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ALBIN GIELICZ

Board Chair
Santa Monica Travel & Tourism
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WiFi courtesy of
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NATIONALTRAVEL & TOURISM week
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GREEN SANTA MONICA

The City of Santa Monica has been
named a LEED Platinum City for its
sustainability and resilience
achievements
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ACTIVITIES FOR SPRING
AND SUMMER

Make the most of your visit

VIEW LIST

MAIN ST MID-CITY

HOTELS

MONTANA AVE

WHERE TO SHOP

OCEAN PARK/SM
AIRPORT

o e

e

FOOD & DRINK

THINGS TO DO

VISITING SANTA MONICA
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2021/2022 SMTT Board of Directors

Albin Gielicz - Chairman
Resident

Neil Carrey - Vice Chair
Resident

Younes Atallah - Treasurer
General Manager, Loews Santa Monica Beach Hotel

Jan Williams - Secretary
Executive Director, 18th Street Arts Center

Lauralee Asch - Member
Resident

Darlene Evans - Member
Resident

Shahid Kayani - Member
General Manager, Hilton Santa Monica Hotel & Suites

Jeff Klocke - Member
Vice President & General Manager, Pacific Park

Charlie Lopez-Quintana - Member
VP & Managing Director, ETC Hotels

RoseMary Regalbuto - Member
Resident

Anuj K. Gupta - Member
Deputy City Manager, City of Santa Monica
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Chairman’s Circle

Richard Chaker
Raphael Lunetta

- William Crookston
Bill Doak

- Don Girard

- West Hooker

- Jeffrey Jarow
Katharine King

- Tim Kittleson
- Jean McNeil Wyner

Ellis O'Connor

- Tony Palermo

Mary Ann Powell
Rodney Punt
Nat Trives
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2022 TMD Committee

Younes Atallah - Chair
General Manager, Loews Santa Monica Beach Hotel

Sam Jagger - Vice Chair
General Manager, Fairmont Miramar Hotel &
Bungalows

Aileen Carreon - Secretary/Treasurer
VP of Sales and Marketing, ETC Hotels

Melissa Alvarez - Member

General Manager, Courtyard by Marriott Santa
Monica

Kevin Anawati - Member
Director of Sales & Marketing, Le Méridien Delfina
Santa Monica

James Graham - Member
General Manager, Sea Blue Hotel

Julien Laracine - Member
Managing Director, Santa Monica Proper Hotel

Jessica Rincon - Member
General Manager, JW Marriott Santa Monica Le Merigot

Juan Viramontes - Member
General Manager, Gateway Hotel Santa Monica
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KATHRYN JEFFERY, Ph.D.

Superintendent & President
Santa Monica College
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DAVID WHITE

City Manager
City of Santa Monica
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DANNY ALVAREZ

Chief
Santa Monica Fire Department

ALVAREZ
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Santa Monica Fire Department

* Introduction
* Fire Department Priorities
* Community Response Unit
* Therapeutic Transport Van

City of
3 Scmtp
Monica



RAMON BATISTA

Chief
Santa Monica Police Department
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Panelist

Qé&A




THANK YOU

Panelists



Jeff King Santa Monica Tourism
Champion of the Year Award
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Jeff King Santa Monica Tourism
Champion of the Year Award

Past recipients include:

- Elaine Polachek

- Shelley Luce

- Nat Trives

- Heal the Bay Aquarium

- Santa Monica Pier & Pacific Park
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Jeff King Tourism Champion Award
Recipient

JENNIFER TAYLOR

Economic Development Manager
City of Santa Monica
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CHARLIE LOPEZ-QUINTANA

Vice President and Managing Director
ETC Hotels

SANTA
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Thelma Parks Tourism Spirit Award

“Having found myself a
tourist many times, | enjoy

putting the visitor first.”

. Santa Monica S NTA
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Thelma Parks Tourism Spirit Award

Past recipients include:

Manju Raman, General Manager, The Huntley Hotel

Barbara Moss, Banquet Manager Fairmont Miramar Hotel & Bungalows
Fernando Ceron, Doorman, Loews Santa Monica Beach Hotel

Kat Wells, Driver, Circuit (formerly Free Ride)

Melanie Lawson, Hilton Santa Monica Hotel & Suites (formerly Doubletree)
Derek Davis, Downtown Santa Monica Ambassador

Jessica Mahone, Front Desk Manager, JW Marriott Santa Monica Le Merigot
Mickey Barnes, Server, The Lobster

Elizabeth Wilsonhoyles, Director of Guest Services, The Huntley Hotel

' * Santa Monica S NTA
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Thelma Parks Tourism Spirit
Award Recipient

DARIUS SMILEY

Guest Services Agent
Le Meridien Delfina Hotel

SANTA
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Ca!ifnrnia

CAROLINE BETETA

President & CEO
Visit California

SANTA
ONI



: |.Evisit .

Santa Monica

Travel & Tourism
Tourism Summit

Wednesday May 4, 2022




Caroline Beteta

President & CEO

Visit California




« Officially formed in 1996
« Nonprofit 501(c)6
« 19,000+ assessed businesses

* Mission: Create desire for the
California experience

« 37-member board of directors




Board Leadership
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Santa Monica Board Representation
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Santa Monica Tourism Representation

« CEO Destination Council

« Marketing Advisory
Committee

Professional Meetings &
Events Task force

Misti Kerns

President & CEO, Santa Monica
Travel & Tourism
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State of Tourism




