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INTERNATIONAL TOURIST ARRIVALS 2016

(rillion)

© World Tourism Organization (UNWTO) April, 2017
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Anticipated tourism growth to 2030

UNWTO Tourism Towards 2030: Actual trend and forecast 1850-2030
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IMF Data Mapper ®
Real GDP growth (2016)

Source: World Econemic Outlook (April 2016)
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GDP growth forecasts for selected Asia Pacific countries
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www.focus-economics.com
FocusEconomics Consensus ASEAN and East & South Asia, February edition

War 1o expect iN Asia ror 2017

REGIONAL GDP FORECASTS

ASEAN

Analysts see the region growing
4.7% this year on slower
growth in Singapore.

East & South Asia

The region is expected to perform
at a similar pace to that of in 2016
and grow 6.0% this year.

FOCUSECONOMICS



Emerging Markets Driving Growth

GDP GROWTH ( Year-on-Year %)
8
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4
Shaded area shows the difference
between growth rates
2
0
In the 2000s, EM economies not only outpaced
theirdeveloped counterparts, theydidsoby a
3 widening margin. After the global financial crisis,
while EMs still grew more quickly, the margin
narrowed. Now it looks set to expand again.
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Source: IMF World Economic Outiook 2016 Forecast




How WL Emercing Markers Perrorm IN 20172

Economic conditions set to improve on the back of rising commodities prices, higher global demand and resilient domestic dynamics
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Get all the details at: www.focus-economics.com



Investments in Developing Economies

Investment in developing world continues to be robust

Investment % of GDP
33
e Advanced economies
3l 32
e Emerging market and developingeconomies
29
y 2644
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1990 2018 |
International Monetary Fund, World Economic Outlook Database, October 2016
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Three of the Worlds Leading Economies
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/ Asia - Rising Middle Class

Global Middle Class*
(Millions of people)
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Outbound Travel Growth versus Real GDP Growth

Real GDP Growth
2014-2020
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i China

« China United Airlines

9 Air

Jiangxi Air
Ruili Airlines
Spring Airlines
Urumgi Air
West Air

Hong Kong

HK Express

- INdia

Air India Express
AirAsia India
GoAir

IndiGo

SpiceJet

W Indonesia

Citilink

Lion Air

Indonesia AirAsia
Indonesia AirAsia X
Batik Air

Wings Air

Pakistan
* Airblue

3 Philippines

» Cebgo

» Cebu Pacific

« Jetstar Philippines (Propos
« Philippines AirAsia

@= Singapore

» Jetstar Asia Airways
» Scoot
 Tigerair

‘e South Korea

« Air Busan

» Air Seoul

« Eastar Jet

e Jeju Air

e Jin Air

o T'way Air
B Taiwan

« Tigerair Taiwan

@ Japan

« AirAsia Japan

« Jetstar Japan

e Peach

« Skymark Airlines

« Solaseed Air

» Spring Airlines Japan
» StarFlyer

» Vanilla Air

BN Kyrgyzstan

« Air Manas

=== Thailand

o Nok Air

« NokScoot

e Thai AirAsia

« Thai AirAsia X
« Thai Lion Air

« Thai Vietjet Air

Vietnam

o Jetstar Pacific Airlines
» VietJet Air

Asian LCC's
2016
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20 Fastest Growing Global Cities in 2016

Top 20 Fastest-Growing Destination Cities with at Least One Million Overnight Visitors in 2016 (2009-2016 CAGR)

(Source MasterCard)

Osaka 24.15% Japon Asia-Pacific
2 Chengdu 20.14% Chira Asia-Pacific
4 Colombo 19.57%. Sri Lanka Asia-Pacific
) Tokyo 18.48% Japen Asia-Pacific
7 Taipel 14.53% Taiwen-China Asia-Pacific
8 Xi‘an 14.20% Chira Asic-Pacific
10 Xiamen 12.93% China Asio-Pacific
11 Jakarta 12.89% Indonesio Asia-Pacific
12 Bangkok 12.57% Thailand Asio-Pacific
13 Hanol 11.64% Vietnem Asia-Pacific
14 Mumbai 10.42% India Asia-Pacific
17 Seoul AT South Korea Asio-Paocific
8 Ho Chi Minh City 9.22% Vietnam Asic-Pacific
19 Chennal 2.15% india Asia-Pacific




