

Germartravelers are concerned
with safety of travel.

Influenced by travejuides; 40% of
French national use travel guide
websites such as Lonely Planet

Weak economy leading to
increased interndravel.

Adventurouslooking for exciting
travel opportunities.

Weak economy leading to
increased interndtavel.

Concerned with safety of travelin
Europe after terrorist attacks.

Mobile andsocial media focus.

Mobile andsocial media focus.



Market recommendations

The following recommendations have been compiled through an analysis of available secondary research and feedback from
primary depth interviews with industry experts in each market.
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Invest in paid searckhrough Google, Facebook an Partner with OTAs tpromote unique locations at Partner withniche suppliers and leading tour
Instagram to drive search traffic key times of year operatorslike Airbnb and Thomas Cook
Position products and services to align with German Partner with leading OTA portaldiRS, Look to Instagram and social media sitidse
U 2 dzNdtededt & Qafety Booking.com and Expedia) to drive the most traffic YouTube to engage with younger Germans
Partner with social media influencersnd travel Create connections witalternate accommodation Focus on ratings sitdike TripAdvisor
bloggers websiteslike Airbnb P

Partner withmajor OTAgBooking & Expedia) and  Look for ways to attract Italian tourists based on Create more partnership with ltalian bloggers and

search site€TripAdvisor) orice and value for mone social media influencers tell real storiesabout
Search sIesinp y GKIG AGQAa tA1S G2 |GNI G
Look for ways to cater tshorter, frequent trips Use social media to connect Dutch travelers with Find ways t@ater to older demographicéwvho are
through last minute deals on OTAs real experiences still tech savvy)
TargetMoscow andSt. Petersburgnarketsto Make sure destination websites are optimised for Social media will grow in usefulnessr marketers,
increase sales a@bursin Finland mobile andsearchable in Russian language especially Facebook
Partner withJalan.net and/orRakutenTravel Mobile booking is a musfior Japanese travelers Partnerwith local bloggers and influencersraise

awareness about Finland

Advertise with NaveE { 2 dzii K Y 2 NB | Advertisé thipighkakag { 2 dzii K Y 2 Nﬁtf-s‘?zv%'gu #’%‘ﬁ”ﬂ N;jerences to your advantage

, , : ; , . reans prefer to bookflights,
influential search engine social media messaging network ,
accommodations separately
Partner with Mafengw® / KAyl Qa ¥ & iC&tinie tacht® tshifiihg needs of Chinese Adopt amobile-first strategyto target largest
travel research and booking platform travelers(Good start: Helsinki Airport) possible customer segme@t/eChat)



8 emerging meg&rends

In addition to analyzing global regions and specific markets in an effort identify key digital travel chaamelsgwed top
thought-leadership publications on the travel industfyom sources around the world and identified 8 emerging megads
that will affect the travel industry in the years ahedtie following slides touch on each of these 8 meagands in more detail:

O 0O 0 O

Increased travel
market growth

Changing sales
funnel

Airlines pushing
boundaries

O

Chinais driving
smartphone growth

Hotels face
more pressure

O

Growth of
mobile & chat

G{ K NBR SO2y2Y@é
enters mainstream

WIRSAUAYI GA2YQ
innovation



Online travespending is poised grow

Trend Overview
The global travel market was smaller in 2016
than it was in 2014 with political uncertainty
and currency fluctuations constraining travel
growth. Now, the global travel sector is
expected toexpand.Traditionally strong
Increased travel trgvel regiong like th&).S. z_ind Egr_ope will be
marketgrowth  Pig growth drivers, but Asia Pacificis
expectedto lead gains, especially as its
online and mobile environments mature

Marketplace

In2017, online travel will see the fastest growth in
emerging marketdhe Middle East, Asia Pacific, Eastern
Europe and Latin America

Global online travel bookings are expected to grow
from USD $513 B in 2016 to $36h 2017nearly an
11% increaseAPAC is expected to account for the
largest segment of online travel bookings by 2020.

N\

Consumers

Much of the growth in the travel sector is expected to come froiffennials
and younger travelerghat are making experiencing travel a top priority.

Technology

The adoption ofmobile technology in emerging marketsill play a big role
in the continued resurgence of the global travel market.

The Big 3:

U.S., Europe, Asia Pacific Online Travel Bookings 2016 vs. 2020

_:5 : epresente
United States | Europe | Asia Pacific _ r esented
I 31% of online trave
among the Big Three
2016 S0% 1% (US., APAC, Europe)
n2016; by 2020, it
28% 37% ; '
2020 et will account for 37%

According to Phocuswright, APAC is positioned to steal market
share of online travel bookings from the U.S. and Europe by 2020.

Sources:

2017 Phocus Forward: A Year Ahead in Digital Irénelcuswright
A TB World Travel Trends Report 2016/20E7 L ¢ .


file:///C:/Users/mosborne/Downloads/PCWI_PhocusForward_REVISED_7.12.pdf
http://www.itb-berlin.de/media/itb/itb_dl_all/itb_presse_all/World_Travel_Trends_Report_2016_2017.pdf

Airlines are driving digital innovation

Trend Overview
The global airline industry is faciggowth
challenges, and competition from leeost
carriersis dampening fares.ow fuelprices
have also enabledirlines to take more
competitive pricepositions, reducing margins
e —— across the board. C)_n!ine growth ha_s slowed
bolindaries in recentyears, buairlines are showing
renewed focus on online distribution and
digital retailingfor both business and leisure
travelers.

Marketplace

The airline sector sne of the most welestablished
markets in the travel industry, and it is also the travel
A Y R dzinasNaen@tsated onlinsegment. The U.S
andEuropean markets are reaching a saturation point.

Bytheend of 2017K I £ ¥ 2 F 9 dzNR2 LJISQa
beonline, while theU.S. is approaching 60%. APAC
remains underpenetrated but is gaining fast. Hallbf
airbookingsare projectedo be online by 2020.

N\

Consumers

Consumer online shopping habits are driving the adoption of digital innovation
in the airline categorylravelers are looking to find the best deals in the most
convenient waysCompanies that want to win must harness emerging platforms
and tools that make consumers more likely to work with them.

Technology

I A NJ ¢

OpensourceNew Distribution Capability (NDC) projeatsll begin to have an
iImpact on flight merchandising, and help make bookings via messaging
platforms more convenient.

Productdrom start-upssuch as-lyiin, which enablesrosscarrier comparison of
bundledproducts andAir BlackBox which helps carrieis 2 &St f S| OK
ancillaries omulti-carrieritineraries, are still in the early stages and cannot

offer fliers much without the cooperation of a critical mass of airlines.

Flight booking made simple. Finally.

Sources:

ital TreNnelcuswright.
Flyiin.com companyebsite
Airblackbox.com compamyebsite

New Distribution CapabilithATA.org.



file:///C:/Users/mosborne/Downloads/PCWI_PhocusForward_REVISED_7.12.pdf
http://flyiin.com/
http://www.airblackbox.com/
http://www.iata.org/whatwedo/airline-distribution/ndc/Pages/default.aspx

Hotels face mounting online challenges

Trend Overview

The hotel industry is being challenged from
all sides. Its becoming harder for them to
maintain robust direct distribution with the
growth of OTAs and metasearshes. Itis
also growingnore difficult to counter
competition from privateaccommodation
organisations like HomeAway and Airbnb.
This trend will continue to put pressure on
the hotel industry, especially as millennials
show a preference for online intermediaries.

Hotels face
more pressure

Marketplace

While bothOTAs and suppliers seek to grow online
bookings, hotel distribution remains a primarily
offline phenomenon. In 201&,0% ofglobal hotel
bookings were transacted offline through
OGN RAGAZ2YLFE | 3Sy(a
desksOTAs surpassed supplier websites/apps in U.S.
online booking share for the first time ever in 2016
thanks to marketing spend, mobile prowess and
millennial preferences for online intermediaries.

Nt/

Consumers

IyR K20Sft a

Millennial travelers show a preference for using online intermediaries to shop
for hotel rooms Hotel chains are attempting to attract direct bookings through
membersonly ratesg a way to avoid violating rate parity and attract more
guests to hotel loyalty programs.

Technology

OTAs are clearly the leaders in online distributiaitnen looking at the
fragmented hotel industry. Whileotel chains will makgains in some regions,
trendspointtoward continued strength for intermediaries. The growth of mobile
favors OTAs, which provide a estp-travel shop and attractive bundled deals.
OTA performance will continue to improve in countries in the Middle East and
Asia-Pacific with high shares of young travelers.

Eastern

APAC Europe

TAs aceountfor the
i %Iaﬁ)rﬁ?y Y hotel
bookings across
every major region.

72% 72%

Middle
East

Latin
America

69% 75%

Sources:

2017 Phocus Forward: A Year Ahead in Digital Xr&elcuswright.

AWhy do travelers prefer booking with QTAs ¢ NJ @St

¢


file:///C:/Users/mosborne/Downloads/PCWI_PhocusForward_REVISED_7.12.pdf
http://www.traveltripper.com/blog/why-do-travelers-prefer-booking-with-otas/

a{ KI NBR SO2y2Yeé¢é

Trend Overview
Privateaccommodations are hitting the
mainstream, shaking up traveler expectations
and posing new challenges for suppliers and
OTAs alikdJ.S private accommodation gross
bookings are estimated to reach $34.4 billion
4{ KI NBR S 6022017,yax 8% of total hotel, lodging and
enters mainstream private accommodation (HLPA) gross
bookingsln 2016, 66% of U.S. travelers
considered renting for last leisure hotel stay

Marketplace

Analystdorecast the global vacation rental market to
grow at aCAGR of more than 7éWwer the next five
years This growth is being driven by the rise of the
sharing economy, expansion of online distribution, and
increase in investments in vacation rental homes.
Growth is particularly strong in the U.S. and European
markets.

NS

Consumers

Sy

Consumers have embraced the Airbnb business model wholeheartedly.

. 2dzyASNJ UGN St SNE | NB
I OO0O2YY2RI GA2YE

chain supplier.

Technology

Alternative accommodation sites like Airbnb & HomeAtvay 3 S NI 3 S
DSYSNI} (SR

LJ NI A Odzt | NI & 2
N} KSNJ 0KIy 3J2Ay3 (2

~

al a.
| 2y0Syidé (2 .oht@pdRhatitiese Y I NJ

upstart companies aneow looking to expand into other parts of the travel
sector. For instance, Airbnb has started to advertise-sipgcific activities
led by locals, and has floated the idea of helping manage flights for travelers.

Just booked in London

Welcome to the
world of trips.

Try a very English pastime in ~ Make a one-of-a-kind hat with Learn to make and eat Chinese
London's prettiest green spot  a professional millinery... dumplings in a London pub

Sources:
igital Trévhelcuswright.
D17 5S¢
Airbnb companwebsite
jlli R@ethnavio



file:///C:/Users/mosborne/Downloads/PCWI_PhocusForward_REVISED_7.12.pdf
https://www2.deloitte.com/us/en/pages/consumer-business/articles/travel-hospitality-industry-outlook.html
https://www.airbnb.co.uk/
http://www.businesswire.com/news/home/20170216005440/en/Global-Vacation-Rental-Market-Worth-USD-193.89

The traditional sales funnel is shifting

Trend Overview Consumers
Online travel was once clearly segmented, Consumers wargersonalisation, convenience and flexibilitp the shopping
and companies controlled elements of the process. As brands are consolidated through acquisitions and strategic

dy Sh NHORE 2 e X2 LE = N L zﬂaﬂne%ﬁlﬂ'az'\%ﬁs%rﬂerg & see a more seamless experience develop.
companies look to control positions up and

R2goy (GUKS (N¥ @St )\)/I’\’dzéUNllr%ehn%rbay\UI-t FdzyySt > |yR

barriers between these segments are

s;zg?gri]nnge . breaking down Booking companies are New technological'developments will continue to disrupt the market as brands

companies are launching booking, aait! point as quickly and efficiently as possible.
brands are trying to stay competitive.

Marketplace t"‘aln’-‘ﬁrhm ' [ YAHOQ!

Companies up and down the travel funnel are looking for \ SearCh / < '

ways to gain market share:

A Pricelineacquires search site Kayak (2012). .

A Expediaacquires search site Trivago (2012) and Shop 9e) tri go

tripadvisor
HomeAway (2015).
A Chinese OT&tripacquires Skyscanner (2016).
A TripAdvisoris pushing to offer bookings, but has Booking © HRS aExpe dia®

been met with major challenges.

Traditional segments within the online travel sales funnel

Sources:

\ (above) has blended together as companies attempt to 2017 Phocus Forward: A Year Ahead in Digital T@ekuswright.
: . . : dlravel and Hospitality Industry Ouflook 2P1¥ 5 St
gain market share across various points of the journey. il akings. { 2 2



file:///C:/Users/mosborne/Downloads/PCWI_PhocusForward_REVISED_7.12.pdf
https://www2.deloitte.com/us/en/pages/consumer-business/articles/travel-hospitality-industry-outlook.html
https://www.bloomberg.com/news/articles/2016-11-23/ctrip-acquires-skyscanner-for-1-7-billion-to-expand-bookings

China is driving smartphone growth

Rise of China as
global powerhouse

Marketplace

Chinese travelers venturing abroggent $261 billion on

Trend Overview

The APAC region represents several large
growth opportunities, and China is biggest.
China is the secontlirgest travel marketin
the world (behind the U.S.), and it is
positionedtobecome t ! / Qa
penetrated online market in 2017
Growth is being driven by consumer comfort
with smartphone purchasing and a
hypercompetitive OTA environment offering
steep discounts foapp-based bookings

Y2ai

foreign travel in 2016a12% increasever 2015,
representing anew record for global outbound tourist
spending Chinesedourists spent more than any other

O2 dzy (i NE Q&

the largest outbound travel market with some 135
million Chinese traveling outside China haesdr.

Consumers

Consumers in China are very comfortable with smartphone purchasing in compari
to other consumers in Europe and the U.S. General consumer comfort with mobile
LIZ g SNAY I YZ20Af SQa 3INR g Chnedeyonsuress ara alsb @

k 1 PEFOMing more open to travel in Europe, after several years of slowdown after

terrorism concerns.
Technology

2 dzii 0 2 dandRarelalehd@P S € S NE

China leads all markets in mobile bookiyend is set to become the first true
leapfrog marketAs of 2017, 60% of the country's online bookings are made on a
mobile device In contrast, France and Germany lag in mobile bookings. Just 20% ¢
24% of the countries' online bookings, respectively, are being transacted via mobil

Where?

Where are Chinese going this year?

ope
i s hovoyroicl M iy~ Chinese Flight
Bookings Growth For
- — Chl'nese. New Year
Canada 3 East Asia Holiday in 2017
Wil y il (January 28)
latin South \f!_ff.‘i South
fimerica ’ i East sia
+62.9% m%ariu ,Zi‘:% +12.2%
<1% share +67.1% 2% share ] 28% share
s Oceania

3% share
-1.1%
= . 7% share

market share Sources:

&China leads mobile travel bookiRigs t K 2 O dza ¢ N
Qﬂﬂm&mﬂﬁﬂ%ﬂﬂgﬂﬁlm&elt K2 Odz
Record L pbFie { AT
Afte Etde {1AT



http://www.phocuswright.com/Travel-Research/Research-Updates/2016/China-Leads-in-Mobile-Travel-Bookings
file:///C:/Users/mosborne/Downloads/PCWI_PhocusForward_REVISED_7.12.pdf
https://skift.com/2017/04/14/chinese-travelers-set-a-new-record-for-global-tourism-spending-in-2016/
https://skift.com/2017/01/09/europe-bounces-back-as-top-destination-for-chinese-travelers-after-volatile-year/

Growth of mobile and chat

Growth of
mobile & chat

Marketplace

Trend Overview

Mobile will continue to increase in popularity
for travelers, especially in China, but desktop
booking still dominates as the main digital
mode of travel research and purchasing.
Younger travelers researching and booking
trips for the first time will drive the trend

towards more mobile and smartphone usage.

Messaging, voice search and artificial
intelligence (A.l.will also drive a new way of
mobile innovation in the travel sector.

Mobile Share of Online Travel

Mobile now represents 60% - Gross Bookings by Market, 2016

between 2030% of 50%
sales booked through
travel websites online,
but that figure is driven "
higher by rapid growth 20
in China and Europe. 0

S

40%

0

India US. UK. Japan China

Source: ULS. Online Travel Overview Sixteenth Edition; European
Online Travel Overview Twelfth Edition; APAC Online Travel
Overview Ninth Edition

Consumers

Younger consumers will drive the growth of mobile and chat within the travel secto
just as they are doing across all industries. While these demographic trends will dr
a large part of mobile growth, travel providers are also searching for ways to push
mobile bookings forward by improving the mobile experience through chat and
artificial intelligence (A.l.).

Technology
Young travelers aradopting chat and voice toolas the [ et s
new traveler medium. Mobile messaging apps have T ———

recommend | do during the 47 year layover your

become the fastest growing way for travelers to share  wessienas sugesies

trip experiencesChat powered customer servids also e = o "~
becoming integral to travel planning, as companies are c«o«
looking for ways to delight their customers. e

Skyscanner @ Unless you're a huge fan of The
Terminal, I'd probably recommend spending those

o e . r =l R 5 years outside of the airport, so here are a few
Smariphone share of anline bookings by country i

* Missed Songkran but you've got another 46 years
1o enjoy it.