SANTA MONICA

66

End of the Trail

Tourism Related Spending . Tourism Employment State & Local Tax Revenue

$100.2B 927K $9.8B



Los Angeles County Economic Impact

Change since
2021 2020 2019

Visitor Spending $19.6 B +47.8% -409,

Tax Revenue $2.3 B +26.5% -24.59%,



Travel Spending Forecast

Source: Tourism Economics, Januar; y 2022 Forecast



Forecast Recovery by Key Sector

Spending Forecast Comparison
Domestic Leisure, Domestic Business, International

(Index to 2019)
108 110 109 109 112 113 113 116

100 g7 106 101
87 85 84
57 55 60
34
19 19

2020 2021 2022 2023 2024 2025 2026

B [nternational W Domestic Business mDomestic Leisure

Source: Tourism Economics, January 2022 Forecast



May is California Tourism Month
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Industry toolkit
Statewide speaking tour
Media outreach

industry.VisitCalifornia.com
#CATourism.com



Accelerating Recovery




$ 10,736,525

$ 10,415,000

$ 41,050,000

EXTENDED

4 ‘Always On’ Search and Content Distribution $ 3,000,000

5 W// A \(‘ Urban Core Programming $ 6,600,000

ﬂa’\u Vi)
o r , w{”’%"; Kidifornia/Snow (Family) $ 17,560,000
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Culinary $ 250,000
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Contingency $ 888,475






“Am | Dreaming” Platform Creative
J

TikTok

12:06

< Search

California
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DISCOVER YOUR YOUR DREAMS
N REVEAL

A Vivid Sout

Your dreams urge you to awaken
your mind to all that life offers.
Heed their call as you ventu
dreamy, thriy

Following ~ For You

—) Where are your dreams
our dreamy @ taking you?

What are your...See more
R Vo v ol Disarin,.. Take this quick quiz to uncover

: where in California your dreams are

5 leading you, then get an inspiration
board that brings your dreams to life.
Analyze your dreams now!

e's the making of our dreamy
‘Blg Game spot. What are your... See more 0)

J3' Original Sound - You're Not Dreaming.
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Collaborating with
Visit California




R S ot
Places To Viskt Things To Do Road Trips Fodcast  Trawel Tips

v’i visitcalifornia @ = Following

- -
"’} visitcallfornia © Happy start of
‘i,/ summer! How many of these o M .

adventures are on your list? Yell bingo Road Trip to California: From

17,000+ Partner Handoffs
400,000+ Website Pageviews
59 Social Media Posts

6, Eat like @ local
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THE CALIFORNIA
QUESTIONNAIRE

 FAVORITE:

Where do you lve? e tuy hces

Why there? bech

Il hat is the biggest
perception about
¢ allfornians? N

What in your farorite Golden
State splurge?

Timve for o road trip—where
wre you pun.(

| esha Curl y

V OF HER GOLDEN
HE TOLD US

1f you could decree an official
state cullnury experien
what would it be?

e

Wihkat does sustatnablliey
mean (o you?

Where woald you go for the
uldimate shopplng sprec®

How would your Callfornia
dream day unfold?

tesnatios

nACOM | 13

st brraTo ki
Meckirgtwa, Dan't

feadery e

B ., .unenserc

COMMUNITY

2 BEACH HOUSE
SOFI

STADIUM

With a transhicent

29 MORRISON
HOTEL GALLERY

30 MODERNIST
28 VASQUEZ HOUSE TOURS
ROCKS NATURAL AREA

surprrgly dversa
tarrar







‘The Birthplace’
Campaign




IN THE BIRTHPLACE OF

BLUE JEANS

RELAXED AND COMFORTABLE MEETINGS
ARE JUST THE RIGHT FIT.

IN THE BIRTHPLACE.BE

STATE PARKS

OUTDOOR MEETINGS ARE ALWAYS IN.

IN THE BIRTHPLACE OF IN THE BIRTHPLACE OF

'INTERNET HOLLYWOOD

CREATIVITY IS ALWAYS SHOWING.



Global Investments and Opportunities




Resources

industry.VisitCalifornia.com







THANK YOU

Caroline Beteta
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ERIN FRANCIS-CUMMINGS

President & CEO
Destination Analytics

SANTA
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Agenda

Economic Considerations
The Pandemic
Sentiment Towards Travel & Travel Outlook
Travel Attitudes & Preferences
How We Have Changed

The International OQutlook






EXPECTATIONS FOR THE ECONOMY

of American travelers believe

it is likely an economic recession will

begin in the U.S. this year.

Just 27.8% believe inflation will weaken

.?

e 6 o6 o
this year and just 24.2% believe the U.S.
will experience strong economic growth.



INFLATION & TRIP CANCELLATION

23.2%

of American Travelers Agree
that recent inflation in consumer
prices has led them to cancel an
upcoming trip.




IMPACT OF GASOLINE PRICES ON ROAD TRIPS

58.0%

of American travelers agree that if gasoline pri




IMPACT OF GASOLINE PRICES ON TRIP DISTANCE

60.4%

of American travelers
agree that if gasoline
prices don't come
down, they will be
staying closer to home
on my road trips this
spring/summer.



TRAVEL PRICES AS AN IMPEDIMENT TO TRAVEL

38.3%

of American travelers agree high
travel prices have kept them from

traveling in the past month.




IS IT A GOOD TIME TO SPEND ON TRAVEL?

Question: Thinking only of % Good or Very good time to spend on travel

your household's finances, do

you feel NOW is a good or bad 50%
time for you to spend money 44.6% 45.1%
on leisure travel? (Select one) 424% 4149 41.3% 48.9% o 41.7%41.2%
. 39.0%
40% °38.6% 37.6% 9
. 36.5% a4 9%35‘5% 37.8%
34.3% 33.5% 33.1%
31.8%
30%
20%
10%
0%
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Destination ¢ Analysts



TRAVEL AS A BUDGET PRIORITY

Question: Thinking carefully

about how you expect to

spend your income in the 70%
NEXT THREE MONTHS, please 62.2% 61.5% 6. 3 2

58.6% 59.8% 59.5% 61.0% 60.6%

% Somewhat High, High or Extremely High Priority

57.5% 582%

use the scale below to describe 60% 54.7% 55.0%
your spending priorities. 51.3% 51.9% sasth s19% *4%
48.7% 49.2%
(Select one) 50%
Lei t I will b
eisure travel will be a(n) 40%
30%
20%
10%
0%
, e q ' b b— ’ a

AN ’15“ ot ,lofﬂ
C
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Destination ¢ Analysts



MAXIMUM TRAVEL SPENDING: NEXT 12 MONTHS

Question: How much IN TOTAL
is the maximum you will
spend on leisure travel
(including airfare,
accommodations and all other
trip related spending) during
the NEXT 12 MONTHS?