Aviation Growth
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Air Travel Growth
Avg 5.3%
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Sources: ICAO Scheduled Traffic & Boeing Co



AViation GI’OWth 2016 (source ICAQ)

WORLD: +6.3%




Asia 20year Passenger Growth Forecast




Global Airport Investment - Jun 2015

Chart 1: All airport project investment by all types, activity by region in USS, as of Jun-2015

Source: CAPA - Centre for Aviation
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Global ‘New’ Airport Development —Jul 2015

Chart 2: Number of new airport projects by region, Jul-2015

Source: CAPA - Centre for Aviation
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Aviation Growth

Index 1990=1.00
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Air Travel Growth
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ASEAN MARKET

<c=ppufEx==mn

The combined population of
ASEAN creates the world’s
third largest market with
more than 600M people

Japan USA EU India China

507.880M 1236687 M 1.350.695M



Uakarta|
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Key Tourism Investment Areas

ASEAN and world regions: T&T investment share of total investment

Asia | 4.0%
Americas | 4.4%
World . 4.5%
Europe -l 5.0%
Africa | 6.0%

Middle East | 7.1%

0% 2% 4% 6% 8%

Travel & Tourism investment spending
(% total investment, ave. 2016-26)

PATA



What do ‘Foreign’ Investors Expect: (source - turocham)

 Dynamic and attractive business environment
* Connectivity: e.g. Air Services, I.T., Local Infrastructure etc.
* Proven market growth forecast

PATA



Key Tourism Investment Considerations




Key Tourism Investment Considerations

Direct seat capacity
Availability of direct flights
Direct destinations

Average daily frequency/
route

Convenience of schedule
Distance to city centre
Access to flexible fares

Travel time




Key Tourism Investment Considerations

Direct seat capacity
Availability of direct flights
Direct destinations
Average daily frequency/
route

Convenience of schedule
Distance to city centre
Access to flexible fares

Travel time

Business t

\
Investment l Leisure
J

* Air fares
* Availability of seats

* Choice of destination




What do ‘Foreign’ Investors Expect: (source - turocham)

 Dynamic and attractive business environment
 Connectivity: e.g. Air Services, I.T., Local Infrastructure etc.
 Proven market growth forecast

* Favorable investment conditions and incentives

* Alevel playing field

 Simples transparent and consistent administration procedures
* Reliable legal system, rule of law and enforceability

* Firm commitments and stringent implementations

e Stable Political Landscape

Source: Eurocham

PATA
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Hotel Investment Matrix
‘Risk Minimisation’



Global Rooms Pipeline @ Jan 2017



Chinese Investment



Hotel Buyer Composition

100%
90%
80%
70%
60%
50%
40%
30%
20%
10%

0%

2015

Other / Unknown

Institutional investor

Sovereign wealth fund
Real estate investment trust

Investment fund / private equity

Hotel owner / operator

=]

High-net-worth

Developer / property company

Corporates




Elapsed
Time:

00 hr
00 min

UTC:

2004
26 Dec
00:58 Z

Tsunami
Wave
Amplitude
(meters)

>1

1.00
0.75
0.50
0.25
0.10
0.05
0.01
0.00

speed = 180x
or 1 sec = 3 min
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The Recovery Process

* There was urgency to rebuild once the grieving process had
ended

* It required new Finance/Investment to make this happen
* A different approach to drive interest was required
 So what did they do...?

— Land ownership
— Build

PATA



2009 Samoa Tsunami







The Recovery Process

 There was urgency to rebuild once the grieving process had
ended

* |trequired new investment to make this happen

* A different approach to drive interest was required
 So what did they do...?

Land ownership — They leased their land to developers
Build — Local Fabric & Cultural Design
Brand

Employment

Self sufficiency
Environment
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What should the Solomon Islands consider?

e Seek sustainable investments that supports your future
aspirations and objectives

* Create an investment brand in concert with your destination
marketing

PATA



LIVE IT TO BELIEVE IT

visitmexico.com/meetings
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What should the Solomon Islands consider?