* How do you feel about heights? The Moon Bar is
pretty good and it's open until 1am so you could
spend a good chunk of time there.

* A cruise on the Chao Phraya river could keep you
busy for a while.

* If you get peckish there's a floating market. Not

CAHADA

SOl — ]
FRAHLF — 2 - customer service response goes
UHIED ur;:.;.:: — ‘ viral onFacebook.
[FNARE  — 1
METHEALAHDS
BELGILIM o 7% Sources:
3 62017 Phocus Forward: A Year Ahead in Digital Xréelcuswright.
oGrowth of Mobile Travel Bookingsin 6 Ci¥agts { 1 A T
@N} #SE 1 1a) {1830l yySNDa 3 @dbAl 5 ACHRAR



file:///C:/Users/mosborne/Downloads/PCWI_PhocusForward_REVISED_7.12.pdf
https://skift.com/2016/10/26/growth-of-mobile-travel-bookings-in-6-charts/
https://digiday.com/marketing/travel-app-skyscanners-social-customer-service-response-goes-viral-facebook/

In-destination iInnovation

Trend Overview
The travel activities sector is incredibly
fragmented, buhew startups are coming to
market with tools designed to help travel
providers and tour operatordo manage the
back—end of their businesses. This shift
= Ay v th the growing trend that travelers

meR’anZti?,n" . are ?gklng tdbook travel activities online
through mobile devices while in
destination. There is currently a big industry
push to support irdestination activities.

Marketplace

The travel activities space is one of the largest segments
of the travel sector that hapget to be penetrated by
technology and cornered by larger suppliers and OTAs
Travel activities represent an enormous market
opportunity for businesses across all regions, and
demand is not expected to decrease any time sdon.

the U.S., the activities space represents $29 Billion
annually, in Europe it represents £37 Billion, and in
APAC the number soars to $46 Billion.

\Vj

Consumers

CNF OSESNE IINB t221Ay3 2 GKSANI Y2O0Af
RSalGAYlF A2y Ed | OGRAMARW.G. 8nlirie Ravelefs KO dwdn & N
smartphone said they researched local activities on their phobefore making a
plan or booking an activity in 2015, aPdi% booked irdestination activities by
smartphonein 2016.

Technology

Startups are cateringo local travel companies around therorld more and more.
Travel suppliers in the activities space (traditionally seen agdal) are now able to
access an array of affordable software as a service (SaaS) solutions designed to |
them better connect with customers around the world.

Percent of Travelers Who Booked Their
Activity “In-Destination” (Last Trip)

100% —
80%
Nearly four out of five

online travelers booked
some kind of activity
GARSAUGAY L GA2 Y
their last trip.

60%

Dining Outdoor Cultural Tour or Theme Ticketed
out activity activity excursion park event

ers (U.S.: N=1,003; U.K.: N=1,008; France: N=1,007; Germany: N=1,007; Australia: N=1,011; Brazil: N=1,000;
N=1014)

n Experience, August 2015

Sources:

OQMLHJM&&M&AE&LAMMD@MIWCUSWHQN



file:///C:/Users/mosborne/Downloads/PCWI_PhocusForward_REVISED_7.12.pdf
https://skift.com/2017/01/03/5-new-travel-startups-saying-hello-to-2017-with-some-momentum/
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United Kingdom

Key Points

A

— -3

-__ B A Y
5 EL] - .

S re—

Over half of Brits between.the ages of 25 and 54 .| I 3 "-_f;.',{ ,E' ”.i‘w,’,. 2
purchased vacation accommodation online in 2017. # f é%;f",_:;;?' _—-_ 5 ]F'If E%’ g‘h{ :
/2.

Britsare more likely than-the average European

traveller to use OTAs for inspiration (54% vs. 44%). _ ok Lﬂtﬁ
by =
2 : : i s
21% of Brits report using social media for travel = % ¥
inspiration, 15% report reading travel blogs for the 45
same purpose. b O
Theyounger generation (124 yrs.) turns even more S i ?
to online inspiration, with 40% using 'social media 7117 &
and 33% reading blogs. FLT L Eﬁj’ %
? ,y-. o




UKc¢ Country Overview ===
2| |\
Overview i
The United Kingdom s the third largest economy in Europe after . GDP $2.788 trillion (2016 est.)
GermanyandFrance T ' '
GDP Growth 1.8% (2016 est.)
o Outbound Travel 70,800,000 trips (2016)

KeyTravelDrivers

decisions in Britain.
from 2015.

about 10nights.

o o I» Do

2015

Young Brits have embraced digital travel channels wholeheartedly.
Major global travel channels remain the key influencesttravel

UKresidents spent 731 million nights abroad in 20167% increase
Theaverage length of stay has remained constant since 2011 at

Overall,75% of visits were to EU countriesompared with 73% in

Total Outbound
Expenditures

AverageExpenditure
Per Trip (Outbound)

Average Expenditure
Per Night (Outbound)

Population
Median Age
Population Growth

Per Capita GDP

£43.8 Billion (2016)
£1,077 outsidd=U (2016)
£484 in the EU (2016)

£51/per day inUS(2016)
£6Qper day inEU(2016)

64,430,428 (July 2016 est.)
40.5 years

Increasing 0.53% (2016
est.)

$42,500 (2016 est.)

Sources:
UKProfile CIA World Factbook.
h b { HavefiTrends: 2016¢


https://www.cia.gov/library/publications/the-world-factbook/geos/uk.html
https://www.ons.gov.uk/peoplepopulationandcommunity/leisureandtourism/articles/traveltrends/2016

UKc¢ Digital Travel Landscape =

Onlineand personalrecommendationgirive decisions

Brits rely heavily on digital channels when planning and booking travel
Accordingto the EuropeanCommissionpver half (51%) of UKtravelersrank
websitesas one of the most important information sourceswhen makinga Mostimportant travel information sources in the United Kingdom (UK) in 2015

decisiorabouttravelplans Share of respondents
0% 10% 20% 30% 40% 50% 60% 70%

Which of the following information sources do you thirkre
mostimportant when you make a decision abotfavel plans?

Personarecommendationsand websitereviewsare more important to travel decisionsX Recommendations of riends, colleagues or 610
relatives :
A Recommendationsfrom friends, colleaguesor relatives rank highestin importance Total *websites*
whenmakingadecisionabouttravel plans,with 61% of respondentsstatingit wasone
of the mostimportantsourcesof information. Websites collecting and presenting comments,
reviews and ratings from travellers
A Websitesthat provide reviews and comments from fellow travellers are considered Personal experience
veryimportant to UK travellers,with 42% statingthey are one of the most important

sourcesof informationfor makingtravelplans Social media sites 518%

17%

Websites run by service provider or by

Socialmediaand corporate websitesare lessimportant to travel decisions< daemiee

A Only18% of respondentsrank socialmediasitesasone of the mostimportantsources Paid for guidebooks and magazines 119%

of informationfor decisiormaking

Newspaper, radio, TV 11%;
A Lessthan one in five (1720 respondentsrank websitesrun by a serviceprovider or a :

destinationasone of the mostimportant sourcesfor decisiormaking Travel agencies/ Tourism offices 9%

Sources:

| f Statista
a C f Hudiarometer 432: Preferences of Europeans towarc
tourism,pagai c H 2 ¢ 9 dzNRLISIY [/ 2YY
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Generationabhnd genderdifferencesn onlinetravel habits

Men are more likelyto useonlinetravel servicesand purchasevacationaccommodatioronline. Nearlyhalf of thosebetweenthe ages
of 25and54 haveusedonlinetravelservices

U

Share of individuals whaised online services related to travel
arrangementsn Great Britain in 2017, by age and gender*

Share of respondents

Travel arrangements: Online purchasing in Great Britain 2017, by demographic

0%

Men Women 16-24 25-34 35-44 45-54 55-64 65+

Share of individuals wh@urchased vacation accommodation

onlinein Great Britain in 2017, by age and gender

Vacation accommodation: Online purchasing in Great Britain 2017, by demographic

Share of respondents

0%

Men Women 16-24 25-34 35-44 45-54 55-64 65+

Sources:
Statista
Office for National Statistics (}JR017.
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Thegapbetweenresearchingandbookingis shrinking

More UKtravellersare willing to researchANDbooktravel plansonline

than they were 5 yearsago. Thatbeingsaid,the pathwayto purchase

for manycustomergsbecomingmore complex

A

A

A

Overthree quarters (77 of UKrespondentssaid they used online review
sitesin 2017 whendecidingwhereto go on holiday (BDRC)

More than three quarters (76%) of respondentsbooked a holiday online in
20186 while afifth (199 bookeda holidayin-store and a similarfigure booked
by phone(21%). (ABTA)

Whenaskedwhichmarketingchannelghey usefor holidayinspiration,60% of

respondentssaidthey engagedwith up to 8 marketingtouchpoints, including
paid searchads, holiday brochures,brand website, travel review sites and
socialmedia (MediaHawk)

Share of respondents

How often do you use online review sites when
deciding where to go on holiday?

Frequency of travel review site use in the United Kingdom (UK @1¥16

m 2016 m2017

DEOf st 2 30/0 ..... 2 30/0 .........

T EBEE ! O BEExEm ! o

100/0 ... I - - - - - . Y A - - - - - - - R - - - - - -

500 --- /RN R - - - - - - - AR - - - - - R - - - - - -

0%

Always, for every holiday | take Most of the holidays | take ~ Occasionally, for some of the Never
holidays | take

Sources:

Statista

BDRontinental, January 2017.
Gl 2t ARFE I FoAdGa wSLE2NI HamcZé) !
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Who did you book your travel with?

Accordingto the ABTAUK travellersreport being slightly more
likely to bookoutboundtravelfrom the UKthroughtravelagents
thanthroughonlineplatforms.

Methods used to book outbound holiday travel from
the United Kingdom (UK) in 2016

Share of respondents

Via travel agent that sells A general holiday booking Directly with service
holidays website (e.g. Expedia, providers (e.g. Airline
booking.com., Opodo) and/or a hotel or home

U sharing site)

Differentneedsfor familiesandoldertravelers

Millennials& GenXaremorelikely than othersto bookin-person

A Youngfamilieswith childrenunder five and peoplefrom the most affluent
householdsare the groups most likely to book a holiday in-store, with
overathird of both groupschoosinghis method. (ABTA)

A Youngerpeople are also more likely than averageto book a holiday in-
store, with 25-34 yearoldsratingsignificantlyaboveaveragg2%4). (ABTA)

Boomers & Older Travelers make online and phone bookings

A 4554 year olds and those with older children are the groups most likely to
book a holiday online (both 82%4nd these groups are also least likely to
book instore. (ABTA)

A Among those aged 65+ phone bookings are particularly popuVaith 38%
using this channel to book a holiday. (ABTA

A 52% of the 55+ age group spent more than £1,000 on their last break and
were much more likely to book by phond-or highetpriced breaks,
telephone calls were critical to overcome any reservations customers had and
to reassure them(Media Hawk)

Sources:
Gl 2 ARFE I FoAda wSLIENI HamcZé !
Gl Y 1 2f AREE tEdNBMRE wIIR2 NIR 2H 7
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Travelinspirationhasbecomemoredigital

A In 2006 46% of Brits looked to family, friends and colleaguesfor travel
inspiration, with 41%lookingto printed guidebooks,or consultingtheir local
travel agent (39%). Only 22% consulted OTAs(online travel agents),21%
checkedairline or hotel websitesand even fewer relied on social media
(10%) or blogs(7%).

A In 2016 54% of Brits consulted OTAs,and the number referring to social
media (21%) and blogs (15%) more than doubled comparedto ten years
before.

A Localtravel agentshave seena sharpdeclinein popularity, with just 17%of
Brits these days opting to use these offline servicesfor travel inspiration.
Thisis highlightedfurther whenlookingat the agesplit, where the younger
generation(18-24 yrs.) turnsevenmoreto onlineinspiration,with 402 using
socialmediaand 33% readingblogs

A Brits are more willing to look online as a prime source of gaining travel
inspiration these days AcrossEurope,Brits are more likely than the average
Europeantravellerto use OTAdor inspiration(54%vs. 44%). Whenit comes
to socialmedia,however,Russiartravellerstop the scale with 472%6fuelling
their travel dreamsvia social channels possiblydue to the fact that social
mediaisthe easiestvayto getfreeandvaluableinformation.

N/
L\

Travelbookingis still mainlydone by PC

A In 2006 Brits preferred to book their trips offline, with 5 turningto a
localtravelagentto lock downtheir travel,while only35%did soonline.

A In 2016 79% of British travellersbookedtheir trips online, with only 19%
still using a local travel agent This sets Brits ahead of the average
Europeartravellerin the uptake of online booking,with 29% of Europeans
bookingonline10yearsago,and 73% choosinghisoption today.

A Where British travellersturn to online platforms for booking, the use of
OTAsincreasedfrom 16%to 50% over the last decade with travel search
enginesalso gaining popularity (9% vs 24%), pointing to a desire to
independentlysearchandcompareprices

A UKtravelerssitill prefer to turn to the computerto book their trips, with
7™ usinga computerrather than a tablet (9%) or smartphone (8%).

A Brits may undertake the actual booking activity on a computer, asthey
seethis asa more userfriendly and securemethod comparedto mobile.

A Thisindicatesthat UKtravellersare lessflexible and spontaneousvhenit
comesto actuallybookinga trip. In contrast, younger British travellers
have more confidence in booking on their mobile device, with 18%
alreadychoosingto make bookingson their smartphonethesedays

Sources:
aYlFel]l az2o0Af S hiviakd ¢


https://www.kayak.co.uk/news/wp-content/uploads/sites/5/2016/05/Mobile-Travel-Report-2016-UK.pdf
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TopUKtravel sitesoffer ratingsand pricecomparisons
TripAdvisorand Pricelinerank highestamongtravel websiteshby total
numberof visitorsinthe UK

In the top five, 3fall into the categoryof online travel agency(OTA)or
metasearchsite. Theremainingtwo are localtrain carriersthat R2 y Q U
competedirectlywith pricecomparisorandratingssites

Other sitesin the top ten includethe tour operatorsTUIGroup(owner
of ThomsorHolidays)TI'homasCookandFirstChoiceHolidays

Ryanaiand Skyscannerank nearthe bottom of the list, indicatingthat

websiteswhich provideairfare alone may not be aswell visitedin the
UKassitesthat offer afull arrayof bookingoptions

N

N

Travel websites ranked by visitors in the United Kingdom (UK)
as of June 2015 (in 1,000 visitors)

Visitorsin thousands
0 2000 4000 6000 8000 10000 12000

TripAdvisor 10,983
Priceline.com
Expedia

Trainline

National Rail (UK)

This statistic displays a ranking of the
leading trav el websites ranked by unique
monthly visitor (UMV) numbers in the United
Kingdom (UK) during the month of June 2015.