Maximum | would spend on
leisure travel (next 12 months):

Destination ¢ Analysts

$6,000
$5,000
$4,283
$4,000
$3,875
$3,000
$2,000
$1,000
$0
A a0 A% _,9 7 b 0 '5 N A 0V Ab D D> AD AN D D A
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EXPECTATIONS FOR TRAVEL (NEXT 12 MONTHS)

Question: In the NEXT 12
MONTHS, do you expect to
travel more or less for leisure
than you did in the most recent
12-month period? (Select one)

Destination ¢ Analysts

50%

40%

30%

20%

10%

0%

»r°*

14.1%

\0\“

Pg

23.9%

16.0%
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42.09% 42.5A3-5%
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% Expecting to Take More Trips

35.3%

Q:

36.1%

35.3%
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EXPECTATIONS FOR TRAVEL SPENDING (NEXT 12 MONTHS)

Question: In the NEXT 12
MONTHS, do you expect to
spend more or less for leisure
travel than you did in the most
recent 12-month period?
(Select one)

Destination ¢ Analysts

% Expecting to Spend More

50%

41.7%41.7% 42.3%

39.4%

40° 37.5%
7 ’36.9% 37.2%36.0% [l 36.7%36.6% 36.3%
32.89%34.0% 33. % 33.4933.4%
26% 31 59
30% 28.7%
22.0%
20%
1249 '35%
- I I
0%
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EXPECTATIONS FOR FUTURE FINANCES

Question: LOOKING

FORWARD—do you feel that a

year from now, you (and your 60%
household) will be better off

financially, or worse off, or just

o 47.8%48.6%
about the same as now? 50% 46.4% 45.1%
44.19%44.2% 249 429 43.0% 43.8% 44.29% ,
) 42.4% 0y 408% 42.3% 42.4%

409, B8 % 38.4% ° 37.6% 39.2%
30%
20%
10%

0%

NRSLISELIN b 40 5 5 02 o
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RETURNING TO NORMAL

70%
Millennial or younger
% More than 50% Back to Normal oy 9

60.8%

60% 57.5% 57.9% 56 0%

54.4%

Gen X

50% 47.3% 54.8%

44.8%
43.6%
o 2.7%
42.5% 41.4%1.6% ZO 6% 41.4%
[v)
40% 36.9% Boomer or older
34.2%3 50, S 2B47% 34.8%3 oo, 52.7%
30.9%

30%

20% |

10%
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Destination QAnalysts Question: Overall, how close to “normal” is the U.S. in terms

WEST
56.7%

MIDWEST
54.6%

NORTHEAST
59.3%

SOUTH
54.3%

of resuming leisure activities (dini



COVID-19’S IMPACT ON MEANINGFUL TRAVEL EXPERIENCES

Question: How much is the

COVID-19 issue impacting your
% More than Moderately Impacted (6-10)

ability to have meaningful

0
travel experiences? (Select one) 60%

0% 46.9%
9% 46.89
44.4% 44.1% 44.8% /04430/ 45.8%

41.79 43.5% 43.5%
% 41.3%
40%
35. 9%
33.1%
30% I
20%

Sept 15- Sept 29- Oct 13 Nov 'IO Nov 24 Dec 8-10 Dec 26 Jan 12- Jan 26 Feb 9-11 Feb 23-  Mar Apr
17 Oct 1 14 25 2022 2022

Destination ¢ Analysts



EXPECTATIONS FOR THE CORONAVIRUS OUTBREAK (MAR 2020 — APR 2022)

Question: In the NEXT
MONTH, how (if at all) do
you expect the severity of
the coronavirus situation in
the United States to change?

In the next month the
coronavirus situation will get

(Base: All respondents, 1,200+
completed surveys each wave.)

Destination ¢ Analysts

80%

70%

60%

50%

40%

30%

20%

10%

0%

o

“Worse” or

/ “Much worse”

61.5%

34.7%

21.8%
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“Better” or
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PANDEMIC EXPECTATIONS

45.8%

of American travelers feel it’s likely
a dangerous new variant of COVID-
19 will emerge in the U.S. in the

remainder of the year.




CONFIDENCE IN ABILITY TO TRAVEL SAFELY

Question: How confident are you that you can travel safely in the current environment?

Confident,
28.1%

Very
confident,
21.5%

Not at all confidenﬂ,

2.6% Not very
confident,
12.2%

(Base: All respondents, 4,060 completed surveys.
Data collected April 18-24, 2022.)

Destination ¢Ana lysts

Somewhat
confident,
35.7%

60%
55%
50%
45%
40%
35%
30%
25%
20%
15%
10%

Historical data

—Confident or Very confident —Not very confident or Not at all confident
49.5%
14.7%
PN I A - T R NN I TP TP PN N I U BIPO P SR URN g
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AVOIDING CONVENTIONS & CONFERENCES

How much do you agree with the following statement?
Statement: | will be unlikely to attend any conferences or conventions until the coronavirus situation is resolved.

Historical data

—Agree or Strongly agree —Disagree or Strongly disagree

100%
90%
80%
70%
60%
50%
40%
30% N\
20% 33.9%
10%

0%
(Base: All respondents, 4,060 completed surveys.

March 20-22
March 27-29
March 26-28
Oct 1315
Oct 27-29

March 12-14
March 19-21

Sept 15-17
Sept 29 - Oct 1

Data collected April 18-24, 2022.)