* Seek sustainable investments that supports your future
aspirations and objectives

* Create an investment brand in concert with your destination
marketing

* Be clear about your USP or investment opportunities



Opportunities for development of the
health and wellness tourism
sector in Jamaica

. -
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What should the Solomon Islands consider?

* Seek sustainable investments that supports your future
aspirations and objectives

* Create an investment brand in concert with your destination
marketing

* Be clear about your USP or investment opportunities
 Develop a workable strategy with clear goals
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What should the Solomon Islands consider?

* Seek sustainable investments that supports your future
aspirations and goals

* Create an investment brand in concert with your destination
marketing

* Be clear about your USP
 Develop a workable strategy with clear goals
* Play to your strengths

PATA
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What should the Solomon Islands consider?

* Seek sustainable investments that supports your future
aspirations and objectives

* Create an investment brand in concert with your destination
marketing

* Be clear about your USP
 Develop a workable strategy with clear goals
* Play to your strengths

* Beclear about:
— who you are
— what you want
— What you’re offering in return
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What should the Solomon Islands consider?

Seek sustainable investments that supports your future
aspirations and objectives

Create an investment brand in concert with your
destination marketing

Be clear about your USP
Develop a workable strategy with clear goals
Play to your strengths

Be clear about:

— who you are

— what you want

— What you’re offering in return

Maybe focus on the needs of the new conscious traveller?



The Conscious Traveller

* Travellers seeking destinations that offer more rewarding
experiences e.g.
— Small / Exclusive
— Authentic / Immersive
— Relaxing / Peaceful / Spiritual

 Complete escape from their usual lives

PATA
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The Conscious Traveller

* Travellers seeking destinations that offer more rewarding
experiences e.g.
— Small / Exclusive
— Authentic / Immersive

— Relaxing / Peaceful / Spiritual
e Complete escape from their usual lives

* Seek a compelling story they feel part of and can share

PATA



Other Links
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The New Conscious Traveller

* More travellers are seeking destinations that offer rewarding
experiences e.g.
— Small / Exclusive
— Authentic / Immersive
— Relaxing / Peaceful / Spiritual

e Complete escape from their usual lives
* Seek a compelling story they feel part of and can share
* They expect to pay more for this type of experience

PATA



Kutes

All prices are per person per night and exclusive of taxes

Room Types High Season Low Season

Jungle Villa — one bedroom US3798 USH668

Jungle Villa — two bedroom US5898 US$H698

Owverwater Villa — one bedroom UsS%918 US$708

Overwater Villa — two bedroom US$898 US5698

Beach Villa — one bedroom UsS$918 US$708

Royal Villa — two bedrooms US$1288 US$1088

High season is 1st November to 31st May
Low Season is 1st June to 31st October

All rates are subject to 10% Government VAT, 2% Accommodation tax (room only) and 10%
service charge (room and board only)
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The New Conscious Traveller

* More travellers are seeking destinations that offer rewarding
experiences e.g.
— Small / Exclusive
— Authentic / Immersive
— Relaxing / Peaceful / Spiritual

* Complete escape from their usual lives
* Seek a compelling story they feel part of and can share
 They expect to pay more for this type of experience

* Increasing investment that caters for this growing breed of
conscious traveller



Discreet Luxury...

SIX SENSES BANYAN TREE
HOTELS RESORTS SPAS HOTELS & RESORTS

PATA



The New Conscious Traveller

* More travellers are seeking destinations that offer rewarding
experiences e.g.
— Small / Exclusive
— Authentic / Immersive
— Relaxing / Peaceful / Spiritual

e Complete escape from their usual lives
* Seek a compelling story they feel part of and can share
 They expect to pay more for this type of experience

* Increasing investment in new experiences and brands that
cater for this growing breed of conscious traveller

* Destinations are increasingly targeting this opportunity
PATA






Things to consider

Booming economies of Asia and other emerging markets
Rapid expansion in affordable air services and connectivity

Changing the consumer mind-set & tourism investment
landscape

Create an investment strategy with defined goals and
achievable outcomes in line with investment trends

Be clear about who you are, what you want and what you’re
offering in return

Develop an investment brand linked to tourism

Publish and ‘Investment Guide’ that outlines all of this

....... Make it simple

....... Don’t rush it!! PATA



Thank You

Chris Flynn
PATA
Regional Director - Pacific