TUI Group 2,818

Thomas Cook 2,696 :
First Choice Holidays 2,692 :
Ryanair 2,360

Skyscanner Sites 2,325

Sources:
ComsScore, June 2015.


https://www.statista.com/topics/2704/online-travel-market/
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Natural searchvoicesharein the UnitedKingdom(UK)in January20160f top travel-relatedwebsites
Thomascookom, lastminutecom and Thomsorco.uk ranked highest for holidayrelated websites TripAdvisoco.uk, lastminutecom and
expediaco.uk rankedhighestfor hotel bookingswebsites Skyscannemet, cheapflightsco.uk andeasyjetcomrankedhighestfor flight booking
relatedwebsites

Holiday-relatedwebsites Hotel bookingwebsites Flight bookingrelated websites
Share of natural search voice** Share of natural search voice** Share of natural search voice**

0% 10% 20% 30% 40% 50% 60% 70% 0% 20% 40% 60% 80% 100% 0% 20% 40% 60% 80%

thomascook.com 63% tripadvisor.co.uk 79% skyscanner.net 71%

lastminute.com 62% lastminute.com cheapflights.co.uk

thomson.co.uk expedia.co.uk easyjet.com

travelsupermarket.com laterooms.com travelsupermarket.com

expedia.co.uk booking.com tripadvisor.co.uk

firstchoice.co.uk trivago.co.uk expedia.co.uk

easyjet.com travelsupermarket.com lastminute.com

teletextholidays.co.uk hotels.com flybe.com

virginholidays.co.uk kayak.co.uk kayak.co.uk

monarch.co.uk ebookers.com justtheflight.co.uk

Sources:
a1 2t SeddmeS LI2Iediiary>2016, page Greenlight Digital.
Includesonly Google Ulsearches.
** The share of natural search voice was calculated considering the share of keyw

for which the website rankedh searchresults.
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©@tripadvisor

UNITED KINGDOM

o7 skyscanner

& airbnb

"RYANAIR

& Expediaco.uk

Tripadvisor.co.uk

Skyscanner.net

Airbnb.co.uk

Ryanair.com

Expedia.co.uk

travel sites, depthinterviews andfurther analysigisingAlexaand SimilalWebwherepossible

N/
L\

o Average . . .
Monthly Visits* | Web Rank Bounce : Basic Demographic&Relative to
(In Country) | Rate ;';2,2 o REERLE Rl general internet population) LpEEE HEliE
. . S : 81%of traffic comes from search
1. Tr!padV|§or A Ma!or!tyw!th gradugte education engines, 41% of people come from
2. Trip advisor A Majority without children ooale co.uk. Less than 1% traffic
50.7M(+18%)  #42 55.3% 3:20min 3. Premierinn A Overrepresented ifJSD630k$60k ~ J00J'S-CO-UK- L€ °
) comes from social. Most referral
4. Restaurants near me income bracket )
5. Travelodge A Majority between25-34 years old S
’ and holidaypirate.
1. Skvscanner A Majority female 39%of traffic comes from search,
2' Ry):;nair A Majority with graduate education 13% of people visiting come from
. ' . A Majority without children google.co.uk. Less than 1% of
0, 0, o
ZIER LI 20 w9 2 SRR Tl 2 Eﬁsﬁg:t A Overrepresented inJSD $6560k traffic comes from social. Most
5' skgscanner income bracket referral traffic comes from
’ Y A Majority between25-34 years old vacationbargains.co.uk (27%).
1. Airbnb A Majority female 30% of traffic come&om search,
2. Airbnb A Overrepresented by25-34 year olds  30% of people comes from
13.9M(+19%) #38 27.4% 9:05 min 3. Airbnb London A Majority with graduate education google.co.uk. Around 4.5% comes
4. Airbnbuk A Majority make betweerJSD $30k from social, with 84% of that from
5. Airbnbamsterdam $60k Facebook.
1. Ryanair A Majority female 39% of traffic comes from search,
2. Ryanair A Overrepresented by25-34 year olds 5% of traffic comes from
52.1M (+10%) #196 57.1% 4:17 min 3. Ryanaircheckin A Majority with graduate education google.co.uk. About® comes
4. Rayanair A Majority make betweerJSD $0 from social, 78% of which comes
5. Cheap flights $60k from Facebook.
1. Expedia A Majority female 39% of trafficcomes from search,
’ P A Overrepresented by2544 year olds  26% of traffic comes from
2. Currencyconverter A Majority with graduate education google.co.uk. Less than 1% comes
0 o . . . .co.uk.
HORE2) A A0 HES Al 2 t:z:nr?ilnnuuttee A Majority without children from social, 47% of which comes
5' Exoediaik A Majority make betweerJSD $30k from YouTube, 43% from
’ P $60k Facebook.
TheseDigital SellingPlatformsrepresent a selection of the top travel websites in this market. Theyinclude websites that fall under the sgxlg?ﬁ
categoriesof OTAmetasearchcomparisorand ratingsand suppliersites. Siteswereidentfied througha reviewof publishedarticleson top “Similar Web
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Traffic Sources
SY7 H T .
trlpuagovmlénoo[‘ tripadvisor.co.uk 80.7% | 14.21%
‘?-F,: skyscanner skyscanner.net 39.62% 54.29%
@ airbnb airbnb.co.uk 29.92% =) 57.43%
TRYANAIR ryanair.com 38.73% . 10.22% 49.06%
& Expedia.couk:  expedia.co.uk 38.82% | 22.62% 37.78%
search M social link direct
\ ) Sources:
TheseDigital SellingPlatformsrepresent a selection of the top travel websitesin this market. Theyinclude websites that fall under the *smﬁ‘i'gf"w;;’
categoriesof OTAmetasearchcomparisorand ratingsand suppliersites. Siteswereidentfied througha reviewof publishedarticleson top

travel sites, depthinterviews andfurther analysigisingAlexaand SimilalWebwherepossible
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Overview

Brits are now sayingthey have engagedwith up to 8 marketing
touchpoints, including paid search ads, holiday brochures, brand
website,travel review sitesand socialmediaaccountsbefore makinga
traveldecision

Thismay in fact underestimatethe numberof marketingtouchpoints,
as Expediareports that Brits go to_travel websitesan averageof 121
timesin the 45daysleadingupto bookingatrip .

With ad spendin the sector outstripping growth, and the buying
process becoming increasingly complex, travel marketers face a
challengenvhenit comesto attributing valueto specifianitiatives

Businesseshouldbe looking to connectwith potential customersand
travelers across a wide variety of channels In the UK, this is
particularly important for younger audiences Millennials and those
betweenthe agesof 18-24 rely justasheavilyon socialmediaandblogs
for travelinspirationasontraditional OTAsandtravelsearchengines

\Vj

Top UK Travel Blogs

Victoria Brewood 1 Pommie Travels ‘ﬂ}l
With over 48 countries under her belt, Ny '
Victoriais a full-time blogger and 7

freelance writer, updating her readers J (‘ ‘)\

I |

1
- . . N
with snaps and reviews, as well as o oty
essential advice for solo travellers. She
has over 22k Twitter followers and is Victona Brewood
ranked as one of the Top 10 UK Travel '
Blogs by Vuelio.

Suggested

The Whole World is a Playground is
authored by couple and travelling
companions, Elaine and Dave. With an
ambitious goal to \visit 15 countries a year,
while working full-time in Ireland, they
decided to create a travel blog to document
all aspects of their travels and to prove that
you can explore while chasing a career. 52k
followers on Instagram and a Top 10
ranked travel blog by Vuelio.

Sources:
aly |2f'7\ARI-Aé ttlhyyay3 |-,yﬁe 2217
a¢NF St SNA t | UK gHExpedial Medid SOaNGnK


https://info.advertising.expedia.com/hubfs/Content_Docs/Premium_Content/Study_Path to Purchase_Combined.pdf?t=1503008675499

UKc¢ Expert Spotlight

Sara Pastor

Managing Director,
Destination MediaEMEA
ADARA, Inc.

How would you describethe current state of the
travelandtourismindustryin the UK?

UKis still one of the biggestand most advanced
markets in Europe alongside Germany, France

People travel a lot, and there is a lot of

competitionfor travelers

What are some emergingtrends you see in the
travelandtourismspacen this market?

Packagetravel is still important but Brits are
switchingto individualtravel via h ¢ |. Bspecially
true with the rise of short-haulairlines

Shorthaul airlines are opening more regional
hubs Birmingham Bristol, and those placesget a
lot of traffic.

People are more aware of digital options,
marketers more aware of digital channels UK
marketerstend to be very advancedin terms of
datausageasseenin! 5! wekgerdenceworking
with Programmatic

How do people ithe UK tendo make
travel decisions?

Brits travel to outrun bad weather: beach
destinations are popular above all

Travel tends to be organized faradvance,
the perceptionis that if you miss the sales
F FOGSNI / KNRA&aG YL &
missed the boatn the same way, the end
of summelis the best time to plan your
Christmasholiday.The third most popular
time for Britsto travel is Easter

Lastminute travel popular with younger,
more digitalsavvy travelers.

How do these consumers typically research and
purchase travel products?

This completely othe type of traveler.
Millennialsusethe internetto search for new
things,with anemphasis on experienc&éhey
lookat online videosinstagramsocial
networks, etc. They even outright dek

T 2 NJsuggestions iam dridhb sédf cannetidrazQ @

through these channels.

Older travelers might ask for recommendations
from family throughword-of-mouth.Older
travelers also look for afhclusiveoptions from
tour operatorsTV reports are also an important
source of travel research. They use online
researchsources less frequently.

What types of marketing channels influence travel and tousishaviorin this market?

Video is very inspiring, now distributed mostly through social media. Video tends to be mosit
effective in converting interest into booking. Facebook, Instagraraffective channelor
distribution of marketing content, agell as on booking sites.
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Sara Pastor

Managing Director,
Destination MediaEMEA
ADARA, Inc.

Whatarethe biggestdigitaltravel channelsn the UK?

TravelZop Secretescapes£xpedia,Booking,Skyscanner,
KayakTripAdviserPackag&avelsites,e.g. Tui

What key digital channels are used for purchasing
productsversusresearchingravel?

Metasearchesfor research (SkyScannerKayak, Trip
Adviser) Bookingand Expedigor purchasing

Why aresome channels more successful at attracting
customers than others?

Choice is important: package websites make it difficult to
compare, individualizdravelers are likelip use three
levels of searching: metasearch, OTA, and individual
service provider (airline, hotel chain).

Particular channels can be successful/popular for
particular needs/campaigns. (E.g. luxury travelers use
different booking methods than adventuravelers.)

How do destination marketing organizations promote themselves effectively?
What works well?

Very targeted campaigns thstiow the organization knows its target audience are
most effective Cosmopolitan traveletend to beenticed by gastronomy,
adventurers by adventure, seasoned travelers by newness and possibility, etc.

For exampleGreece has worked hard to attract luxury travelers with specific
branding and marketing to the wealthifhe United States has been targeting
families, so the timing to book is different (more advanaau),channel$or
marketingto families are different. Spainasning to attract cosmopolitan travelers
and has targeted just a few cities in the UK for urban travelers.

Itis crucial for the destination countxydifferentiate itself. Why Finland? Maybe as

a stopover for farther travel (on to Asia, etc.). Maybe for some other reason. (Winter
travel?) Uniqueness of experiensieould be the priority. Companies should also

look to develop partnerships witkirlines,other travelagencies, including OTAs.

What could be done better?

Blanket awareness raising of a destination does not work. Too much competition
means thatyou haveo befocusedon a key segment to nataste moneyTimingis
crucial:companies have capitalize on the early bitltbokers. Manyravelers in UK
still veryconservative, for instance they trat@lsame beach every ye#tris useless
to targetthem, instead yohave to find the right niche/targeted audience.
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Overview

TheUKrepresentsa massivemarketfor travel companiedookingto reachnew audienceghrough digital channels 796 of British travellers booked
their trips online, with only 19%still usinga localtravelagent Travelhabitsof millennialsandaroundresearchandbookingwill alsodrive companies
to cater their products towards this youngerdemographic The pathway to purchasefor UK travelers (especiallymillennials)is becomingmore
complexandcompaniesnustlookto connectwith potentialcustomersacrossasmanytouchpointsaspossible

ChanneRecommendations

Investin paid searchthrough Google Faceboolandlnstagramto drive searchtraffic

A Majordigital travel channelsn the UKstill receivemostof their traffic from search A costaffectiveway of increasingJKtraffic to your companyor destinationis through
paidsearchadvertisingchannelseitherGooglekeywordadsor targetedFaceboolads

A 40% of UK millennials(18-24 yrs.) get travel inspiration through socialmedia, and 33% through blogs Asthis population beginsto travel more frequently, it will be
importantto inspirethemthroughpartnershipswith blogsand advertisement®nsocial

Partnerwith OTAd0 promoteuniquelocationsandtimesof year
A Inthe UK,OTAscompeteheadto headwith suppliersto capture more traffic from potential customersand travelers Considempartneringwith an OTAlike Expediao

developad C A 2 zbakn@gaigrfor yourcompanyor destination

Partnerwith nichesuppliersandleadingtour operatorslike Aironb andThomasCook
A Focuson building partnershipswith niche accommodationgroviders(i.e. Airbnb) and leadingtour operators(i.e. ThomasCook) Airbnbisincrediblypopularin the UK,
andit is makinga big pushto promote locationspecificactivitiesand would be lookingfor unique content ThomasCookhasfew offeringsfor Finland(only Laplandn

Winter),but maybe opento expanding

N\



Germany

Key Points

Al w{ Aa&d DSNXIYyeQa YI 22NJ
competing directly with Booking and Expedia.

A Online travel booking grevirom 14% of all pre
booked holidays in 2006 to 38%4016.

A Germans still prefer to book holidays fade-
face (41%) to booking online (38%20% prefer
to make bookings over the phone.

A A focus on safety will drive travel decisioms/er
the next several years.




Germany Country Overview

Overview

Germanyis the fastest growing amongthe G7 states 9 dzN.P lade8 &
economyexpandedat the fastestrate in five years,showinggrowth of
1.9%in 2016

KeyTravelDrivers

A Popularity of OTAs is increasingaditional travel agencies are
feeling pressured.

Averagdravel time isincreasing

Singlesare most likely to spend time abroad

Germans tend tatay the longestin Scandinavia

Germans spend an average of 13.1 days on holidanother
European country

70% of all travel over 5 days was outside of Germaihe greatest

To T Do I Do

percentage of which (36%) was to countries on the Mediterranean.

GDP
GDP Growth
Outbound Travel

Total Outbound
Expenditures

AverageExpenditure
Per Trip (Outbound)

Average Expenditure
Per Night (Outbound)

Population
Median Age
Population Growth

Average GrosSalary

$3.5 trillion USD
1.9%(2016)

83,008,000 trips (2014)
€70.5 billionEuro (2013)

€842 (2013)
€101

80,722,792 (July 2016 est.)
46.8 years

Decreasing0.16% (2016
est.)

€44,400 (2016)

Sources:
EURJanuary and Februa2pl7.


http://www.fur.de/fileadmin/user_upload/RA_2017/RA2017_First_results_EN.pdf
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Travelersstill preferpackageholidays,but that is changing
Currentlythe packageholidayremainsthe mostimportant form of holiday
organisationand the personalconversation,especiallyin travel agencies,
the most important booking channel That being said, individual travel is
growingin popularity, (FURJanuanandFebruary2017)

G / 2y a dovifisledde in digital shopping and payment methods is
increasingwhichis solidifyingD S NJY | pgsitigdasa leadingonline travel
Y I NJ $ysRaiphMerten, Phocuswrightsenior market analyst,Europe
a1 2 ¢ SiseNanetrationin Germanystill lagsthe Europearaverage as
manytravellersstill utilise traditional travel agentsto book packagedravel
andcruisest (Phocuswrigh2016)

Digitalwill eventuallybecomemainstream

Germansare usingthe Internet to researchholidaysand to make travel
bookingsmore and more in recent years, but there is still a substantial
proportionof the populationthat prefersbooktraveloffline.

In 2016 Germansstill preferred to book holidays faceto-face (4199 to
bookingonline (38%). 20% prefer to make bookingsover the phone. (FUR
JanuanandFebruan2017)

N\

This table shows the most
common ways of booking a
hotel among Germans. In
2016, 80% of Germans said
they almost always or
frequently made hotel
reservations online.

This table shows the results
of a survey of the use of the
Internet to search for travel
related information and to
book travel online. In 2016,
43% of the population in
Germany had made a travel
booking on the Internet.

Internet killed the Reiseblro
st comman way of booking a hetel (%)

Maszly  almest always f"l:l,'..j[‘:ntl‘g'. seldom MEvEr

deaking vis Intemet-Travel-Postal
| &

Direct boaking via hotel we=bsite
Diir=ct beaking at the hotel by phone, fax cor e-mail
I T I

deoking In the trawel agency

Oirgct booking with the tour cperater by phane, fax o e-mall

Cirecl bocking at the deslinaticn uppn aerival

Oremtinas of “HFE am o

P W g 114 o w e 1o csending
WEREIE) Basic 1243 inleiioas in e D18

statista

Sources:
Statista
EURJanuary and Februa2@l7.
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http://www.phocuswright.com/Travel-Research/Research-Updates/2016/German-Online-Gross-Bookings-Soar

Germanyg Digital Travel Landscape =

Focuson informative contentfirst
For providers in the tourism industry, the question of how to
better reachcustomerdsbecomingncreasinglymportant.

Most Germansprefer informative and serious communication
about travel related content, rather than funny or emotional
content Tourismprovidersshould therefore provide information
that givestourists an impressionof what the holiday destination
will looklike,andwhatthere isto do atthe destination

Content Marketing: preferred content for inspiration

Impressions what the destination looks like 55%

HI

Impressions of potential holiday experiences

:|
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Getting to know local tradition and culture

Significant historic places/events
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Typical food and dninks
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Information about prices

Information about the weather/climate

w
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about accor
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2
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Insights into the locals' daily lives

N
2
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Ideas for possible activities

SociaMediaKampagnhe: SouthAfricanTourismBoard

Thissocialmediacampaigns uniqueto digital marketingin the tourism
industry in GermanyWhy?Quite simply, it takesa lot of courageto go
newways

The South African Tourism Board and its marketing decision makers
demonstrated a far-sightednessin 20152016 and wanted to do
something new, something that was not yet available in tourism
marketingin Germany a cross mediacampaignthat fully relied on the
power of socialmedia At the centerof the campaignwasa campaign
page, on which there were always new actions under the hashtag
#DeinSudafrika

&=

Theresultswere impressive more than 10,000
amountswith the HashtagfDeinSudafrikavere
published,more than 2,500 picture uploadson
the campaignsite and more than 8.8 million
campaign range achieved this social media
campaign

Sources:
Statista
South Africa Tourism Board
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Ranking of the largest travel portal operators in Germany in the years 2014 to 2016
Larq esbortal ODe ratOFSd rlve Sal es n 20 16 according to mediated turnaver (in millions of euros)
The largest digital selling platforms in Germanyin turnover are -- I opemms i Gemmany sccorting o medoiedarmoes
Bookingcom Expediade and HRSle. HRSis an outlier from the i the years 20ULto 2016 In 2016 Uniter
K . . ) . eg ab-in-den-urlaub.de, fluege.de, reisen.de] was
group becausat competesdirectly with globalOTAdike Bookingand estimated a5 1.1 Bilion euros.
Expediabut it isa domesticGermarprovider

|

Salesin the GermaneTravelmarket amount to €31,548 million in
2017 Accordingo forecastsa marketvolumeof € 39,952 million will
be achievedin 2021; this correspondsto an annual growth rate of
6.1%(CAGR017-2021).