Destination ¢ Analysts



MOST RECENT OVERNIGHT TRIP: COVID-19 ANXIETY

Question: While traveling on your

% More than Moderate Anxiety (6-10)
most recent overnight trip, HOW

MUCH ANXIETY did you generally 40%
feel about the COVID-19 situation? 35%
0 29.7%
30% 28:5% 5780, 27. A%g 50,
23.4% 24.8% 24.1% 25-4%
25% o/23 .0%
21.6% 21.7% 21 9%
20% 19. 0%
15%
10%
5%
0%
) 2 b 0 ? % A 12
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EXCITEMENT FOR LEISURE TRAVEL IN THE NEXT 12 MONTHS

More
Excitement

7.8

8.0

Which best
describes how excited you

Question

Mean Score (0 - 10-point scale)

7.5

are about LEISURE TRAVEL in

the NEXT TWELVE (12)

MONTHS? (Please answer

the 11-point scale

below)

using

Q
~

5.7

6.5
6.0
5.5

Less

Excitement
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TRAVEL STATE-OF-MIND

Question: When it comes to getting back out and traveling again, which best describes your current state of mind? (Select one)

Historical data

—Ready to travel —Not ready to travel
100%

6.1%
80%

60%
40%

20%

0%

May 29-31
March 5-7

March 12-14
Mardh 19-21

(Base: All respondents, 4,060 completed surveys.

Data collected April 18-24, 2022.)
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TRAVELERS IN COMMUNITY ARE UNWANTED

How much do you agree with the following statement?

Statement: | do not want travelers coming to visit my community right now.

(Base: All respondents, 4,060 completed surveys.
Data collected April 18-24, 2022.)

Destination ¢ Analysts

80%

70%

60%

50%

40%

30%

20%

10%

0%

April 17-19

Historical data

April 24-26

May 13
May 810

—Agree or Strongly agree

—Disagree or Strongly disagree

Feb 23
March 2022
April 2022

41.0%

24.2%



NUMBER OF LEISURE TRIPS ANTICIPATED IN THE NEXT 12 MONTHS

Question: IN TOTAL, how many leisure trips (of 50 miles or more from your home) do you expect to take in the NEXT
TWELVE (12) MONTHS? (Select one)

—Mean Expected Trips (Next 12 Months) —% One or More Trips (Next 12 Months)
4.0 100%
3.5 0,
88.8% 00%
3.0 3.0
80%
2.5
2.0 70%
1.5
60%
1.0
50%
0.5
0.0 40%
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MONTHS OF EXPECTED LEISURE TRIPS IN 2022

Question: In which months do you
currently have any leisure trips

. . 40%
planned (even if only tentatively)? °
(Select all that apply) 35% 33.8%
31.9%
30%
26.1% 26.8%
25%
20.8%
20% 18.1%
(Base: All respondents, 4,060 completed surveys. 14.8%
o (s]
Data collected April 18-24, 2022) 15% 14.1%—14.2%
11.3%
10%
6.5%
5%
0%
A EN < < < N ) <
QO &\ 4 N 5 & & & & a9 S
W S S RN S S S
QQ\ o eo“‘ Qef‘ 0‘\(\ d<
) & &
& o
ot <
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EXPECTED TRIPS IN THE NEXT THREE MONTHS: BY TRIP TYPE

Question: In the NEXT THREE (3)
MONTHS, how many of each type of
trip are you likely to take? (Select
the correct number of each trip type)

(Base:. All respondents, 4,060 completed surveys. Data

collected April 18-24, 2022)

Destination ¢ Analysts

% who have taken 1 or more overnight trips in the past month

65.9%

Leisure

Visit friends or relatives 50.6%

Business 11.9%

Convention, conference or group meetings 7.8%

4.5%

Other

0% 20% 40% 60% 80%

Average Trips

1.2

1.0

0.3

0.2

0.1



OPENNESS TO TRAVEL INSPIRATION
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TRAVEL PLANNING IN THE PAST WEEK

80 . 7% Of Am e rl can Talked to a friend o:rzzlqﬁve about a future 47 4%
Travelers did some
trl p d ream | N g an d Day-dreamed about taking a leisure trip 45.7%

planning in the last
week alone

Researched travel ideas online 34.0%

Made travel reservations (lodging,

0
transportation, tickets, etc.) 15.5%

Researched travel ideas offline (magazines,

o,
printed visitor guides, etc.) 9.5%

NONE OF THESE 19.3%

0% 10% 20% 30% 40% 50% 60%

Question: In the PAST WEEK, which of the following have you done? (Select all that complete the sentence)

. . (Base: All respondents, 4,060 completed surveys. Data
Destination 9 ANalysts |y pAST WEEK I have |
collected Anril 18-24 20272)




BUSINESS TRAVEL

65.1%

of American travelers
feel it’s likely
companies will
require more
employees to return to
the office in the
remainder of the year.

Only 36.5 %

of American travelers
currently feel that business
travel will return to pre-
pandemic levels this year—
as 64.7% believe that
virtual meetings will
continue to replace many
in-person meetings.



TOURISM & HOSPITALITY WORKFORCE

65.3%

of American travelers feel it’s likely tourism businesses will

continue to have problems finding employees this year.







MOST DESIRED DOMESTIC DESTINATIONS IN THE NEXT 12 MONTHS (unainen)

Floriclcr | 15.2%
New York [N 1 3.0%

Question: Which domestic Las Vegas I 1 1.2%
destinations do you most want to California  [IININGNGENE 7 .8%

visit in the NEXT TWELVE (12) Texas |GG 5.7 %

MONTHS? (Write in up to five) Hawaii I 5.5

Chicago NG /.7 %
. -~ . pwy
(Please only include destinations C(:g?gjz s 4.41 ;OA)
in the United States) Los Angeles [N 3.5%
Arizona [NENEGEGEGEGEE 3.5%
Tennessee |GG 3.0%
Washington | NI 3.0%
Oregon [ 3.0%
(Base: All respondents, 3,645 completed surveys. San Diego _ 2.9%
Data collected April 18-24, 2022.) North Carolinc N 2.7
Miomi [N 2.7 %
Seattle |G 2.4%
Alaska  [HIEIG 2.5%
San Francisco  [NEG 2.5%
Washington, D.C. |GGG 2.4%
Boston |G 2.3%
Virginia [ NG 2.1%
Nashville [ NG 2.1%
Utah [ 2.0%

o 0% 2% 4% 6% 8% 10% 12% 14% 16%
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EXCITEMENT FOR LEISURE TRAVEL, BY TRIP TYPE

Question: Thinking carefully about THE
NEXT TWELVE (12) MONTHS.

