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Threats and concerns




Economic, political, social and environmental

Geopolitical uncertainty

81,4%
Populism
63,0%

Uncertain economic growth

74,3%

73,1%
Over-regulation

72,9%

72,6%
Future of the Eurozone

72,9%

B rortugal [ Global

Source: PwC Global CEO Survey, 2019 (Somewhat and extremely concerned responses)
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Business threats

Availability of key skills

_ 79,2%

Speed of technological change

I 69.2%

Cyber threats

I 69.2%

Changing consumer behaviour

I 5o.9%

New market entrants

I 55.1%

Portugal M Global
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Tourism In Portugal




Competitiveness rankings

Portugal is more competitive in Tourism than at country level

Country Competitiveness Ranking (2019)

Tourism Competitiveness by country (2019)

Singapore 1st
B2 United Kingdom oth
Bl France 15th
— Spain 23rd
Bl tay 30t
El Portugal 34th
== Greece 5Qth
&8l Turkey 61st
=== Croatia 63rd

Source: World Economic Forum
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— Spain 1st

Bl France ond

B  United Kingdom 6th
Italy grd A
Portugal 12th

Singapore 17th

= Greece 25th

== Croatia o7st

S Turkey 43rd
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Tourism competitiveness in Portugal

th
Portugal’s Tourism competitiveness evaluation by pillar 12,100

ot . .
Enabling T&T Policy and Natural and 1 Index of terrorism incidence
Infrastructure

Environment Enabling Conditions Cultural Resources 1st  Number of regional trade agreements

5t Natural tourism digital demand

Prioritization

Business Environment .
of Travel & Tourism

th
Air Transport Infrastructure Natural Resources 8 Country brand Strategy

Ground and Port Cultural Resources

Safety and Security International Openness Infrastructure and Business Travel

Health and Hygiene Price Competitiveness Jouriet Service 81t Comprehensiveness of annual T&T data
nfrastructure
114t Labour and contributions tax rate
Human Resources Environmental * exceptional hotel density . . .
and Labour Market Sustainability * high ATM density (4th) and 116" Efficiency of legal framework in
« high-quality tourism infrastructure (5th) settling disputes
th i

ICT Readiness 125" Fuel price levels

20% 20%

lower higher

Source: WEF - Travel & Tourism Competitiveness Index 2019
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Tourists overnight stays in Portugal in 2018

By region

Overnight stays in Portugal
by region, 2018

Million overnight stays

20,2
17,5
9,8
7,8
6,8

Algarve  Lisbon North  Madeira Center Alentejo Azores

Source: Tourism of Portugal — Travel Bl
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Overnight stays by region
and type, 2018

Key countries of origin, 2018

Madeira

89% 11%
Lisboa

79% 21%
Algarve

76% 24%
North

59% 41%
Azores

58% 42%
Center

44% 56%
Alentejo

36% 64%

I Foreigners Portuguese

UK

Others

Germany
Ireland
us

Netherlands

Brazil

France
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Tourists overnight stays in Portugal in 2018
Foreigners overnight stays — 2015-2018

Change 15-18

Market share

120% 1 Countr
° y in 2018
110% -
us 110.4% 4.8%
100% - .

’ Brazil 82.8% 5.5%
90% + Poland 44.0% 2.0%
80% - @ Italy 38.1% 3.4%

Denmark 31.8% 1.2%
70% -
Ireland 30.2% 3.5%
60% 1 Switzerland 28.5% 1.9%
50% A Poland France 25.4% 9.8%
40% A ‘ Spain 23.4% 10.4%
® Denmark
p Sweden 23.1% 1.6%
30% - “. Ireland
~ Germany 20.7% 13.4%
20% - . Switzerland .
. Belgium 15.9% 2.2%
10% - /Belgium ‘ Netherlands Spain Netherlands 9.1% 5.4%
o Sweden UK 7.3% 19.7%
0 T T T T T T T T T |
0% 2% 4% 6% 8% 10% 12% 14% 16% 18% 20% 22%
Market share in 2018
Source: Tourism of Portugal — Travel Bl
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Lisbon is now growing in ADR. In 2014 grew by occupancy

European cities performance

Occupancy A

13/14
2,0
Milan
[}
1,5
Lisbon,
1,0

Prague 0,5

Rome
0,0 °
-2,0 -1,0 0,0 1,0

[ ]
Amsterdam
-0,5

Source: PwC European Cities Hotels Forecast - 2018
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0,0
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Tourism Trends




Megatrends

The Essential m @ @ ooo g@ @E Gg

Acceleratin E I ht
urbanisatior? I g 3-D Artificial Augmented Blockchain Drones Internet Robotics Virtual

Printing Intelligence Reality of things Reality

Demographic . ..
& Social Change The Experience The Subscription The Access
Model Model over Ownership

_ Model
Resource scarcity
& climate change DN

Shiint In giziee: The Eco-System The On-Demand The Freemium
economic power

Model Model Model

Changing o~
global politics a

6 new business models that impact Tourism
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Shift in
consumer behaviour

Leapfrogging

Symptoms
& effects

New

business models
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Disintermediation

Unbundling

Guest experience
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Shift in

Leapfroggin
prrogging consumer behaviour

Symptoms
& effects

New
business models

Disintermediation Unbundling Guest experience

PwC  The Future of Tourism November 2019 14



Shift in
consumer behaviour

Leapfrogging

Symptoms
& effects

New

business models
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Bundled Services Franchise Unbundled services