Travelsupplierscontrol more businesghan OTAs
Travelsupplierscontrolled 59%of the online travel market in 2016
comparedto just 41% for online travel agencies(OTAs) OTAswill
loseshareto travel providersin the comingyears,due to aggressive
efforts by suppliersin all segmentdo drive direct online bookingsas

(1]

well as pricing policy regulationsin the hotel market that favor L
suppliers By 2020 h ¢ ! shateof the online market will fall to 38% - ,i
0 a D S MiMiheGrosBookingd 2 | PRaEcaswrighf016). - e

M WWSN¥IY hytAyS DNRA&A

Sources:
Statista
. 2B A
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o Expedia.der

@ HRS

—..___

ab-in-den-urlaubfde

Deutschland

Urlaub

Site

expedia.de

hrs.de

ab-in-den-urlaub.de

check24.de

airbnb.de

Monthly

Visits* (July
2017

4.34M(+10%)  #401
3.14M(#9%)  #719
3.66M(+11%) #344
12.4M (+1.2%) #112
7.77M(+9%)  #174

TheseDigital Selling Platformsrepresent a selection of the top travel websitesin this market. Theyinclude websites that fall under the

Web Rank
(In Country)

Bounce

Rate

39.0%

30.1%

28.2%

28.4%

32.7%

Average
Time on
Page

5:45min

4:41 min

9:04 min

7:51min

8:39 min

Top 5 Keywords

1.
2.
3.
4.
5.

G0 > € [=

G > 9w = MRS ©1 (= 09 [ =

Expedia

Fluge

Flugbuchen
Hotelbuchen
Billigermietwagen

hrs

hrs deals
hrs hotels
hrs.de
hrs hotel

Ab in denurlaub
Urlaub

Last minuteurlaub
Urlaubbuchen
Abindenurlaub

Check24
Check 24

Billigermietwagen
Check24irlaub

rechtsschutzvericherung

airbnb

airbnb

rbnb
airbnbberlin
airbnbhamburg

Channels

Basic Demographics

T> To To T

o o o Do

oo PoTo oo  ToTo To  Io oo

Majority female

Majority with graduate education
Majority without children

High income, overepresented ilJSD
$60-$100k+ncome bracket

Majority female

Majority with graduate education
Majority with children

Tend to make betweeb)SD $36560k or
USD $100k+

Majority female

Majority some or no college
Overrepresentedby45-54 and 65+
year olds

Majority make betweerJSD $665100k

Majority male

Overrepresented byd5-44 and 4555
year olds

Majority with graduate education
Majority makeUSD $36560k

Overrepresented byd5-44 year olds
Majority with graduate education
Majority without children

Majority makeUSD $36560k

Upstream traffic

26%0f traffic comes from
search engines, 24% from
google.de. Less than 1% traffic
comes from social. Most
referral traffic comes from
trivago.de and reis&oala.de.

31%of traffic comes from
search, 29.8% of that comes
from google.de. Less than 1%
traffic comes from social. Most
referral traffic comes from
bambella.de and holidu.de.

62% of traffic comefom
search, 42% comes from
google.de. Around 2% comes
from social, with 84% of that
from Facebook.

47% of traffic comes from
search, 40% of traffic comes
from google.de. Less thdlb
comes from social, 45% of
which comes from Facebook.

21% of trafficcomes from
search, 23% of people come to
airbnb.de from google.de.

2.8% comes from social, 77% of
which comes from Facebook.

Sources:
Alexa Pro
*Similar Web

categoriesof OTAmetasearchcomparisorand ratingsand suppliersites. Siteswereidentfied througha reviewof publishedarticleson top

travel sites, depthinterviews andfurther analysigisingAlexaand SimilalWebwherepossible
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Traffic Sources

@ Expedia.de expedia.de 25.94% 27.08% 46.31%

@ HRS hrs.de 30.61% " 59.26%

e {
ab-in-den-urlaub!de ab-in-den-urlaub.de 61.92% L 28.04%

Deutschland Urlaub

check24.de 47.01% H 45.81%
CHECK24
. airbnb.de 21.12% 12.01% 64.07%
/2 airbnb

search B social link direct

Sources:

1
TheseDigital SellingPlatformsrepresent a selection of the top travel websitesin this market. Theyinclude websites that fall under the *smﬁ‘i'gf"w;;’

categoriesof OTAmetasearchcomparisorand ratingsand suppliersites. Siteswereidentfied througha reviewof publishedarticleson top
travel sites, depthinterviews andfurther analysigisingAlexaand SimilalWebwherepossible
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Ove rVi ew The TRAVELBOOK editorial team provides TRAVELBOOK =
) ) eXCItlng repons, Sel'VICG tOpICS,the best tlpS and SOMMERZIELE  DEUTSCHLAND  FLIEGEN  KROATIEN  SERVICE NEWS ANGEBOTE Q
German travellers are becoming more technologically and photo-dreams for dreaming to help finding the :
i ; i favourite destination and learn all about it. On
gllgltally savvy, but they still want personalised travel their travel pages, they provide compiled
information. information on the most important destinations in

the world - a digital travel guide with useful facts

61%o0f Germanssaythat they havedoneresearchinto holiday and tips from the editors.

travel online, while only 43% say they have made a booking
online. e
Neu ——— 7 xx 10’0 80
Top Germantravel blogs include TravelBook ReiseReporter T
and Abenteuer Reisen ("Adventure and (i N} 3% MM IZy & Qa - N
largest online travel magazine Thesetypes of inspirational
publications are more popular for younger populations in
Germanythough someolder travelersmay also look to these
publicationdor inspiration

oge
- )

"Adventure and travel" is e E

Germany's largest travel magazine g

with a clear focus on long-distance ——

trips, city tours, lifestyle and outdoor f %

activities. Ten times a year, they

publish a report with large travel Reise Reporter( " Tr avel Agen

\ ) profiles from all over the world. Re p o r ananlineitrasel guide and
U provides as well insider tips to
inspire and offer you practical travel

tips and travel recommendations.
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Tino Kapolka
HolidayCheck AG

Senior Business
Analyst ECommerce

Howwouldyoudescribethe currentstateof
the travelandtourismindustryin Germany?

df you compare the German touristic

Whataresomeemergingrendsyouseein the
travelandtourismspacen this market?

G ¢ Kiditaltrend startedbut is still reallyfar

industry with other industry sectorse 2 dzQ ffrbm being completed Individual touristic

see that the digitalization is not so
advancedyet. Agood exampleis that a lot
ofthe classicapackagdolidaysarebooked
offline in travel agencies In addition you
can consider that the number of travel
agencieR A Rdédixéisen lot in pastyears
Comparedto other industry sectorsis the
personalconsultationveryimportant for the
customer

Anothercomponent,whichis not soacute
but still important, is safety If you look at

the book pay of turkey you can observe
that the numberof the bookingsdecreased
a lot comparedto 2 or 3 yearsaga In

generalt canbesaidthat peoplewho want

to book a classigpackageholidayliketo be

advisedpersonaly

servicessuchas bookingflights or hotels are
mostly booked online Classical package
holidays,which familiesbook everyyear, are
mostlybookedoffline in localtravelagencies
A comingtrend could be chat boards and
voicesearch L {s@ringthat peopletry and
are experimentingo searchfor trips by voice
search Thisis not an establishedrend in the
marketyet.

Apart from that are relatively simple topics
who makeproblems Thequality of datais a
big theme The prices and offers are not
stabile Sothe priceis changingand dealsget
out of stock Thisproblemexistsfor 10 years
and we still R 2 yh@vié a solution for that.
AccordinglyA ie€sierto goto atravelagency
andthey dothe work for you.

How do people itermanytend to make travel
decisions?

GLGQa GKS adzyyYlFdAazy 27
Firstly people exclude travel destinations in terms
of safety and political conditions. They ask
themselvesV R el save in this countfy&nd

Y K 2l@gldealwith the political circumstances
over ther [dwe take the examplurkeyagain:
¢dz2N) S& Aa 1AYR 2F al ¥S
to go there because of the political differences.
{2 GKS FANRG adsSLl Aa
feel comfortable with. After that people set their
budget. After the exclusion process people
classically focus on their budg€hey try to get

the best result out of their own budget. Within
this they try to get the most stars hotels, the
nicest rooms, preferring direct flights and get a
nice locationSo in general people try to get the
maximal performance out of their budget. Also,
people like to send a mail or go directly to a
travel agency and give information how long they
want to fly away, if they want to spend their
vacation at the beach and which budget they
want to spend. According to this the agency give:
GKSY | LISNBR2YlFf 2FFSNJ
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Senior Business
Analyst ECommerce

What types of marketing channels influence travalvhat are the biggest digital travel platforms in Which key digital channels are used for

and tourism behavior in this market? Germany? purchasing products versus researching trips?
GCKSNBE Aa | OKFy3aS o0Sa@lLded & KST Lik OF I A5iG 8 R1aAIES? HOGHG RG] D2 YI'SEBodgleO Ny LT
Al Qa RSTAYyAGSt e y2i0 G KhenitistHalidayChéck, €reak24idBienl )t Srendaibd the 8ahiiimer's starting poinind
¢CKAA A3 LI NIfeé RdzS (2 UllaSEpédafde BEolb.de HdwedzieS thei Qeie aikelqiNRdifferent websites, as

to show certain points in the online platforms. If aThese are the largest travel platforms when it Google's studies also show, thhe

family with two kids want to booktwo separate O2 YS& (2 LI O1F 3S & 2 dzidindumbris oril3 @ifigrent platfalnis lekdore | ¢
NE2Yaz: AdQa Yz2ahtea y2lbodkegaadtebor fiyht baokidgicdndnd2 y dekiging onlaripEksidés that you can read

to do. In addition, customer requirements expedia.de are the pioneers in my opinidvhat reviews on Google, view pictures of the
regarding the baggage (surfboard), flight times orecently also has become a standard, is Airbnisurroundings and the hotels and read

other individual services can not be fulfilled by th€o everything what has to do with "sharing  different descriptions. A larger factor,

online portal.These points are very difficult to ~ economy" has become larger. Through this trendwever, is also the social surrounding.

map online and can be perceived more you can book a private room instead of bookinignformation and reviews from friends and
conveniently in travel agencies. The future idea a hotel room. This is more a substitute for families can be really influencing. In

2 F 2YyfAYS 0221 Ay 3a héelsfiakdleds cinfp&itioDfdepaciayeS NJ cariclysiorditlcan be said, the pool of
which hotel they want, whatkind of a transfer, K2 f ARIF @ & Ay & dzY Y SN®¢ information is very scattered. There is no
which additional services and specific luggage specific medium where you go to get all
need to be transported. After that appears an AYTF2NNEGA2Y ©¢

individualized product with regard to the
customerDue to the technical possibilities, this
can unfortunately not be surveyed yet in the
online market ¢
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Why, in your opinion, are some channels more successful at attracting consumers theh others

"Marketing!There are online channels likavagowhich are extremely present. On the other

side, "consumer experience" on the website itself is very important. Because of that, customers
get back a second or third time on the website.

Aparade example is booking.com, which does it very well. The content, the pictures and the
descriptions give the customer a good feeling. The consumer can get an idea of everything and
even after booking, the customer receives information, which makes them feel very well advised.

After experiences like that, the customer comes back to the platform to book the next trip.

When it comes to booking flights, KayakyscannendSwoodoamake life easier for the

customer. In the search engine, the most favorable variants are shown in comparison and people

do not have to look for the most favorable variant on 15 different platforms. For flights, the

O2YLI NR&2y A& 2F O2dzNB ST YdzOK Sl &aASNI KFy gAGK O2YLX SE

LI O I 3



Germanyc Expert Spotlight o

How would you describe the current state of What are some emerging trends you see in theHow do consumers typically research and
the travel and tourism industim Germany? travel and tourism space in this market? purchase travel products?

GThe Germans are still traveling equally well. dndividual travel is becoming more and more "90% of all travel starts on the Internet and

It has not changed very much. The travel popular. This means that customers assemblethen it is considered whether they book online
behavior of the Germans has become or has their own trips Another trend are cruises in  or offline. But about 50% of all trips are booked
remained fairly stable in recent yeaFhie Germany. But there is still the capacity via digital channels$hort trips are mostly
destination distribution has changed. Inthe  problem and there are more ships buiilhe booked online and long trips are booked in
_ issue of Turkey Spain, Greece, Portugal and Chinese market is quite exciting and is slowly travel agencies. We are sure that we will
Michael Buller Croatia have profited enormouslyowit is so, coming to Europe. The Asian pok&iripts overtake the travel agencies this year."
Verbandnternet that the destinations have become relatively becoming more and more popuiag
ReisevertriebeV (VIR) dense, and because it is so favorable in Turkey, Whattypes of marketing channels influence
BoardMember some Germans visit Turkey agdin. What are some emerging trends you seein  travel and tourism behavior in this market?
the travel and tourism space in this market?
What are the biggest digital travel platforms in Wdza i y2¢ A0GQa D223ftSo
Germany? GLYRAGARdzZEE GNI @St A dhe oo&ishenvarkel ahd MakedB big Y R Y 2

popular. This means that customers assemblecompetitions to all other platforms. Most of all
G¢CKAA Aad RSLISYRAY3I 2 yheidokistrips. Aathestyend dre éruisSsyin A iecause they have more information from the
comes to the hotel sector, it should be Germany. But there is still the capacity customer than any traditional travel
Booking.com and HRS.de. But also Expedia.d@roblem and there are more ships builThe LI F G F2 N¥yaode
would | count. When it comes to package Chinese marketis quite exciting and is slowly
tours, it should be HolidayCheck and O2YAY3 G2 9dzNPLIEPQ ¢KSB ! aAly LER2NIFE W
/| KSO1 Hndé 0SO02YAyYy3 Y2NB YR Y2NB LJ Lz I N3¢
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Michael Buller
Verbandnternet
ReisevertriebgV (VIR)
BoardMember

Why, in your opinion, are some channels more successful
at attracting consumers than others?

"It always depends on whether they are beneficial to the
custome® &
Do you have experience with promotional campaigns that

focus on marketing specific destinations or product tyfes

aYes, Norway, Austria, Sweden and Hambugg

How do these organizationsend to promote themselves?

dTheymakean unconscioupositive impression on people
from other countriesespecially wheit comes to political
or environmental issues. It does not always have to be
about travefb &

Whathave you seen that works well?

Gb2NBlIe& Aa R2Ay3 OSNE oSt f
has left a positive impression in people that they made an

Fyy2dzy OSYSYy G GKIFG FNBY HAHN

Which digital channels do these campaigns tend to use most

frequently? Why?

G¢KSe dzasS az20Alf YSRAL

I YR
2yt

OKIyy &t a

bloggers of YouTube and classical PR media. So it is a mix of a lot
2T OKlIyySfta G2 NBIFOK Fa Ylyeée LIS
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Overview

D S NJY | dygakiravel marketis setfor growth, thoughit will be constrainedby the continuedreluctanceto stepawayfrom faceto-face booking
andbrick-and-mortar travelagenciesGemansstill prefer to book holidaysface-to-face (41%) to booking online (38%). 20%preferto makebookings
overthe phone YoungerGermansre interestedin travellingindividually,and manyof them are more opento purchasinghroughthe internet and

viamobile.

ChanneRecommendations

Positionproductsandservicego alignwith German(i 2 dzNdtefest i Safety
A Uselanguageandimageryin advertisingand marketingthat alignswith D S NJY lintér@<@in safety

Partnerwith leadingOTAportalsHRSBookingand Expediao drive the mosttraffic
A Major OTAsare the keychannelsirivingboth researchandbookingof travelin GermanyExpandyoureffortsto partnerwith theseportals

Lookto Instagramandsocialmediasiteslike YouTubdo engagewith youngerGermans
A Socialmediawill be a keyareaof growth in the travel sector,especiallyamongyoungerGermans Partnerwith thought-leadersand influencerson major socialmedia
channeldike Snapchat|nstagramand Twitterto increasebuzzaroundyour productor service
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Netherlands; Country Overview

Overview

The Netherlandsis the sixth-largest economyin the EuropeanUnion,
plays an important role as a Europeantransportation hub, with a
persistentlyhightrade surplusandlow unemployment

GDP
GDP Growth

Outbound Travel

KeyTravelDrivers
A Dutch travelers mainly book onlinthrough OTASs.

Total Outbound
Expenditures

A Over80% of the populatiortakes annual holidays. AverageExpenditure
A Rest/recreation, sun & beach and visiting friends and relatives are key Per Trip (Outbound)
factors influenc_ing their holiday choice. _N ature is also a bigger Average Expenditure
influence than in many other EU countries. Per Night (Outbound)
A Domestic holidays tend to be shorter (over half under 5 days), :
. Population
outbound holidays tend to be longer (half over 9 days) .
A Younger Dutch travelers are especially interesteatiive and Median Age
adventurousholidays. Population Growth

A Dutch travelers show different spending behavior ackssinents,
with a cleampreference fototal package deals in Africa and
W OO02YY2RI GA2Y 2yfeQ Ay 9dz2NP2 LSO

Average GrosSalary

$870.8 billion (2016 est.)
2.1% (2016 est.)
30,600,000 trips (2016)
€18.4 BilliorEuro (2016)

~ USD $445
~ USD $98

17,016,967 (July 2016 est.)
42.5 years

Increasing 0.4% (2016 est.)
$50,800 (2016 est.)