Use the 10-point scale where 10 =
"Extremely excited"” and 1 = "Not at all
excited" to state how generally excited
you are to take each of these types of
trips?

(Base: All respondents, 4,060 completed surveys.
Data collected April 18-24, 2022.)

Destination ¢ Analysts

Family trips (your nuclear family only)
Romantic getaways

Girlfriend trips

Wellness and healing trips

Multi-family trips (more than 1 nuclear family)
Solo trips (traveling alone)

Multi-couple trips (no kids)

Reunion trips (Family, military, school, etc.)
Multi-generational trips (3 or more generations)
Guy getaways

Combined business and leisure trips

Workcations (Extended trips where you work remotely)

0%

54.9%

41.6%
35.6%
35.5%
35.4%
34.6%
34.1%
33.0%
21.9%
20.4%
18.2%
20% 40% 60%

69.5%

80%



TRAVEL PRIORITIES

Quesion Tinking about our 1evel iy i i oved s [ '
during the NEXT TWELVE (12)
MONTHS, what travel experiences enioying natore | 5 5.7 %
will you prioritize? New places | haven't visited before _ 55.7%
3 i 0
However you personally define each, Getting away from crowds _ 46.4%
use the scale provided to indicate Excitement and energy _43.6%
how you will prioritize them.
Visiting cultural institutions _ 29.4%
(Base: All respondents, 4,060 completed surveys.
- 0
Data collected April 18-24, 2022.) Visiting theme parks _ 27.1%
Visiting large cities _ 26.9%
Staying close to home _ 20.6%
Attend sporting events _ 19.8%

0% 20% 40% 60% 80%
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TRAVEL EXPERIENCES PRIORITIZATION

Question: Continuing this line of
thought: Thinking about your travel Having fun
in the NEXT TWELVE (12) MONTHS,

84.1%

what travel experiences will you veicxcrion | 7 -
e o
However you personally define each, Escaping stress _ 71.2%

use the scale provided to indicate

how you will prioritize them. Escaping boredom

55.7%

48.4%

Food /culinary experiences

Adventure

48.1%

(Base: All respondents, 4,060 completed surveys.

Data collected April 18-24, 2022.) Cultural experiences

40.9%

Learning /education

32.3%

26.3%

Brag-worthy experiences

Meeting new people

23.7%

0% 20% 40% 60% 80% 100%
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LUXURY TRAVEL EXPERIENCES

35.6%

of American travelers say having
luxury travel experiences is usually an

important part of their leisure trips.




GROUP TOUR EXPERIENCES

28.1%

of American travelers say they enjoy having group

tour experiences as part of their leisure trips.



AVOIDING “TOURISTY"” DESTINATIONS

43.2%

of American travelers agree they
usually avoid visiting touristy or

overdeveloped places.




PREFERENCE FOR NEW DESTINATIONS

53.5%

of American travelers prefer visiting places they have

never been to over places they have visited before.



PREFERENCE FOR INTERNATIONAL TRAVEL

25.3%

of American travelers are currently more
interested in traveling outside the United

States than inside the United States.




PREFERENCE FOR ACTIVE VACATIONS

47 .2% =

of American travelers tend to prefer e

"active time" to "down time" on vacations.



MAKING FRIENDS WHILE TRAVELING

37.3%

of American travelers say they are
the kind of person that often makes

new friends while traveling.




ENJOYS THE ENERGY OF CROWDS

28.0%

of American travelers enjoy the energy

of being in a crowd of people



PATRONIZING MINORITY-OWNED BUSINESSES

33.1%

of American travelers usually make an
effort to support minority-owned

businesses when they travel.




LIMITING PERSONAL ENVIRONMENTAL IMPACT

54.0%

of American travelers usually make an effort to limit

their personal impact on the environment when traveling.






CHANGE IN LENGTH OF TRIP

Much longer B2.7%

Longer 4.8%

Slightly longer 9.5%

l 6.6%

Much shorter I3.6°/o

Slightly shorter

Shorter

0% 20% 40%

Destination ¢Ana lysts

17.0% Question: Have you (or will you)
changed the length of your trips¢

Compared to before the pandemic,

the length of the trips I'm likely to

take now will be

23.2%

60% 80%

(Base: All respondents, 4,007 completed surveys.
Data collected March 15-23, 2022.)




CHANGE IN DISTANCE OF TRIP

Much closer to home I5.1 %

Closer to home . 12.1% 3200%

Question: How far from home are you

Slightly closer to home - 14.8% 4 -
likely to be traveling¢ Compared to

Unchanged _54'4% before the pandemic, the trips I'm likely

Slightly further from home I5.5% to take now will be

Further from home I5-7°/0 ] 307%

Much further from home I2.4°/o

0% 20% 40% 60% 80%

(Base: All respondents, 4,007 completed surveys.
Destination ¢ Analysts Data collected March 15-23, 2022.)




CHANGE IN CAUTIOUS
PLANNING OF TRIP

Much more carefully - 13.6%
More carefully - 21.7% 56. 5 %
A little more carefully - 21.2%
Unchanged _40.4%

A little less carefully I2.0°/o

Less carefully |O.8% 3.] %

0.3%

Much less carefully

0% 20% 40% 60% 80%

Destination ¢Ana lysts

Question: How carefully will you

be planning your travels¢
Compared to before the pandemic,
| will be planning the

details of my trips.

(Base: All respondents, 4,007 completed surveys.