Disintermediation Unbundling Guest experience
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Shift in
consumer behaviour

Leapfrogging

Symptoms
& effects

New

business models
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Client data

Training

Recruiting

Disintermediation Unbundling Guest experience
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Data and analytics use cases impacting the Customer Journey

0

Active Social networks _EJ @ @

Listening

Clustering @

Customer “Personas”
and targeted offering

Pricing Analytics
Demand identification

Cancellations Operating model

3-5% per year in room resales

Improvement of ARR around
8-10% per year

Demand Forecasting X

96% accuracy of demand
forecast

During Stay Pre-Stay

Cancellations ﬁ

& Overbooking Management

Revenue increased 6-8% / year

O

Up/X-Sell — Next Best Action

Post-Stay

Win-Win Hotel-Customer.
Improve RevPAR, Satisfaction

and Reviews @
(@)

Digital Marketing Enhancement : Customer Winback L

Marketing (10-15%) and Customer loyalty (30-40%)
PwC The Future of Tourism Sales Cost (5_7%) minimization November 2019 17



Consumer behaviour is changing
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From
Product

From
Phisical

From
Static

Local Value added Virtual
housing services cities

To
Experience

To
Virtual

Connectivity Personalized Modular
everywhere delivery programs

To
Dinamic
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The golden agers are turning silver — and the Millennials are here

The Millennials are here — are we prepared?
Golden Agers

 iemas

* Wealth Tourism « “Classic travelers”
* Have time - Come to ‘see’ places *Born 1980 -1999 + Come to “experience”
. (20-30 now!) places
* Are still agile * Pre-organized group :
. _ . * Well educated * Self-composed trips
* Retired . Lookmg for predictable and informed (e.g. Tripmee.com)
: o experiences
. Some_technlcal affinity P * High affinity for mobile « Let others ‘real time’
— use internet technology participate in their
* Balance between work experience
and leisure is more « Use social media
important as source

From product focus...

w

PwC  The Future of Tourism November 2019 19



Living the experience

Awareness Planning Booking Arrival St ay Departure Post-stay

0000 00060

FicE e

H

AR in museums VR experiences Motorbike sharing City pass Hotel app’s
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The tourist
controls the experience

Smart mirrors. Bigger focus
on fitness with equipment integration
in rooms and personal smart devices

Efficient bathrooms
with optimization of
water usage

Usage
of a steward robot

PwC  The Future of Tourism

Open window recognition
turning off Air Conditioning

Windows darken

in case of bright light
removing the need
for curtains

Room key on phone /
tablet/ face recognition

Smart
Procurement

Check in and out via mobile
phone and face recognition.
Voice-control the entire room
such as lights, Air, etc.

Local experiences with
greater emphasis on local /
seasonal flavors

November 2019
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Final Thoughts



Investment levels for various technologies vary greatly by sector and business model

Disruptive technologies

Investment made by organisations

36%

a2 [

30%

22

11%

13% [

7%

5% [

5%

co0 [

4%

4%

3%
3% Il
I ndustr
y 2%

I Business models 3% I

Source: PwC Global Digital 1Q, 2018
PwC  The Future of Tourism

Internet of things

Artificial intelligence

Robotics

3D printing

Augmented reality

Drone

Blockchain

Virtual reality

N 639%

. 639

I 1%

. 7

I 0/%

[

I 14 Today
I n three years

I 1
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The 2020 traveller does not differentiate between service providers

Experience is affected in all stages of the trip

©+/x©+/x®+/x +/x©+/x© — @

Awareness Planning Booking Arrival Stay Departure Post-stay

November2019




New world. New skills

Assess and execute

Assess current Build future Define Develop Evaluate
situation and talent strategy the cultural and implement the ROI

identify skills foundations upskilling (return
gaps on investment)

Performance Dashboard
Skills gaps, mismatches and role adjacencies Assessment Training Report Reportable Org-wide Insights

263.8FTEs

~ N N e
Whet purcestage of sctive sl have 20% 34% 57% 20% :f.....w. e
m———————— . N/ N I ] wo
Role1 Role2 Role3 Roleg

Number of participants by LoS Average score performance

oo o

...........

Rakes ozms 24
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“To Be on the Tourist Shoes”
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Strategy

Digital strategy New skills for staff

New ideas and new tools Operational excellence

Innovation and Service Data analytics

[\
Product

I O u rISt - Greater segmentation
* Increased personalization
* Adapt to emerging needs

centric

Interactive rooms

Technology D

Big Data/ CRM
RPA

Augmented/ Virtual Reality

Sensors GDPR/ regulation

Experience

» Knowledge of each part of the journey
* Interaction during the experience
+ Post-experience November 2019
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Turismo

Um motor de crescimento econémico

O Turismo é um setor que tem registado um crescimento a

nivel global, superior ao da economia em geral. Em

Portugal o crescimento tem sido ainda m nificativo

com as chegadas a cre: 3% em 2016 de acordo com
I . I ; l O os dados de Margo de 2017 da UNWTO.

esar do atual ambiente favoravel, os ciclos econémicos néo podem ser Forum

World Ecc
idos, pelo que é importante continuar a pensar o futuro e encontrar 140/136

respostas para aumentar a competitividade e consolidar a salide econémica

Miguel Dias Fernandes
PwC Consulting Partner WWW. pwc.pt/turismo
miguel.dias.fernandes@pwc.com ‘
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