Sources:
Netherland®rofile CIA World Factbook.
dNetherlands Visitor Characterisficé  + A & A |


https://www.cia.gov/library/publications/the-world-factbook/geos/nl.html
https://www.visitbritain.org/markets/netherlands
https://www.anvr.nl/publicatie/TravelTomorrow_Report_Appendix-2944.pdf

Netherlandsc Digital Travel Landscap m

Dutchtravelersaredigitally savvy

Dutch travelers mainly book online via diverse travel portals taking into
account price and offer differentiations and safety of payment, as well as
existence of different payment channels and trackrecord of the
portal/travel/tourismagency

Dutchtravelerstend to be loyal to a travel agent/tour operator whom they
havecollaboratedwith andtend to usetheir websitesasa starting point for
booking travel online. Theyalsotend to not stickonly to domesticproviders
but havean openviewon the travel/tourist market by being ableto identify
the exactmostlytailor-madeoffer they canfind.

Overhalf of Dutchtravelersbooktheir holidaysonline

Share of individuals

The Internet has become the main vehicle for the Dutch to plan and book their

holidays. With 89% dhternetpenetration, the vast majority of the Dutch

population has access to the web and as a resulty 50% of Dutch travelers

book their holidays onlineOnly a small percentage (13%) will use a travel
agencydzadzr t te |a | ftlFaud NBazNL AT

websites being vakantiereiswijzer.nl, vakantieadvies.org and TripAdvisor.

NS

0 KSNBQa
also becoming popular among Dutch travelers, with some of the most visited

Share of individuals who use the internet for travel and
accommodation services in the Netherlands from 2005 to 2016

—— Share of all individuals —®— Share of individuals who used the internetin the last 3 months

TO.0U  wrr v r e

6000/0 ................... 57%58% ......................................................................

55% 55% 55% 55%

509 53% 54% 53% 530 4%
50% 50% 50% 51% 9

48% 48% 5U% 29% o

(]

1000/0 ......................................................................................................

20KSNI 2LI0A2Y D wSI RAY

0.0%
2005 2006 2007 2008 2009 2010 2011 2012 2013 2014 2015 2016

Sources:
Statista
Eurostat
Statistisches Amt der Européischen Uniol
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Digital paymentis a major driver of adoption :

The Dutch ecommerce industry was worth 16.1 billion euros in 2016.
According to the Ecommerce Foundation, the industry is expected to
2015

increase by 12.1 percent to reach 18 billion eurdXih7. Basedn the
Central Agency for Statistics, online sales in the Netherlands account for
about 11% of total retail sales.

2014

TheDutch like to pay withDEAL.an online payment method developed by

the Dutch banking communityAmong the other popular online payment
methods in the Netherlands are PayPal, MasterCard and VISA. Popular post
payment methods ar@fterPayAcceptgiro(Gro transfer) andKlarna

Travel & tickets are the largest category in Dutch ecommerce
Themost popular product categories in Dutch ecommerce are travel & tickets (38.9&8Qwed by telecommunication (12.82%),
consumer electronica (7.84%), computer hardware and software (7.57%), clothing and shoes (7.48%) and néjia (6.36

More than 11 million Dutch have at least once bought something onlifileis is 92% of all active internet users in that country. In 2013
about 10.3 million Dutch people ordered something online, according tolC® &l there were 46 million online orders placed, a growth

of 10% compared to the same period one year agnd in 2015 research showed there were 11.76 million people (aged 15 years or older)
who shopped online during the first half of 2014.

U Sources:

The Ecommerce Foundation
Centraal Bureau voor de Statisti@entral Agency for Statistics)
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While young travelers tend to book holidays
online more frequently than those of older

generationsplder generations of Dutch
travelers are embracing online travel quickly

Share of the holidaysbooked

Number of holidays by Dutch citizens in 2013 to
2015, by type (in millions)

H2013 m2014 =2015

ns

Ol
w
)]

Short-haul
holidays

Number of holidaysin milli

Domestic
holidays

Total number of
holidays

Holidays abroad  Long-haul

holidays

Winter period Summer period

Share of the holidaysbooked onlinein the
Netherlands from 2014 to 2016, by age

m2014 m2015 m 2016
___________ -—
....................6.2.0]0....6.1.0./0. ............. 63% .................................................... \. .................
.......................... 54%54% D8O BB
51%) |
1 L S
1 N ST
1 Ao
T | 8%.7%.7%
i-—
18to 25 years 25t035years‘35t045years 45to 55 years 55to65years 65to 75 years, 75 years and
\ older

Dutch citizengake more longhaul holidays
than shorthaul ones. They are alsaore likely

to take holidays in the Summethan in the
Winter.

Sources:
Statista
CentraaBureau voor d&tatistiekCentral Agency for Statistics)
NBTC Holland Marketing; Centre of Expertise Leisure, Tourism & Hospitality (CI
NederlandRResearchnstituutvoor Recreatieen ToerismgNRIT) Media



Netherlands; Digital Travel Channels

Digital ChanneDverview

Thekey digital travel platforms in the Netherlandsfor generaltourism
and travel are the OTABookingcom and searchsites Skyscanneml and
Tripadvisanl. On the supplier side (airlinesand hotels), top websites
includeKimcom,Ryanaicom,Airbnb.nl aswell aswell establishedOTAs

(BookingcomandTrivagonl).

General Travel

1 B booking.com

Top travel websitesn 2 @ anwb.nl
the Netherlands

taken from 3 O sl
SimilarWeb, ranked 4 B gogop
by share of traffic.

5 B3 tripadvisor.nl

Accommodation & Hotels
1 B booking.com

2 & airbnb.nl

3 & airbnb.com
4 M trivago.nl
5 W hotels.com

General Tourism

—

% 0292.nl

& fripadvisor.nl
¥ tripadvisor.com
P2 skyscanner.nl

& ov-chipkaart.nl

Airlines & Airports

dha klm.com

& transavia.com
W ryanair.com
schiphal.nl

@ easyjet.com

Top 10 travel agencies in the Netherlands in 2015, by revenue
(in million euro¥

Revenue in million euros
0 200 400 600 800 1000 1200 1400

TUI Netherlands 1,148

Corendon
Thomas Cook Netherlands

Sundio Group

The statisticillustratesthe top 10
touroperatorsin the Netherlands
: : in 2015, by revenue. Asof 2015,
150 : TUINetherlandshad arevenue

: : of roughly 1.1 billion euros, which
made them the biggest tour
operatorbased on revenue.

ANWB Reizen Groep 205
Travelbird

Vacansolelil

@ Leisure (Euro Relais/Belvilla)

De Jong Intra Vakanties

Bookit/Weekendjeweg.nl

Sources:

Statista

Eurostat

Statistisches Amt der Européischignion
Similarweb



Netherlands: Digital 1 | Ch |
. Monthly Visits* Web Rank Bounce Average Time
(July2017) (In Country)

1. TripAdvisor A Those withgraduate level 58%of traffic comes from
' d 2. Restaurantsin de Burt educationare overrepresented search engines, 48% from
Qe t”pa V' SOr tripadvisor.nl 3.63M(+21%) #241 50.1% 3:31min 3. Restaurant A 4555 year oldoverrepresented  google.nl. About 2% from
NEDERLAND 4. Restaurant Rotterdam A Majority without children Facebook and 2% from
5. Hoanggia A Majority makeUSD$30-$60k Booking.com.
;' \é\g%(\alr:rooveroldeberkoop A Those withcollege and graduate ~ 46%of traffic comes from
o A 0,
zoover.nl 1.93M(+16%) #655 50.2% 2:53 min 3. Preston palace edchtlon are overrepresented google.nl. Abgut 3.3% comes
A Majority makeUSD $3@60k from weeronline.nl. Only .95%
4. Nederlandweerzoover.nl L 8
A Majority between45 and 64 comes from social.
5. Veluwsebron
L Corend.on 52% of traffic comefom
2 NG A Majority without children search, though only 29.8%
0 0 . . » , .
corendon L SRR Bz St 02 Ll £ 'V'”'.” corepdon A Majority makeUSD $3@60k comes from google.nl. Around
4. Allinclusive ;
2.8% comes from social.
5. Correndon
1. Tui A Majority female 43% of traffic comes from
2. Tuifly A Overrepresented by25-34 and search, with 29.8% coming
e smite tui.nl 2.45M(+10%) #322 36.4% 6:00 min 3. Kras 45-55 year olds from google.nl. Aroun8%
NI TUI Dy~ as 0o year _ :
4. Mijn tui A Majority with graduate education comes from social, 2.5% of
5. Tuireizen A Majority makeUSD $3@60k which comes from Facebook.
1. Airbnb A Overrepresented by25-34 and 25% of trafficcomes from
A 2. AirbnbAmsterdam 4555 year olds search, 29% of which comes
alrbnb airbnb.nl 2.4M(+25%) #211 26.7% 8:52 min 3. Airbnb A Majority with graduateeducation ~ from google.nl. 2.7% comes
4. Rbnb A Majority without children from social, 5% of which comes
5. Airbnbnederland A Majority makeUSD $3@560k from Facebook.

Sources:
Alexa Pro

TheseDigital Selling Platformsrepresent a selection of the top travel websitesin this market. Theyinclude websites that fall under the
categoriesof OTAmetasearchcomparisorand ratingsand suppliersites. Siteswereidentfied througha reviewof publishedarticleson top
travel sites, depthinterviews andfurther analysigisingAlexaand SimilalWebwherepossible

*Similar Web



Netherlands; Digital Travel Channels

@@ tripadvisor

NEDERLAMD

corendon

sl

L ]
L R

Q)

Traffic Sources

tripadvisor.nl 67.68% - 10.19% 21.65%
zoover nl 76.11% " 19.3%
corendon.n 53.5% B 1232% 31.37%
tui.nl 43.28% . 15.42% 38.64%
airbnb.nl 25.27% 2 14.71% 57.44%
search M social link direct
| Sources:
TheseDigital Selling Platformsrepresent a selection of the top travel websitesin this market. Theyinclude websites that fall under the *Smﬁ‘i'gf"’wefg’

categoriesof OTAmetasearchcomparisorand ratingsand suppliersites. Siteswereidentfied througha reviewof publishedarticleson top
travel sites, depthinterviews andfurther analysigisingAlexaand SimilalWebwherepossible



Netherlands; Digital Travel Marketing

Overview

Giventhe high level of internet penetration and the high
adoptionof socialmediaacrossthe country,it is easyto see
why manyDutch travelerslook for travel inspiration acrossa
wide variety of sitesandsources

Dutch travelers trust the opinion of their peers and are
increasingly making use of peerto-peer content when
lookingfor travel inspiration. Companieshouldleverageand
build on such content as part of their professionaltravel
advicein order to makea compellingcase The TripAdvisor
WO S NI af$ & O 6 fiafed gb Gi&x@mpleof doingthis.

‘__ —

2017
CERTIFICATE of
EXCELLENCE |

Soop

trlpadvnsor

Dutch Travel Blogs

The Travel Tester is a travel and lifestyle
magazine encouraging you to try new things.
Started by a Dutch couple currently living in
London. They have around 7k followers on

Twitter and nearly 6k followers on Instagram.

CREATE YOUR OWN
ADVENTURE

>

THE

TRAVEL
S i

Celine Elsais a 26 year old Dutch travel
and lifestyle blogger on her site Global
Jungle. In January 2016 she gave up
her apartment to become a full-time
digital nomad. She now travels all over
the world while working online. She has
18k Instagram followers and over 1,200
YouTube subscribers.

Sources:
dlravel Tomorrow Report2(M% /I LA


https://www.anvr.nl/publicatie/TravelTomorrow_Report_Appendix-2944.pdf

Netherlands; Expert Spotlight —

How would you describe the current state of the travel and tourism industry in the Netherlands?

Accordingi 2 G KS SELISNI AYyiSNBASGE6SR (GKS OdzNNByid &dlGS 2F GKS aliNY @S
RSAGAYIGA2Y F2NJ aK2NI oNBFlaéod !'a KS aGlFrGSa (G§KSNSD skothforghé 2 F KA
5dz OK (N} @SttAy3a LIS2LX S a ¢Sttt Fa FT2N GdKS PmpapleNad! d 2 B A yiS
tourists are usually coming to the Netherlands fet 3iights and then moving to another European destinag@hinese, Japanesin

ISYSNIf 1 aAaly G2dNRAadGa Fa ¢Sttt Fa G2dz2NAada O2YAy3a FNRY (GKS ||

In the opinion of MrDopheide: y A YL NIl yi Kdzo Ay GKS bSOKSNIlyYyRa Ay GSNyxya 27
tourists coming there, which is very good

G2 KSy ¢S 221 G2 GKS (2dzNJ 2LISNI (2 NE> {INekermanaTI KA QK2 &NDF NIISNR {
businesses but later on became international. Here it has to be mentioned thaette margins are really thin, less than 1%, which is
PimDopheide very interesting to be noted since this was not the case not more than 5 years ago. The only reason according to thar sugle ithig

Head of Knowledge Centre tour operators to still be on the market and to be able to survive is the volume. The future now is in specialized tdetisgsoin

G a dzf O A T deiguteiand? y | £ themed tourism, which also these big tour operators are now trying to find their role into

¢2dzNAAY hNBHFYAT FGA2Yy&Eé

NHT\Breda University of Applied ~ When talking about the rest of the travel agencies/tour operators in the Netherlands, they are predominantly small or reézidim

Sciences O2YLI yYASa YR ag KU RSK NG aZSWNIIF NUAI2NA 0 LA fOANITISE& Yy R LINRRdAzOU & € @

6 KS YSRAdzY INRdzL 6y20 GKS o6A3 G2dzNJ 2LISNI 02NAR X ySA lagsBiml G KS ay



Netherlandsg Expert Spotlight (continued) s

What are the emergingtrends you see in the travednd tourism space in Holland?

Ad K2ySa INB (G2 0S dza SR ywndidlly pegpRe make tNdr reFe&atidns ¢h théirksryiad ahbnes, using different
websites or directly applications. This trend is going to further grow since thus the life of the consumer is being mades ewsil as
GKS GAYS 2F GKS NBALISOGADS daodz@SNE¥ A& dzaSR Yz2aid STFAOASyGf e

A& 2YLI yASa Llzi Y2NB -Befethg dkbert bagicaly KHares@rdeihé oniSanlids make specific use of big data, thus
LJSN:ﬁzylfxlxya GKSANI 2FFSNB (02 0KS NBALISOUAGBS O2yadzy SMyos y R LI
Oty 6221 | ALSOALEfKAYRADARIZ £ G NR LIDE

A d&There are more and more pure online players swashwww.booking.coré ¢ this actually becomes more and more important due to
the fact that people would like immediate, customized information and without any delay.

PimDopheide A Sustainabilityof placesg It has beenincreasing as a factor for choosing a destination. The tour operators work a lot so that the
Head of Knowledge Centre prodgct§/offer§/packages thgt provide are fullyvfollowing the sustai@abiljty principles. Itis Qecoming more and more}hhfmmrﬂiaeA
a a dzf uATIdeys’L@LaﬁdQYI f 5dzu OK 02 dzNA au a éKS)/A O[(ZQé)\)fEIA UK§)\ NI K2f ARI e T2IV\IJ AU u2 0§ a dza
¢2dzNAAY hNABFYAT L u)\agdgtaausl AYFLOoAfAG@DPE ¢KS (G2dzNJ 2LISNY G2NA faz2 y2é6FRIFea GNB (2 f 2;

NHTWBreda University of Applied
Sciences A Safetyand securityc This has becomeraore and more become decisive criteria for the Dutch people to choose a specific destination.



Netherlandsg Expert Spotlight (continued) s

PimDopheide
Head of Knowledge Centre

G a dzt G A T degubeland v I f

How do people in the Netherlands tend to make travel decisi@ns

GKSNBE INB G662 YIFIAY FIFOU2NAR GKFIGd RSIOGSNXAYS (GKS OK2 A MBphéide RnS farRil i
NEIFffte GKS fSIRAY3 RSOAAAGS FILOU2ND a¢KS Tl YA & YSY n&ionksa godzkoie
and then they decide to book or not, they have to have the informatién

On an average Dutch peoplewouldgototheeB 2 dzNJ K2 f A RIF @a RdzNAYy 3 (G KS Ri§ wNSrebythe Srst hoNddy isth®
main holiday that takes place during the summer and is the longest, while the second, third, fourth, etc. holidays ayehetedin duration and
there price is the most decisive factor (and in specific the price of the flight tickets). The first (main) holiday wyeukdahbe with the family,
together with the children (if possible), while the rest of the holidays are mostly without the children and more planhed ad

When making a travel decision, the other point of reference the Dutch have is online search enginesGoablasooking.com, etc.

Another decisive factor for the travel is the price, though especially for the first (main) holiday it is not the leadidg2ry ® & C2 NJ i K ¢
GKS@ IINB gAftAy3a G2 IFAGS Y2NB Y2ySes gKAES F2NJ GKS aS0O02yR 2NJ
More and more city breaks are being chosen as a second or third holiday plan

¢2dzNAayY hNABIFy AT I \¥hatasg the most popular destinations for touristsaveling outside of the country?

NHTWBreda University of Applied
Sciences

G2 KSYy GFf1Ay3 Foz2dzi GKS 9dzNRPLISFY YIFN)] SGZ GKSasS | NBY reéiingtOtbes D
international marketin general, then the USA, Canada, North America in general; Asian countries such as Vietnam (ewragtlyendy
RSAGAY I GA2Yy 03 ¢KIFIAfFYRY LYR2YSaAléd a¢KS adzy FyR GKS o6SFOK R2
When talking about main holidays, then they take place during the summer, so sun and sea do matter.