Data collected March 15-23, 2022:)



CHANGE IN DESIRE TO TRAVEL

Much more - 11.3%
More -15.5% 46'9%
Question: How strong is your desire to
Slightly mere -20']% travel now? Compared to before the
Unchanged _36.0% pondemic, | am motivated
Slightly less 9.8% to travel..
Less I4.0% 17.1%
Much less I3.3%
0% 20% 40% 60% 80%

(Base: All respondents, 4,007 completed surveys.

Destination ¢ Analysts Data collected March 15-23, 2022.)



CHANGE IN SENTIMENT TOWARDS FRONT
LINE STAFF OF TRAVEL COMPANIES

Much more - 18.5% 3
Question: How do you feel about the
64.2¢ .. :
More -24'6% /o tourism industry employees serving you
Slightly more -21.1% while you travel? Compared to before the
Unchanged -32 0% pandemic, I'am sympathetic to
the front-line staff of travel companies
Slightly less I2.7%
(hotels, airlines, restaurants, etc.).
Less |O.5% 3.8%

Much less | 0.6%

0% 20% 40% 60% 80%

(Base: All respondents, 4,007 completed surveys.
Destination ¢ Analysts Data collected March 15-23, 2022.)




CHANGE IN INTEREST IN VISITING
CITIES OR URBAN AREAS

Much more I5.7%

0 Question: Has your interest in visiting
More .7.9% 24°2 /0
cities or urban areas changed?
Slightly more . 10.6%
Compared.to before the pandemic,
| am - ~“interested in-visiting
Slightly less .10.6%
Less I5.2% 20.00/0
Much less I4.1°/o
0% 20% 40% 60% 80%

(Base:" All respondents, 4,007 .completedisurveys.
Destination \@ Analysts Data collected March 15-23, 2022.)




CHANGE IN INTEREST IN OUTDOOR-
ORIENTED DESTINATIONS

Question: Has your interest in visiting
Much more 10.4%

0 outdoor-oriented destinations (e.g.,
More -15.1% 42.2 /O

rural areas, mountain towns, beach
Slightly more - 16.6%

Unchanged 51.6% : - %
renenes _ etc.) ‘changed? Compared tobefore the

Slightly less I4.2% ; interested-im—

destinations, State or National Parks,

Less |1.0% 6.3% visiting outdoor-oriented-destinations.
Much less |1.1%

0% 20% 40% 60% 80%

(Base:" All respondents, 4,007 .completedisurveys.
Destination \@ Analysts Data collected March 15-23, 2022.)
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THE STATE OF THE INTERNATIONAL TRAVELER STUDY

* Online survey of international travelers in 15 top feeder markets
to the United States

« 800+ surveys per market; 12,000 total surveys collected
* Examines sentiment, media consumption, percepftions, tfravel
desires and behaviors, as well as the brand performance of

over 65 destinations

 Fielded February 4™-16™, 2022

Destination ¢ Analysts



THE STATE OF THE INTERNATIONAL TRAVELER STUDY MARKETS
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LIKELIHOOD TO TRAVEL INTERNATIONALLY THIS YEAR

W Leisure B Business
60%
50% 47.8%
40%
309
o 27.2%
25.4% 23.9%
22.5%
20%
15.4%
14.29 =
o 12.9%
10%
6.6%
. 4.2%
o [
Very likely Likely Somewhat likely Not likely Not at all likely
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MONTH OF NEXT INTERNATIONALTRIP

February 2022

March 2022

April 2022

May 2022

June 2022

July 2022

August 2022

September 2022

October 2022

November 2022

December 2022

Sometime between January-June 2023
Sometime between July-December 2023

2024 or later

I 3.1%

I 7.0%
I 8.2%
I .7 %
I 9.6%
I 10.9%
I 9.1%
I 6.5%
I 5.2%

I 3.2%

I 4.5%

I 6.9% ] 10.8%
I 4.0% in 202 3
I 3.2%

76.9%
in 2022

0% 5% 10% 15%

CONFIDENTIAL
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TRAVELVOLUME & SPENDING EXPECTATIONS

Global Travel Sentiment: 2014—2022

60%
0,
559 53.6%
52.8%
50%
48.5%
-~ 0,
47.1%  464% 48.2%
46.2% 46.5% \. L 47.2%
45.0% : // 45.00
45% 43.3% 44.4% | 44.7% 44.0% 45.9%
43.6% ~~44.2% 42.8%
41.6% - |
4h2%4 43.1% 43.0% T
40% 41.2% 42.0% 41.3% 41.0%
35%
30%
2014 2015 2016 2017 2018 2019 2020 2021 2022
—I| expect to take more domestic trips —I| expect to spend more on domestic leisure travel
| expect to take more international trips —I| expect to spend more on international leisure travel
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INTERNATIONALTRIPVOLUME BY MARKET

2014-2022
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INTERNATIONALTRIP SPENDING BY MARKET

2014-2022
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HIGH PRIORITIZATION OF INTERNATIONAL Destination €p Analysts
TRAVEL IN BUDGET

International Travel is a "High" or "Extremely High** Budget Priority
International Travel as a “High” or “Extremely High” Budget

Priority, Total Aggregate

0
2018 2019 2020 2021 2022 |, o/; fg:;
55% India  61.3%  64.8%  62.8% 73.6% 79.3% | 7.6%
49.9% Brazil 45.1%  48.5%  52.1%  60.5%  65.1% 7.6%
50% China  49.8%  43.9%  487%  51.0% 59.8% | 17.2%
Germany 48.8%  44.5%  453%  453%  59.6% 31.8%
45% Mexico 52.1%  48.5%  48.8%  51.1%  59.1% | 15.6%
41.6% United
39.50, 40-6% 39.8% Kinoden  368%  37.5%  422%  360%  56.4% | 56.6%
40% g
France 33.6%  37.1%  35.0%  38.6%  53.6% | 38.8%
35.29 Argentina  32.3% 28.6% 37.4% 51.3% 51.4% 0.2%
35% South Korea  42.9%  42.5%  44.2%  46.0%  48.6% 5.7%
Canada  27.0%  30.5%  33.4%  31.0% 47.0% | 51.6%
30% ltaly 32.0%  30.7%  30.4%  35.8%  46.4% | 29.7%
2014 2015 2016 2017 2018 2019 2020 2021 2022 Colombia B ) ) . 37.9% -
Netherlands  26.1% 20.5% 29.4% 25.9% 34.4% 32.9%
Japan 30.8%  36.8%  32.5%  33.4%  29.0% | -13.1%
Australia  37.6%  36.9%  39.8%  340%  21.5% | -36.8%
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BUDGET FOR INTERNATIONAL TRAVEL