Sincehe Netherlands has also had colonies around the Globe, when being asked whether the former colonies were now impogant touri
destinations, MrDopheidepoints only to Aruba and Bonaire, as well as to Java (althoughnas (i I (h@adaysdecause of the terrorism peopl
are rather afraidtogothele 0 o dzi y20 G2 {dzNAYlFY 2NJ20KSNJ 2ySao 2KIFI{i dzaSR G2
has diminished tremendously, these are the travels to North Korea, which the Dutch people liked very much as one ofethieat gestinations



Netherlandsg Expert Spotlight (continued) s

How do consumers typically research and purchase travel products?

e2al 0@ ckaysRifblfeDitén use on the first placevw.tripadvisor.conand on the secondww.zoover.rd £hen there come
the following ones: booking.com, expedia.com ammyelstar.com. A§Ir. Dopheided | @ & KTNavelsth & YNH G KSNJ yS463> L
but what | hear from practice, people like it and tend to use it nowadaysbelot

The above are both forresearch as well as also for purchase, aua@iable. Whemesearching and purchasing flights, according to the
expert, theDutchpeople use mainlwww.skyscanner.comand www.schipholtickets.com

|-
v

What types of marketing channels influence travel and touridmhaviorin this markef?

<

All social media channetsFacebookYouTubeR A ¥ ¥ S NBnfanymady@ &3 & al 0 2dzi | O2dzy i NBX ). RSalA
PimDopheide Mr. Dopheidealso admits that an influential channel on the travel and toursahavionn the Netherlands apart from the abovementioned
Head of Knowledge Centre digital channels are fairs and exhibitiogi®r examplevVakantiebeursUtrecht, which is being held on annual basis in the month of February.

G a dzf 0 A T deiguteiand? y | f Moreovertravel agencies and tour operators organize special meetings dependent on the interests of the potential travelers.
¢2dzNARAY hNEFYAT I GA2yaé o ) A . o . S A
NHTWBreda University of Applied Mr. Dopheidesaysasweld Ly UKS LIl ad ¢S KIFIR O0UN¥ @St 3JIdzZARSa ouKS Ol 0l f ZAEI dzS a
Sciences of a travel agency before, however nowadays there is a new trend to be Qatedhave a magazine. There is no guide buta magaZbhe €

magazine usually shares a staggof a trip/travel/package/product. There are tips provided, experierstemed. Themagazine is seen as

an integrating tool, which intertwines the description of the product, the travel experience behind it together withfeegbries by

consumers, who thus immediately participate in the process.


http://www.tripadvisor.com/
http://www.zoover.nl/
http://www.skyscanner.com/
http://www.schipholtickets.com/

Netherlandst Recommendations —

Overview
Theb S i K S NdigltaytiBv&l tharket is nearing a saturation point. While over 50% of Dutch travelersbook their holidays online, only a small

percentage(13%) will usea travel agency The Dutch populationis highly tech savvyand most of the population usedigital channelsto book and
researchtravel Competitionis highto attract Dutchtravelers,andthey are likely to focuson valueand securityof paymentwhenconsideringvhere

andhowto booktheir travelarrangements

ChanneRecommendations

Lookfor waysto caterto shorter,frequenttrips throughlastminute dealson OTAs
A TheDutchpopulationwill travel more frequently, but the lengthof the trips will be shorter Companieseedto have a digital, self-serviceplatform in order to be top of
mind whentravelersareorientatingfor shorttrips. Traveleroften usesuchplatformswhencomparingandbookingseparateticketsfor transportandaccommodation

Usesocialmediato connectDutchtravelerswith realexperiences
A Sociamediahavebuild valuablepersonalprofilesof travelersandare expectedto playa keyrole in the future travelindustry Facebookcouldleverageits knowledgeto
offer directleisuretravel offerings, while LinkedIncoulddo the samefor businessrelatedtravel servicesTheymightalsointegratewith other digital platftormsin orderto

provideafull-scaletravelsolution.

Findwaysto caterto olderdemographics
A Theagesegmentof 6580 will showthe largestgrowth in the next decade Asthis segmenthastime and moneyfor travel, it becomesan increasinglyattractive target

group for travel companiesEngagehis segmentby offering them a total travel package asthis generationof people valuespeaceof mind, trust, and transparencyas
wellashavingeverything® I NNLJA B NI & Q

N\



France

Key Points

A

As is the case each year, the majority of
holidaymakers wikstayin Francefor their
summer leave (6%).

The use 0OTAs surged in 201 coming the
top choice for travel shopping in France ¢49
2016 vs 380,2014).

Theinterest in Home/apt. rental websites have
iIncreasednotably for French travelers,
particularly in comparison to other European
countries

The shareof Frenchtravelerswho bookedsolely
online increasedby more than 20% since 2014.




Franceg Country Overview B

Overview e
The Frencheconomy is diversified acrossall sectors The travel and

: ) : GDP $2.699 trillion (2016 est.)
leisure sector is quite complex and fragmented - made up of tour
operatorsand travel agenciegonline and offline), with associationsnd GDP Growth 1.1% (2016 est)
socialklubsplayinganimportantrole. Outbound Travel 49,300,000 trips (2016)
Total Outbound USD $38.4 Billiaf2016)
KeyTravelDrivers Expenditures

_ _ _ _ AverageExpenditure ~ USD$432 (2016)
A 40% of French national use travel guide websites such as Lonely PIRoegh Guide and Per Trip (Outbound)

Frommers to decide their vacati@estinations. Average Expenditure ~USD $81 (2016)

Per Night
A 70% reported using the internet to choose their travel destinatitrom 2015 to 2016 (Outbogund)
) ) . ) ) . Population 66,836,154 (July 2016 est.)
A French Millennials are dedicated travellevgith 2 in 3 (66%) prioritizing travel above any :
otherexpense. Median Age 41.2 years
Population Growth Increasin®.41% (2016 est.)
A Youthtravellers prefer to opt for youth hostelsr university accommodation as they tend GDP(Per Capita) USD $42,400 (2016 est.)

to be moreprice-sensitive.

A Expectation levels for standards and services are hjgimy issues should be resolved
promptly.

U Sources:
FrenchProfile CIA World Factbook

French TraveldProfile Visit Britain 2016.


https://www.cia.gov/library/publications/the-world-factbook/geos/fr.html
https://www.visitbritain.org/markets/france

Francec Digital Travel Landscape

Online and personal recommendations drive
decisions

Out of 1,007 Frenchnationals, 70% reported using the
internet to choosetheir travel destination from 2015 to
2016 Accordingo Phocuswrightpeoplein Franceare likely
to use digital channelsto researchand book hotels, with
60% using online travel agentsand 15% referring directly
to hotel websites Similarly,67% of Frenchnationals are
usingonline travel agentsfor flight shopping,comparedto
thosebuyingdirectfrom Airline websites(14%).

Additionally,over 40% of Frenchnational use travel guide
websites such as Lonely Planet, Rough Guide and
Frommersto decide their vacation destinations however
manyrely heavilyonword of mouthfor inspirationon travel
destinations

Which of the following sources influenced your choice of
destination?

Talking to friends / relatives / colleagues — 58%

Information from search engines [e.g. Google] —
Looking at prices of holidays/flights on price comparison websites F 35%
Websites providing traveller reviews of destinations [e.g. TripAdvisor]
Talking to friends or family in your social network (e.g. via Facebook / Twitter)

An accommodation provider/ hotel website F 30%
A travel guidebook —
Travel agent or tour operator website 24“2“7,&
Travel blogs / forums - 7%

Travel programme on TV 0 20%

A special offer or price deal you saw advertised online

Travel agent or tour operator brochure

An official tourist organisation website or social media site for the country or destination

An official tourist brochure for the country / city / region

A travel feature / article in a magazine or newspaper

Direct advice from a travel agent/tour operator (face-to-face, over the phone)

Images or videos your friends or family have posted to social media

Images / information in online adverts

A special offer or price deal you saw advertised offline e.g. in a newspaper, magazine or on TV

E B

B

Images or videos from a photolvideo sharing social network site — ¢
Travel app 2%
Images / information in adverts in a magazine or newspaper [—
Articles on an online encyclopaedia e.g. Wikipedia, Wikitrave| [EESSSSEE ¢ |
Images / information in TV adverts [—__4% 113
Seeing social media posts from celebrities talking about their holiday destinations 5%
Images / information on billboards / poster adverts f—_4% |,
Travel programme on radio [—_ o
Information in radio adverts [ 3%
0% 10% 0% 30% 40% 50% 60% 70%
mFrance All markets
Sources:



https://www.ipsos.com/sites/default/files/2017-05/Ipsos_Europ_Assistance_Barometre-2017.pdf
VisitBritain/IPSOS 2016, base visitors & considerers

Francec Digital Travel Landscape B

Generationaland International differencesin online
travel habits

French Millennials are dedicated travellers with 2 in 3 (66%) B Aged 34 orunder mAged 35+
prioritizingtravel aboveanyother expenseput at the sametime are
savvy bargain hunters with a penchantfor the occasionalluxury
upgrade Theyare more likely to book direct rather than through
intermediariesandarelesslikelyto be membersof loyaltyprograms

Frenchmillennialsare using Googleto plan and book travel more
frequently than older travellers Unlike their counterpartsin the US,
Millennialsin Franceare more likely to book flights through airline
websitesA0%in Francevs 34%inthe US

Share of respondents

Frenchmillennialsare alsomore likelyto book hotelsthroughgeneral
travel websites as opposed to booking directly through hotel
websites(5®6vs18%). Frenchmillennialsplanfurther aheadin their

Use Google to plan and book travel Prioritise price over airline for flight

travel plan, beginningtheir search 13 days in advice of booking, selection
comparedto older travelswho on average begintheir search9 days
beforebooking

Sources:

U‘ Erench Millennials are set to disrupt traditional travel model


http://blog.adara.com/french-millennials/

Francec Digital Travel Landscape B

Typical Travel Bookinlglethods

Pleasendicate which method you TYPICALLY use to book each
type of travelcomponent?

Travelbookingmethods

The Frenchtravel market returned to growth in 2015 reachinggross
bookingsof €43 billion. Online growth at roughly 5-6% annuallywill
outpacetotal travelmarketgrowththough2017.

Travelerdrom Franceare more thantwice likelyasGermantravelersto
book directly with airlines t K 2 O dza ENdpsakGorfizamerTravel

Report6th Ed
Thegapbetweenresearchingandbookingis shrinking FrenchTravel Market €B) 20132017
More Frenchtravellersare willing to researchAND book travel plans 2013

online than they were 5 yearsago. That being said, the pathway to
purchasdor many customersis becomingmore complex Forthe first
time, online travel bookings surpassede20B in France in 2017, 2015
howevermanytravellersareoptingfor otherchannels 2016

2014

2017

40 €B

Online Other Channels

\VJ



https://www.sabretravelnetwork.com/images/uploads/collateral/TNEMEA-11-14712_-_Online_White_Paper_LR.pdf
http://www.tourism-generis.com/_res/file/5016/52/0/2016C-PCWI_European-Consumer-Travel-Report_6th-ed.pdf
http://www.phocuswright.com/Travel-Research/Research-Updates/2016/As-France-Travel-Market-Bounces-Back-Online-Competition-Heats-Up

Francec Digital Travel Channels B

Top France travel sites offer ratings and price comparisons  Travelwebsites ranked by visitors France as of the first
guarter of 2017(in 1,000 visitors)

VoyagesSncfcom and Bookingcom rank highestamongtravel websitesby Visitors in thousands
total numberof visitorsin France 0 1000 2000 3000 4000 5000 6000 7000

Voyages-Sncf.com 6,2665

In the top five, 4 travel/laccommodatiorprovidersfall into the categoryof
online travel agency (OTA)or metasearchsite. Air France,is the sole Booking.com
provider that R 2 ycOnipare directly with price comparisonand ratings

. Airbnb
sites

2,735

Air France 2,2355

Other sites in the top ten include easyJetEurope's5™ largestairline and

BlaBlaCar, arenownedongdistancecarsharingcommunity 1o

Vente-privee Voyages : :
This statistic displays a ranking of the

: leading trav el websites ranked by unique
1,498 monthly visitor (UMV) numbersin France

during the first quarter of 2017.

easylJet
BlaBlaCar 1,4753
Abritel 1,332?
Accor Hotels 1,212

1,171 :

U Sources:
Most visited travel websites in France as of the first quarter of 2017 (in 1,000 visit

Largest airlines Europe

Opodo


https://www.statista.com/statistics/382953/most-visited-travel-websites-france/
https://www.statista.com/statistics/382953/most-visited-travel-websites-france/

Franceg Digital Travel Channels

Monthly

Average

Site Visits* (July CIGETLS el Time on Top 5 Keywords Basic Demographics Upstream traffic
(In Country) | Rate
2017) Page
L 47%of traffic comes from search
3 L. Sncf A Majority female ] engines, 32% of people come
e 2. Voyagesncf A Majority with graduate education
com o T ; from google.fr. Less than 1%
sncCt. voyagessncf.com 27.5M(+13%) #49 18.5% 7:12min 3. Voyagesncf A Majority without children traffic comes from social. Most
4. Ouibus A Lower income, overepresented in referral traffic comes frorﬁ
= QU I DL e (B7eE search.lilo.org and trivago.fr.
1. Tripadvisor A Majority female 81%0f traffic comes from search,
- . . 2' Ab?itel A Majority with graduate education 31.6% of people visiting come
. d . . . ' A Majority without children from google.fr. Less than 1%
0, 0, o
@ @ trlpa vIIERSAQCrl; T EEREa T Al | A S cEAd Il 2 cR;tca)s;/tgu;agt A Tend to make betweelSD $30k traffic comes from social. Most
5' Tri agvigsor $60k referral traffic comes from
’ P A Majority between25-34 years old search.lilo.org and hometogo.fr.
1. airbnb A Majority female 0 '
° 2. airbnb A Majority with graduate education ;1102 ggng;l(;rgc:nm%%orlr;sﬁearch,
qlrbnb Airbnb.fr 20.2M(+27%) #70 29.3% 10:01 min 3. rbnb A Overrepresentedby25-34 year olds googie. .
. . . : Around 5% comes from social,
4. airbnbparis A Lower income, overepresented in with 90% of that from Facebook
5. bnb USD $e560k income bracket '
1. Airfrance A Majority female 38% of traffic comes from search,
B 2. Airfrance A Overrepresented by25-34 and 3544  24% of traffic comes from
AIRFRANCE /J i) Airfrance.fr 8.44M(+9%) #223 24.9% 6:18min 3. Flying blue year olds google.fr. Less thah% comes
4. Airfrancecheckin A Majority with graduate education from social, 78% of which comes
5. air A Majority makeUSD $30#$60k from Facebook.
° 1. Trivago A Overrepresented byi824 and 5564  31% of trafficcomes from search,
2. Reservation hotel year olds 25% of traffic comes from
rlvago Trivago.fr 3.7M(+23%) #702 46.8% 2:26 min 3. Comparateuhotel A Majority with graduate education google.fr. 1.4% comes from social,
4. Hotel A Majority without children 88% of which comes from
5. Trivagoparis A Majority make betweerJSD $6560k  Facebook.
TheseDigital Selling Platformsrepresent a selection of the top travel websites in this market. Theyinclude websites that fall under the sgxlg?ﬁ
categoriesof OTAmetasearchcomparisorand ratingsand suppliersites. Siteswereidentfied througha reviewof publishedarticleson top *Similar Web

travel sites, depthinterviews andfurther analysigisingAlexaand SimilalWebwherepossible



Franceg Digital Travel Channels | B

Traffic Sources

'.u)ﬁes' :
sncf.com voyages-sncf.com 47.22% C 14.08% 38.29%
@@ tripadvisor tripadvisor.fr 80.7% | 13.35%

& qirbnb airbnb.fr 30.7% Bl 56.54%

AIRFRANCE # %) airfrance.fr 37.84% 19.21% 42%

tri go trivago.fr 31.01% | 63.84%

search B social link direct
Sources:
| ]
TheseDigital SellingPlatformsrepresent a selection of the top travel websitesin this market. Theyinclude websites that fall under the *Smﬁ‘i'gf"’wefg’
categoriesof OTAmetasearchcomparisorand ratingsand suppliersites. Siteswereidentfied througha reviewof publishedarticleson top

travel sites, depthinterviews andfurther analysigisingAlexaand SimilalWebwherepossible



Francec Digital Travel Marketing

Top France Travel Blogs

Overview
nstagram e
The reflex of checking online reviews when choosing lodging has gfunto M?{;Otr "'T@bf[l)mlamﬂto
- - reator or vVotre lourbuivionae.com
become a common practice for ]j_3 of Freng:h_holldaymakers _after Bruno is a French travel blogger who
value for money (71%), and location (54%9, it is the 3 in decision updates his followers with travel snaps
; HRE ; and reviews, as well as essential advice
making (27%), equal in importance to looking at photos of the place or S0lo travellors. Bran hes over 134k
(270/0)- Instagram followers on Instragram
and over 8000 subscribers on
YouTube.

Ratingsand reviews from other travelers sway decisionsfor many
French travellers. When choosinga digital channelto us, French
nationalsopted for websites/appsthat are easyto use and advertise
the bestpricesand offers. Additionally,traveller submittedratingsand
photoswere rated as being highly important featureswhen scanning
throughonlinecontent

made by Maider

Maider Oyarzabal - @madebymaider

Maider is a photographer, frequent traveller
and creator of madebymaider.com. The
Whole World is a Playground is authored by
couple and travelling companions, Elaine
and Dave. With an ambitious goal to visit 15
countries a year, while working full-time in

Frenchnationals are now using social networking websitesand apps
more so than everbefore when comparingand choosingleisuretravel

; = X 4 * = Ireland, they decided to create a travel blog
products accordingto t K2 O dza gEbpg&niCehaumer Travel to document all aspects of their travels and

report. to prowve that you can explore while chasing
a career. 52k followers on Instagram and
a Top 10 ranked travel blog by Vuelio.

Sources

\VJ



http://www.votretourdumonde.com/
http://madebymaider.com/
http://www.europ-assistance.com/sites/default/files/ipsos_europ_assistance_barometer_edition2017-english_version-country_info.pdf
http://www.tourism-generis.com/_res/file/5016/52/0/2016C-PCWI_European-Consumer-Travel-Report_6th-ed.pdf

Franceg Expert Spotlight

GuillaumeCromer
ID-Tourism
Director

What are someemergingtrendsyou seein the traveland tourism spacein
the Frenchmarket?

Many of the big travel trends Cromer has seen emergein the French
marketare similarto thosethat haveappearedn the Europearmarketasa
whole In Europeasin Francetouristsaretravelingmoreoften and leaving
for lesstime.

Thereis a strongtendencyfor travelersto usedigital platformsto find and
book vacations Many Frenchtravelerscontinue to use digital platforms
duringtheir staygo find recommendation®f activitiesin the area

Onetrend uniqueto Francethat emergedin the pastyearis the tendency
to spendvacationsdomesticallyrather than traveloutsideof the country.

Another recent trend is the usageof digital platforms like Evaneosto

connectFrenchtravelerswith local travel agenciesto curate tailor-made
trips for visitors

Accordingo Cromer,d ¢ KEv®lutionwe seewhenit comesto practicesof
Frenchpeople that travel abroadis that there are now more platforms
putting travelersin touch with respectiveagenciedike Evaneosn France,
which hasbeen a breakthroughand puts Frenchpeoplein contact with
localfrancophoneagenciesaroundthe world.€

Have you worked in the past on promotional campaignsfor
destination specificfirms, like Visit Britain or Visit Sweden,that
focuson marketingoreigndestinationso Frenchtravelers?

OFrenchtravel bloggershavea growinginfluenceon the market
Foreigndestinationdike Visit Britainand Swedenare increasingly
using French travel bloggers to promote their respective
countriesratherthanvideocampaigng

In regardsto these video campaigns,Cromersaid & will for
examplegpayattention to video campaignshat will generatebuzz
on the market, but there I NJ tia® iany campaignsthat are
memorableor impactfulé

Instead, Cromer said that tourism offices are focused on

collaborating with bloggers who can promote foreign

destinationswithin their respectivecommunities Cromer said

that these bloggers are becoming increasingly recognizable
thanksto thesecollaborations



Franceg Expert Spotlight (continued) || B

Why in youropinion,are somedigital marketingchannels Are there ways or techniquesthat can be used to improve the
moresuccessfudt attractingconsumershan others? promotionalcampaign®f foreigndestinationdike VisitBritainor Visit
Sweden?
oWhat makes digital platforms like Trip Advisor and
Bookingcom so fruitful in Franceis that their multi- a 'moretargetedapproachto reachFrenchtravelerswould improve
billion dollar budgetsallowedtheir campaigngo be very upon current campaignded by foreign d estinationdlike Visit Britain
visible Flourishingonlinetravel agenciesare ableto buy and Sweden Subtlecampaignsvould be more effectiveat reaching
keywordson Googleand advertisethemselveson TVto Frenchtouristsé
reach large audiences Pricelineis a multi-billion-dollar
company, which helps a lot when it comesto buying Cromercontinued,& L y adf gonfetingthe whole country, Visit
keywordson Google,andbeingveryvisiblein the market Britain could for example promote towards the French sporty
andevenadvertiseon T\£ travelerscertain parts of the British countrysidewhere they could
GuillaumeCromer ride alkroadbikesé
ID-Tourism .
Director a . dzA & mRetwgrldof influencerslike bloggersor associationsof

platformsthat put travelersin touch with local actors,like Evaneos
would also help such campaigns Cromer emphasized that
traditional campaignslike buying advertisingspaceon the Paris
metro or other classicalmethods would not be very effective in
France



Francec Recommendations B

Overview

The Frenchdigital travel market hasgood potential for growth, in fact for the first time, online travel bookingssurpassed20B in Francein 2017.
Organisationghat arelookingto increasethe numberof Frenchtourists theyattract to their regionor businessvould do well to rememberthat the
Frenchspenda considerableamount of time looking for travel inspiration through websitesand socialmedia The Frenchare more open to
comparisorwhenlookingfor hotels,andlesslikelyto comparewhenlookingfor airlinetickets

ChanneRecommendations

Partnerwith socialmediainfluencersandtravelbloggers
A Becausghe travelandtour sectoris sosegmentedvithin Francejt isimportantto targetcustomersby connectingvith & { NHEARIZEARR theNidirma of travelwriters.
A Lookfor partnershipswith Instagramtravelinfluencers

Createconnectionswith alternate accommodationwvebsiteslike Airbnb
A Popularityof businessnodelsare popularamongthe FrenchespeciallyFrenchVillennials
A Lookto partnerwith Airbnbto promoteuniqueeventsandactivitiesin Finlandthat will appealto Frenchconsumers

Focusonratingssiteslike TripAdvisor
A Frenchtravelersarekeento checkratingsandreviewsfrom peoplewhohavebeento certainlocationsbefore.
A Goodreviewsofintriguingplacesandactivitiesby Frenchspeakersvill drivetraffic morethan anyadvertisingcampaign



taly

Key Points

A 91%of Italians havebooked onlineat least one
product or service over the last h2onths

A 42% use a mobile devide plan, book and
obtain information (33% in 201p

A 68% search online before choosing the place
and type ofholiday, and 8@6 use the Internet in
the planningstage of a trip




Italy ¢ Country Overview

Overview

Italy is the third-largesteconomyin the euro zone,but its exceptionally
high public debt and structuralimpedimentsto growth have renderedit
vulnerableto scrutinyby financialmarkets

KeyTravelDrivers

]

q’

A

In2016 trips with overnight stays made by residents were 66,055 millidrhe number
of trips increased by 13.7%, compared to 2015 (they were 58,115 njillion

Domestic destinations hosted 82.8% of trip#rips to foreign countries (17.2%) were
mostly directed towards EU destinations (&8

Millennial will drive major travel trends in ItalyThey tendo consider travel and

holidays as a necessary element of their lives; they travel a lot more and for much more
time and, above all, they consider th@neyspent on tourist experiences as the most
well-spent.

Internet will become themost widely used channel fdoooking in Italy in the next 5
years with users using the internet for everything from initial travel inspiration to
booking and irdestination purchases.

GDP
GDP Growth
Outbound Travel

Total Outbound
Expenditures

AverageExpenditure
Per Trip (Outbound)

Average Expenditure
Per Night (Outbound)

Population

Median Age
Population Growth
GDP(Per Capita)

$2.221 trillion (2016 est.)
0.8% (2016 est.)
31,400,000 trips (2016)
~ USD $31.5 Billiq@014)

~ USD$630 (2016)
~ USD$96 (2016)

62,007,540 (July 2016 est.)
45.1 years

Increasing.23% (2016 est.)
USD $36,300 (2016 est.)

Sources:

ItalianProfile CIA World Factbook

Italian TraveleRrofile Visit Britain 2016.
6OecdCountries Profilesltaly> € h 9/ 5%

(The Strategic Plan for the Development of Tourism-2027% ¢  Paiskpér Widggiatori


https://www.cia.gov/library/publications/the-world-factbook/geos/it.html
https://www.visitbritain.org/markets/italy
http://ec.europa.eu/DocsRoom/documents/17561/attachments/25/translations/en/renditions/native
http://www.beniculturali.it/mibac/multimedia/MiBAC/documents/1482320029441_PST_2017_ENG.pdf

Italy ¢ Digital Travel Landscape BB

Overview Sources of inspiration for holiday planning in Italy in 2017
Oneof the mainchangein consumerhabitsamongltalianshasbeenthe slow Share of respondents
but constant shift towards technology goods (see graphic on technological 0% 10% 20% 3% 4% 50% 60% T0%

goods owned by households) The Italian average customer/consumer
remainsstill quite scepticalabout e-commerceand generallyprefersdirect
purchaseof goods

Personal research

Internet research
Howeverbooking and researchingholidaysonline seemsto be very popular.
Themaingoalisto find cheapvacationsflightsandhotels

Friends and family
Overhalf of Italiantravelersresearchtheir holidaysonline

The main sourcesof inspirationfor planningof holidaytravel amongltalians
aged 18 - 65 in 2017 Accordingto the survey results, the majority of

Travel agency

respondents (62 percent) stated that inspiration for holidays came from Specialized magazine
personal research, followed by Internet research (54 percent) Another
popular source of planning were friends and family. one third of the Radio and TV

interviewees declared to be inspired by their travel recommendations
(Statistg Cooperativaldi Consumatori2017)

Personal and internet

Py research go handéh-hand
during the inspiration process courees
for most Italians. dThe Strategic Plan for the Development of Tourism-202% ¢  Paiésepér ¥idggiatori

Statista; Cooperativa di Consumatori; 2017; 1,000 ResponderS; yigars.



http://www.beniculturali.it/mibac/multimedia/MiBAC/documents/1482320029441_PST_2017_ENG.pdf

Italy ¢ Digital Travel Landscape BB

Summer holiday booking behavior of Italian holidaers

DigitalChanneDverview

The digital revolution has affected the tourism sector and led to a radical
changein consumer behavior, from the moment of decisionup to actual
consumptiorof the tourist product

Amongall Italianswho havelnternet access

A 91% have booked online at least one product or serviceover the last 12
months and use searchenginesas their primary sourcewhen seekingor
planninga holiday

A 42%useamobile device(smartphonetablet, etc.) to plan,bookandobtain

information(33%in 2012.

68% searchonline beforechoosinghe placeandtype of holiday

Useof the Internetis essentiafor a tourist,and80%usethe Internet in the

planningstage

Too To

Inthe consumptionstage(onceat the destination):
A 58%useonlinesourcedo lookupactivitiesandservices
A 40%directlycreatenewcontent(andshareit).

0%

18-22

23-35

36-55

56-65

Younger Italians are comfortable

supplier or online rather than going

. booking travel directly with a

through a travel agency.

in 2017, by age

m Direct booking m Travel agency Both

Share of respondents
20% 40% 60% 80% 100% 120%

Sources:

i ism+ ¢ PaéspérWiaggiatori
al ySyidS aLf GdzNanavyz2 yStftz2 a0Syl NF
Statista; Cooperativ@i Consumatori; 2017; 1,000 Respondent3 §ears; Respondents who
are going to stay in a tourist accommodation establishmet


http://www.beniculturali.it/mibac/multimedia/MiBAC/documents/1482320029441_PST_2017_ENG.pdf

Italy ¢ Digital Travel Channels

DigitalChanneDverview

Thekeydigitaltravel platformsin the Italy for generaltourismandtravel

are OTAsand searchsites are Bookingcom and Tripadvisait. On the

supplier side (airlines, trains and hotels), top websites include
trenitaliacom, Skyscanndt, Airbnhit aswell aswell establishedOTAs
(Expediat andTrivagoit).

Share of travel agencies usingenmerce sales channels in
Italy 2014, by indicator of use

78.2%

Share of responding companies

Online sales equal  Online sales to Online salesto  Online sales and Online purchases

toatleast1% of customers (excl.  other firms and  online payments least equal to 1%
the turnover firms and public public of the total
administration) administrations purchases

General Travel

BB booking.com
B tripadvisor.it
& trenitalia.com
& airbnb.it

& ryanair.com

General Tourism

B tripadvisor.it
A trenitalia.com
B edreams.it
& siviaggia.it

B tripadvisor.com

Accommodation & Hotels

1

2

B booking.com
& airbnb.it
I trivago.it
@ expedia.it

@ telepass.com

Airlines & Airports

@ ryanair.com
P2 skyscanner.it
B volagratis.com
[3 easyjet.com

@ alitalia.com

Top travel websitesn the Italy taken from

SimilarWeb, ranked by share of traffic.
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Italy ¢ Digital Travel

ITALIA

airbnb

trivago

& Expedia.it’

F

u FTRENITALIA

GRUPFC FERRD

WIE DELLD STATC [TALLANE

Site

Tripadvisor.it

Airbnb.it

Trivago.it

Expedia.it

Trenitalia.com

Monthly Web Rank

(In Country)

Visits* (July
2017

30.1M(+18%) #32

8.91M(+11%) #81

6.36M(+29%) #208

4.49M (+45%)  #222

14.66M(+5%) #96

TheseDigital Selling Platformsrepresent a selection of the top travel websitesin this market. Theyinclude websites that fall under the
categoriesof OTAmetasearchcomparisorand ratingsand suppliersites. Siteswereidentfied througha reviewof publishedarticleson top
travel sites, depthinterviews andfurther analysigisingAlexaand SimilalWebwherepossible

Bounce
Rate

49.6%

23.9%

29.3%

38.3%

56.9%

Average
Time on
Page

4:00min

10:32 min

2:24 min

5:38 min

2:11 min

Channels

Top 5 Keywords

1.
2.
3.
4.
5.

G0 > € [=

Gn > [=

O g 9w = RSN

Tripadvisor
Piratiin viaggio
Trip advisor
Wimdu
ristorante

airbnb
airbnb

bnb
airbnbroma
Airbnbmilano

Trivago
Trivagoroma
Trivagotalia
Trivago Napoli
Risorgiemntaesort
googleplus

Expedia
Last minute
Voli
Lastminute
Expediavoli

Trenitalia
Frecciarossa
Oraritreni
Frecciaossa
Trenitalia

Basic Demographics

ToTe oo Do PeDeTeT» Do oo >

o o T Do

To o T Do

Majority with graduate education
Majority without children

Lower income, overepresented in
USD$0-$60kincome bracket
Majority between35-44 years old

Majority male

Majority with graduate education
Majority without children
Overrepresented ilJSD $6530k
income bracket

Majority between25-54 years old

Majority male

Overrepresented byd5-44 and 5564
year olds

Majority with graduate education
Majority make betweenJSD $6560k

Mayjority female

Overrepresented byd5-64 year olds
Majority with graduate education
Majority make betweeJSD $6560k

Overrepresented byd5-54 year olds
Majority with graduate education
Majority without children

Majority make betweerJSD $6560k

Upstream traffic

79%0f traffic comes from search
engines, 57% of people come
from google.it. Less than 1%
traffic comes from social. Most
referral traffic comes from
hometogo.it and arianna.libero.it.

30%of traffic comes from search,
30% of people visiting come from
google.it. 2.68% of traffic comes
from social, 89% of that is from
Facebook.

23% of traffic comefom search,
35% of people comes from
google.it. Around 2.7% comes
from social, with 98% of that from
Facebook.

33% of traffic comes from search,
30% of traffic comes from
google.it. Less thah% comes
from social, 74% of which comes
from Facebook.

40% of trafficcomes from search,
39% of traffic comes from
google.it. Less than .5% comes
from social, 64% of which comes
from Facebook.

Sources:
Alexa Pro
*Similar Web



Italy ¢ Digital Travel Channels

Traffic Sources

tripadvisor tripadvisor.it 79.48% ﬂﬂ 16.55%
ITALIA {
@ airbnb airbnb.it 30.07% N 61.97%
o
'|:I"I go trivago.it 23.15% = 70.8%
» . b in i o, I o, o,
v EXPed|a_|t expedia.it 32.91% | 34.01% 32.58%
r -
VI rrenviTavia trenitalia.com 39.79% 57.7%
search M social link direct
1 Sources:
TheseDigital SellingPlatformsrepresent a selection of the top travel websitesin this market. Theyinclude websites that fall under the *smﬁ‘i'gf‘w;;’
categoriesof OTAmetasearchcomparisorand ratingsand suppliersites. Siteswereidentfied througha reviewof publishedarticleson top

travel sites, depthinterviews andfurther analysigisingAlexaand SimilalWebwherepossible



ltaly ¢ Digital Travel Marketing B B

Overview L eading social media networks in Italy as of November

ltalians are trend savvyand digitally adept, and they look for travel inspiration 2016, ranked by number of active users (in 1,000s)
acrossa wide variety of sites and sources ltalianstravelersdo a lot of research

before planningtheir trips, and they careaboutthe opinionsof their peers Theyare
increasinglymakinguseof peer-to-peercontent when looking for travel inspiration, Facebook
sobe sureto considerplatformslike Faceboolandlnstagranfor mediatargeting

Number of active usersin thousands

YouTube
L eading Italian travel accounts on Instagram in Italy as of August 2017, Instagram
ranked by number of Instagram followers (in 1,000s)
Tumblr
EI;I; 500 - LinkedIn
° 400 --
§§ 300 Twitter
o8 200 -
7® O
.TE = 1o Google Plus
o 0
g Pinterest
= &
@\C)oo Snapchat
A
&°
¢

U Sources:

Statista; YouTub&ired.com; Yahoo; LinkedIn; La Stan@lebalWebIndexPinterest; Variousources.
Iconosquare2017.