Maximum Budgeted for International Travel
(reported in respondents’ domestic currencies and converted to USD)

% CHNG 2021-

2018 2019 2020 2021 2022 2022
China $6,979 $6,554 $6,973 $6,557 $7,166 9.3%
Canada $3,261 $3,896 $3,681 $4,148 $4,796 15.6%
United Kingdom $3,820 $3,861 $3,884 $4,289 $4,361 1.7%
Argentina $2,936 $3,612 $2,958 $2,831 $3,705 30.8%
Germany $3,639 $3,320 $3,381 $3,541 $3,675 3.8%
Netherlands $3,533 $3,163 $3,941 $3,576 $3,481 -2.7%
Brazil $3,689 $3,783 $4,056 $3,022 $3,326 10.1%
Mexico $3,157 $3,632 $3,149 $2,993 $3,229 7.9%
South Korea $3,669 $4,358 $5,439 $3,996 $3,182 -20.4%
Australia $6,171 $5,950 $6,171 $4,289 $3,158 -26.4%
India $4,491 $4,733 $5,282 $3,720 $3,020 -18.8%
France $3,234 $2,883 $3,248 $3,133 $2,719 -13.2%
Italy $2,992 $3,124 $2,884 $2,544 $2,639 3.7%
Japan $3,463 $3,669 $4,635 $3,341 $2,550 -23.7%
Colombia = = = = $2,095 -
© 2022 Destination Analysts, Inc. CONFIDENTIAL
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DAYS AVAILABLE FOR INTERNATIONAL
TRAVELTHISYEAR

% CHNG 2021-

2018 2019 2020 2021 2022 2022
Netherlands 22.2 20.6 20.6 21.2 21.8 3.1%
Argentina 209 19.2 19.5 19.8 19.0 -3.9%
United Kingdom 17.3 16.8 16.5 21.0 187 -11.3%
Canada 16.1 15.6 16.1 18.8 18.3 -2.6%
Brazil 18 17.1 17.5 18.7 17 -5.8%
Germany 17.1 16.5 17.9 17.5 17.2 -1.5%
Australia 19.3 18.9 20.3 16.1 14.1 12.4%
France 13.3 12.1 137 1.9 13.6 14.3%
China 15 147 15.1 147 13.5 -8.4%
Colombia - - - : 13.4 -
Italy 147 15 14.2 14.0 12.9 -8.0%
Mexico 15.8 15.6 14.3 13.9 12.8 -8.2%
India 137 14.5 13.8 1.9 Ul -4.5%
South Korea 10 10.1 10.3 10.9 9:2 -15.9%
Japan 7.1 6.9 77 6.1 >0 -5.4%
© 2022 Destination Analysts, Inc. CONFIDENTIAL
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WHAT DEFINES THEM AS
INTERNATIONAL TRAVELERS







INSPIRATION:
TRAVEL PLA




IMPORTANT FACTORS IN BOOKING Destination 49 Analysts
INTERNATIONAL TRAVEL

Trip Cost 76.9%

Convenience of planning 74.9%

Strict COVID-19 entry requirements 69.5%

Welcoming environment to people

o)
of diverse identities 69-2%
Cultural diversity in the local =, g5/
population of the country
Cultural diversity in the tourists 59.3%

that visit the country

Sustainability and carbon footprint 52.2%

Trendy—Dbeing a “hot” place

42.5%
to go at the moment

(Table shows % rating each as “Important” or “Very important”)

© 2022 Destination Analysts, Inc. CONFIDENTIAL Question: How important is each of the following factors when booking international travel2



SOURCES OF DESTINATION INFORMATION

Sources of Destination Inspiration
(Overall — all countries)

2019

2020

2021

2022

% CHG 2021-

2022
Opinions of friends and relatives — in person/ thr.ough direct 54.0% 52.99, 46.1% 43.5% 5.7%
contact (email, text, etc.)

Online Media— Travel content found on Internet  42.5% 44.2% 42.8% 43.1% 0.7%
Opinions & experiences of digital influencers  25.6% 27.5% 28.4% 33.6% 18.2%
Opinions of friends and relatives — via social media  30.4% 31.4% 29.5% 29.0% -1.6%
Online VIDEO travel content (Video only) 24.8% 26.3% 28.3% 25.2% -11.0%

Travel agencies or tour operators  27.2% 23.4% 23.1% 20.9% -9.8%
Offline Media—TYV, printed newspapers, magazines 19.6% 19.1% 19.0% 15.8% -16.9%
Television  19.1% 18.2% 15.2% 12.0% -20.9%
Movies 11.2%  12.1%  10.0% 8.5% -15.1%

© 2022 Destination Analysts, Inc. CONFIDENTIAL
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Destination ¢ Analysts

TRIP PLANNING RESOURCES

Use of Digital Travel Planning Resources (Overall—all countries) Use of Traditional (Offline) Travel Planning Resources (Overall—all countries)
(% likely to use for international travel planning) (% likely to use for international travel planning)

Online search engines (Google, Bing, Yahoo, etc. 54.9%

° ( g'e Bing, ! ) e Opinions of friends, colleagues, or relatives 43.7%
Online travel agencies (Expedia, Travelocity, etc.) 43.3%
e . O

Officlal visitor's bureau website ST Travel agent - offline (traditional or store front) 34.6% 2
Tour agent or tour operator websites 26.3% ’
Online travel reviews, blogs, itineraries 24.8% Travel related TV programming 28.8% )3