Italy ¢ Expert Spotlight

FedericaGiuliani
Cofounderand
Editorial Director of
Travel Globe

How would you describe the current state of the travel and tourism How do people in Italy tend to make travel decisions?
industry in Italy?

A322R RSFHEf A& +ftolea OSNE FGUNF OGA
The latesteportsindicate thatthe Italian tourisnmarketis growing general, is not doing very well. If you still wantto go on vacation you
especially ata local level. Italians go on holidays more and they favor definitely need to find an affordable offer. Internally, Italians like what we
local destinations also because of the international crisisinsome of Ol fufismalentoé¢ = &t 2 ¢ G2dzNAayY ot A1 S 2dzNJ &

their traditionally preferred vacation countries like Tunisia or Egypt know). They love to travel by train and are happy when they can reach an
international destination by train. Also, Italians love culture. A trip is

What are some emerging trends you see in the travel and tourism frequently an opportunity to visita new country, a museum, an exhibition.

space in this marke? Another very important factor in the choice of a holiday destination is
certainly food! We love food, we love to learn about new foods, we want to

| would not talk of new emerging trends but more of some try new things, we know about food and love to consider ourselves

confirmations about what Italians like to getwhen they choose their ~ gourmets. So a travel destination becomes attractive if it offers a good mix
holidays. | will give you an example: for many years Italians from all ovesf all these elements

the country have been choosing the Adriatic Sea for their summer

I OFGAZ2Yy® LOQAa y20 GKS 06Sad aSsSl HowdokondurhetsIypidaly redelaréhiandipurchase téavel@Odids? ¢ S { f
g2NB G 0 dziRomagnSla B wlh B SNSI aARS 2F w2Yl3IylF> Aa a2 6Stf

equipped with services for the tourists and entertainment, that Italians Nowadayseven in super conservative Italy consumers buy their trips

love it. Other regions like Sicily or Pugliaor Sardinia have definitely  online. | am not talking only about millennials but more about people from
better and less polluted sea waters but they do not offerany kind of 35 up. They are curious, they want to see how it works, they are looking for
G2dzZNAAaY AYFNF A0GNHzOGdzNBE a2 (KSe@ Ruob@dealll peisaidllgkinowlvery fewbeb@le, modtlyzéhicrsivého woald (
O2dzZ R® ' yR t£SiQa y2G FT2NBSG KL (gotb étratehageyicy id buy HsSrhofddyipadkageoSthelir tradh 2icked?s. A& |
where you get more tourists you usually have the best prices. as aresult, real travel agencies are very rare to find.



ltaly ¢ Expert Spotlight (continued) § B

What are the most popular destinations for tourists travelling outside of the couritry

In our experience, Paris is still on top in the list of the most attractive destinations for the

Italian traveler. Which is crazy if you think that Paris, and France in general, are the places that

have been hit the most by terrorists in the last tlree years. This clearly tells us that tourism

KFa t2Ga G2 R2 6AGK O2yadzyYSNARAQ LISNOSLIIA2YY RSaLAGS RFEGEF FyR Tl OGa:
perceive Paris as a dangerous city, therefore they continue to vesititasseyear after year.

And 2017 was no exception.

Scandinavigs becoming more and more appealing because of the efficiency of its serviges but A i o -
AlGQa adAaftt SELISYyaArA@dS FyR AlQa y20 60A3 RdAzZNAYy3a adzYYSN® 2SS KI @S aSSy

FedericaGiuliani Northern Europe, Finland, Sweden, Iceland and Norway in particular but more during winter

Cofounder and Y2YGKad LOGlItAlIya aGAtt R2y QG 1y26 | €20 F62dzi { OFYRAYlIGAlI ® ¢KS& R3:
Editorial Director of food and what they know is not very attractive to their palates. Scandinavian tourist operators

Travel Globe will have to fight the big prejudice around the quality and variety of Scandinavian food offer to

attract more tourists from our country.



ltaly ¢ Expert Spotlight (continued) § B

What are the biggest digital travel platforms in Italy?

Well, Expedia andravelzodor sure.Lastminuteand Opodo.itto book flights and holidays all included packagesTfauelGlobavebsite is very

Sttt aFrGGSYRSRE o0& LIS2LX S K2 f 221 ¥F2N adza Jsladohebsité | belfeRe thativhats | 6 2 dzi
travelers look for, given that the digital offeris enormous, are accuracy and honesty. Personally, | care about whainkdb an L ¢ NRA G S L
give any suggestion or tip lightly and | always try things before writing about them. | want to offer travel suggestmeathginal and

trustworthy. When it comes to booking trips online, | believe customers want to have drieseatly experience, want to be abte trust the

vendor and find good deals. After all, we get less and less time for holidays and all we want is to find great plackgeatomgmories and

treasure them over the long working days during the year

Do you have experience with promotional campaigns that focus on marketing specific destinations or product types?

FedericaGiuliani

Cofounder and TravelGlobéas worked in partnership with Visit Finland and | am going to Finland in few weeks to see with my eyes what new tromgs are g
Editorial Director of on there right now. | think Finland is trying to promote itself and | bet every Scandinavian country would like to be tbedarel(they have
Travel Globe done so much and such a great job becoming a new cool destination these last years. Who would have ever told beforgathiatBelgk

become the place to be for so many tourists, included Italian travelers).

Whenit comes to the Italian market, | would suggestto Scandinavian operators to try build a new image of their countriese Sbereany
negative prejudices that surround those countries in the Italian imagination. Again, no light, too cold, terrible foauyueeyted people. Not
an appealing destination to our travelers. | know there are so many stories still to be told about these countries. ekood sicene is
growing quickly and becoming more and more interesting. These stories and news need to reach our audience. This neweidteandhav
narrative needs to be built soon to attract our tourists.



Italy ¢ Recommendations 1B

Overview

Italian travelers are tech savvyand eagerto explore. Theyare costconsciousbut more and more of them are willing to spendon experiencesand
onein-alifetime trips. Italianstravel throughout Europe,but there is an opportunity to connectthem to Finlandthrough partnershipswith Italian
bloggersand socialmediainfluencers The mainway of reachingthis audiencewill be through the leadingOTAs(Booking& Expediapnd through
searchsiteslike TripAdvisar

ChanneRecommendations

Partnerwith major OTAYBooking& Expediajpndsearchsites(TripAdvisor)
A Most Italiansstart off the travelplanningprocessby goingonlineto searchthroughOTAsandsearchsites

Lookfor waysto attract Italian tourists basedon priceandvaluefor money
A Majority of Italiantravelis doneinsideltaly,amajor reasonfor thisisthe costof travelabroad
A Scandinaviandthe Nordiccountriesare perceivedo be expensivesolookfor waysto advertisevaluefor money.

Createmore partnershipwith Italian bloggersandsocialmediainfluencersto tell realstoriesaboutwhat A dike #o travelto Finland
A ltalianshaveflawedperceptionsaboutScandinavia
A Connecwith youngergeneration®f Italians(i.e. millennialsoyworkingwith keysociaimediainfluencerdnthe region



Russia —

Key Points

A Digital channels in Russia are growing as Russia
catches up to other EU countries. ‘ .

A Resorts, sightseeing tours and ski holidays lost
“ the most tourists in 2016, buydopularity of
Wi wellness aneLcuIturaI excursions grew
=
A DL}hng&?e ‘height of the crisis in 2015, 68% of
Russians reported that they had switched to
saving, including otravel.s * 3 " A

o+

LLINITITI0g

- : |
’. : ; -
- kL N
WJ :
v

A In 2016, 31.7 million Rusisiaina\;’gll.ed abroad.
R . , :




Russia; Country Overview m—

Overview
In 2015 the Russianeconomyshoweda decline of -3.7% For

: GDP $3.751 trillion (2016 est.)
2016 a further decreaseis expected of -1,8% From 2017
e - (0)
onwards, the IMF expects the economy to show positive GDP Growth 0.6% (2016 est.)
numbersagain Outbound Travel 31,700,000 trips (2016)
Total Outbound USD $53 Billiof2012)

KeyTravelDrivers

A In2016,31.7 million Russians traveled abroadccording to
the Russian statistical agen&gsstat That number
decreased by 8% fro2015, driven by economic slowdown.
While figures for 2017 are not currently available, analysts Average Expenditure  ~€64 (2016)

Expenditures

AverageExpenditure ~€635 (2016)
Per Trip (Outbound)

expect the number of outbound trips to increase. (Pg;t'gi)guhrf 0

A Resortssightseeing tours angki holidaydost the most :
tourists in 2016 but popularity of wellness and cultural Population 142,355,415 (July 2016 est.)
excursions grew. Median Age 39.3 years

A In 2016, themost popular destination for Russians traveling Population Growth .Decreasing0.06% (2016 est.)

ONBIR YR 0S82yR UKS aySINIFOoONRFRE F2NNSNI{: S
countries was Finlangfollowed by China, Estonia, Poland GDR(Per Capita) USD $26,100 (2016 est)
and Germany.

Sources:

y Russi@rofile CIA World Factbook, 2017.
U éQuthound Travel from Russia 2016/2BFsosComcon 2017.

wdzad Al Q83 2vEAYS (NI @S5 ¢y \angaSnital NSRsaAD £,
Rosstat2016.


https://www.cia.gov/library/publications/the-world-factbook/geos/rs.html
https://www.ipsos.com/sites/default/files/2017-04/Tourism-2016-IpsosComcon.pdf
http://www.ewdn.com/2013/10/28/russias-online-travel-market-posts-50-percent-yearly-growth/

Russia; Digital TravelLandscape

FedorEgorov productdirector of DaTravel.com described trends @Tourismin Russia

A
A

Goonline. With the growth of Internet penetration, bank cards and ttredibility ofonline
purchases, the number of people who begin to bérgds independently increases.

Gomobile. More and more traffic (more than 40%) and reservationgré than15%) occurs
through mobile devices. Although, in fact, ini®re appropriate tause the termMultiScreen
when a person starts lookirag somethingon the road on the phone screen, continues at home
onthe couchHrom the tablet and completes the purchase at work from the laptop
Lastminute. With the simplification of the visa regime (increasingdoeation ofthe Schengen
visas), as well as reorienting the demanddomestic destinationgpeople began to book
themselves lastminute trips, literallyin afew days and for shortgreriods. Theshare of bookings
made several hours before the hosetcommodation ialso increasing, although the dynamics @
last minute bookings arstill insignificantompared to Europe

Localexperience Travelers are more interested in advice &axgberience ofocal residentsT his
includes suckervices agirbnb, which allows plunging into this experience, but also various
excursion service¥iator Weatlas Excursiopediawvhere local guidewill showand tell how one
or another city lives

Makeit easy Customers get tired of comparing thousands of ofeerd wantto choose from a
minimum number of specially tailored optiofar themaccording to their habits and wishes

Sourcep

> KajaanilmmmatikorkeakoulWniversity of Applied Scienc2917.

Visit Finland

Russian travelers lean towards
independent travel

Russiangend to book lastminute, an estimated
80% of holidays are sold in the last four weeks
before departure.

The majority of Russian tourist¢middle and lower
middle class in particulaprefer to travel ingroups.

They like the reassurance of branded hotels and
all-inclusivetrips.

Potentialvisitors tend tause the internetfor
comparing prices of flights and hotelsut actual
booking tends to be through the travagent.

Working through tour operatordtavel agents make
up about 50% of all bookings and salesRussia.

Sourcer Sé +AAAG

Sources:
RuEsieninrAmmatiikorkeakoulwniversity of Applied Sciences, 2017.
GRussia Visitor Characterishics + A aA d. .



https://www.theseus.fi/bitstream/handle/10024/134311/Merzlyakova_Polina.pdf?sequence=1
https://www.visitbritain.org/markets/russia
https://www.visitbritain.org/markets/russia
https://www.theseus.fi/bitstream/handle/10024/134311/Merzlyakova_Polina.pdf?sequence=1

Russia; Digital Travel Channels m—

Overview
Duringthe lastyearalonethe Russiaronline travel marketincreasedoy 37% with all Online sales ‘(’50%'20'}? travel ﬁ,ﬁ,re‘;;ces in Russia
segmentdemonstratinggrowth. Air ticketsaccountedor more than half of the market -
volumelastyearwhile hotel bookingsaccountedor just 16% Transportcompaniesare 800 +37%
more successfuh expandingheir audienceghan onlinetravelagenciegOTA)

600 +30%
Most Russiantourists searchfor information on travel using searchenginessuchas
Googleor Yandexaswell associalmediasiteslike VkontakteandOdnoklassniki 200
For booking accommodationsRussiartravelersthat usedonline channeldor booking
flights preferred to book directly with the airline to bookingthrough an OTA Whenit 200
cameto bookinghotels, Russiansnuch preferred bookingthrough an OTAwebsite or
app (Phocuswright2015). o .

2010 2011 2012 2013 2014 2015 2016

Top travel websitesn

the Russia taken from General Travel General Tourism Accommodation & Hotels  Airlines & Airports Online sales of travel
SimilarWeb, ranked by

. 1 % tutu.ru 1 B fripadvisor.ru 1 B3 booking.com 1 ¥l gyiasales.ru Servlce_s In RU_SSIa are
share of traffic. growing rapidly.
2 B3 booking.com 2 i blablacar.ru 2 I trivago.ru 2 aeroflot.ru
3 ®® tripadvisor.ru 3 tophotels.ru 3 @ airbnb.ru 3 s7.ru Sources:
3
4 s blablacar.ru 4 skyscanner.ru 4 0 ostrovok.ru A e Russian Search Marketing, June 2017

Ln

6Russia Visitor Characterisics + A & A G . .
GThe Mobile EffecDisrupting thei?ompetltlve Landscaye

the DigitalTravela I NJ, Bhibcigwright2015.
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https://russiansearchmarketing.com/russian-online-travel-market-reached-11-2-billion-in-2016/
http://www.consumer360.com/a-rising-middle-class-will-fuel-growth-in-russia
https://www.visitbritain.org/markets/russia
http://www.criteo.com/media/2187/phocuswright-criteo-the-mobile-effect-travel.pdf
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Figure 5: Online Channel Used to Book Flights (Last Trip)
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Ouestion: Please ndicate which method you used to book each travel component from your last lesure trip. Select one responsa per row.
Base: Airline bookers: LS. (N=503); UK. (N=533); AUS (N=754); FRA (N=444); GER (N=550); RUS (M=44&4); CHM (N=£474); BRA [N-é]'ﬂ
Source: Phocuswright's Search, Shop, Buy: The New Digital Funnel

©2015 Phocuswright Inc. All Rights Reserved.

Russian airline bookers prefer to book
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Figure &: Online Channel Used to Book Hotels (Last Trip)
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Cuestion: Please indicate which method you used to book each travel component from your last leisure trip. Select one
respOnse par row.

Base: Hotel bookers: LS. (M=777); UK. (M=54%); AUS (N=757); FRA (M=5£05); GER (N=53%); RUS (N=552); CHN (N=834); BRA
[N=714)

Source: Phocuswright's Search, Shop, Buy: The Mew Digital Funnel

£2015 Phocuswright Inc. All Rights Resarved.

Russian hotel bookers prefer usin
he¢! ¢gSoarisSa

Sources:
6Russian online travel market reached $11.2 bili@0u ¢ wdzaAty { Sk NOK
&The Mobile EffecDisrupting theCompetitive Landscape the DigitalTravela | NJ Bhacisivright2015.
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http://www.criteo.com/media/2187/phocuswright-criteo-the-mobile-effect-travel.pdf
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w dza aonlihe@a@vel marketcontinuesto grow
Russiahasthe largestonline populationin Europe,and the
onlinetravelmarketis expectedo continueits rapidrise.

In the spanof sixyearst from 2010to 2016t the volume
of the Russiane-travel market grew tenfold, hitting 740
billion rubles last year (nearly $112 billion at the average
exchange rate), according to research agency Data

Insightcitedby Hotelierpro.

Globalonline travel conglomeratesPricelineand Expediaare

well behind the local online travel market leadersin Russia
becauselocals are better equipped to market and serve

customersntheir homemarket

While many people in Russia may use the Internet
to researcha trip, the Russiaruppermiddle classaswell as
citizensaged from 18 to 39 years of age, are the most
promisingaudiencedor the e-travel marketto grow further,
accordingo RussiamesearchagencyDatalnsight
(RussiarsearctMarketing, 2012

Leading Russian Travel Sites

Aviasales.ruLaunchedn 2008, Aviasales.ru has
more than 1.5 million unique visitors eactonth
and over 17 million total visit$t offers the most
comprehensive travel planninfpr Russian

speaking users. In addition to offering a search
function for airline tickets, the site also allows
users to search fdrotels.

Travel.ru (formerly Oktogo.ru)Travel.rus one of
the most visited online travel portals in Russia. It
publishes travelrelated online contentin Russian

such as travel news, guides to popular destinations

>

and countries, tips on getting tourist visas and
special offers from airlines and tour operators. The
firm, which recently launched airline ticket sales, is
soon to add online hotel booking to its website

Sources:

¢Russian online travel market reached $11.2 bilion in2@16 wdz &A Iy { §F NDK
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http://www.datainsight.ru/
http://hotelier.pro/tourizm/item/2700-etravel