Online mapping website (Google Maps, Mapquest.com, etc.) 24.2%

Social media (Facebook, Twitter, Pinterest, etc.) 22.9% Commercial guidebook 27.2%
Official visitor's bureau social media content 18.1%

Online video travel content 17.5% Travel or lifestyle magazine 25.9%
Travel or lifestyle magazine websites (online content) 15.2%

Travel-related apps 14.0% Official visitor information center 19.8%
Home-sharing or Vacation Rental Websites (Airbnb, etc.) 13.0%

N t | secti 17.39

Travel-related e-mail newsletters 9.6% ewspaper fravel section %
Newspaper travel section (online content) 9.5%

Travel related radio programming 11.0%
Digital influencers 8.2%

*Examples given were specific to each country
ples g p
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MOST DESIRED INTERNATIONAL Destination 49 Analysts
DESTINATIONS

Most Desired International Destinations (Unaided)

(Overall - All Countries) —United States ——Spain o oFrance ltaly =) apan
= «=United Kingdom — Austrailia —Canada —Germany —Mexico
% CHNG
2018 2019 2020 2021 2022 |, 0 O 40% o
3% 35.9%
United States  32.7%  33.5% 33.8% 33.6% 359% | 7.0% 359 °
(o]
France 16.6% 17.1% 18.5% 17.3% 16.9% -2.3%
30%
ltaly 150% 15.2% 14.9% 14.4% 15.5% | 7.8%
Spain 17.3% 17.8% 18.0% 19.5% 14.4% | -26.2% 25%
18.9%
Japan 12.3% 14.2% 13.4% 12.9% 12.8% | -0.4% 20% 17.3% ceseeteeiiiinan., — 16.9%
~——. S e eessecccccoc?® ®ecee XX 0
United Kingdom 11.7% 14.0% 147% 13.6% 12.7% -6.6% 15% 15. 3°/ S m e e oo _ — —rem——== \.} 3'302
15.2% “~~~ - Y = a---—]Qg%
Canada  87%  9.2%  10.5% 10.4% 10.3% | -1.1% 10% 12.3% - 12.7%
©8.6% 10.3%
Mexico 5.3%  48%  4.8%  4.6%  7.3% | 58.6% 7.5% = 7.3%
5% 7.0%
6.9% o
Australia  107%  9.6%  82%  91%  7.0% | -23.2% 2,95/0 7:0%
0%
Germany  7.1%  9.0%  83%  91%  7.0% | -23.0% 2014 2015 2016 2017 2018 2019 2020 2021 2022
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THE UNITED STATES ASATOP DESIRED Destination 49 Analysts
DESTINATION o vouR sEsears

2018 2019 2020 2021 2022 % Cr;l;(2322021- USA's Rank in 2022
Brazil 51.1% 54.4% 58.0% 59.8% 56.9% -4.9% 1
Mexico 53.7% 55.7% 44.9% 51.4% 52.3% 1.7% 1
Japan 42.1% 46.4% 45.9% 41.6% 51.8% 24.5% 1
India  38.1% 39.9% 36.7% 52.2% 50.4% -3.4% 1
South Korea  31.0% 30.7% 40.0% 40.9% 45.1% 10.3% 1
Colombia - - - - 43.1% - 1
Argentina  31.3% 35.6% 28.5% 38.2% 39.4% 3.2% 1
Canada  39.4% 42.7% 41.0% 41.6% 39.2% -5.6% 1
China  38.6% 39.2% 41.9% 26.9% 38.6% 43.2% 2
United Kingdom  27.4% 26.8% 29.9% 26.3% 28.0% 6.2% 2
Australia  33.9% 30.6% 35.2% 23.7% 25.7% 8.4% 3
Italy 25.5% 27.5% 25.2% 23.5% 23.7% 0.7% 3
France  21.0% 18.9% 19.3% 18.2% 20.1% 10.5% 3
Germany 12.1% 11.5% 9.9% 10.6% 13.6% 27.6% 6
Netherlands 11.6% 8.9% 14.6% 12.2% 11.6% -4.7% 6
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WORLD PERCEPTIONS OF THE USA Hesihatlcog s

 INTERESTINE PLACES o
- BUCKETLIST DESTINATION

==TOURIST ATTRACTIONS "t s

e SCENERY FUNG,

RELAXING PEACEFUL |

5 000D/GREAT PLACE
FRIENDS-AND FAMILY-

SBEEN BEFORE ANDLOVED TOEW T
ar-CULT UNISWEM"””
mmmmm NEVER BEEN"

P lllTS Tﬂ SEE AND D0"

© 2022 Destination Analysts, , Inc. CONFIDENTIAL Question: Please describe why you most want to visit the United States of America.



ITTHE USA

DRIVERS OF ASPIRATIONTO VIS
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DETERRENTSTOVISITING THE USA

Concerns about COVID-19 infection rates in the United States
The cost of airfare to the United States is too expensive

Concerns about gun violence in the United States

The United States is generally too expensive /currency exchange rate is..

Concerns about my personal safety in the United States

Visa wait times

Application/Visa process and fees associated with it is too cumbersome
The United States is too far away

| don’t have enough holiday time

Concerns about social unrest

Concerns about racial injustice /racism

Better destinations exist

The security policies of the United States are difficult

| am uncomfortable with the United States’ national politics

I've been there before and have more interest in other destinations
The United States is too difficult to travel to

Personal health concerns

The size of the United States feels unmanageable for a vacation

| just don’t think about the United States as a place to travel to —it’s not on..

The people | travel with prefer other destinations

The United States does not fit the travel experiences | am seeking
The United States' trade policy with other countries

Traveling such a far distance is bad for the environment

| don't feel welcome in the United States

There is no direct airline service to the places | want to visit in the United States

© 2022 Destination Analysts, Inc.
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PERCEPTIONS OF THE US HANDLING

OF THE PANDEMIC

35%

30%

25%

20%

15%

10%

5%

0%

Handling of the COVID-19 Pandemic

31.8%
25.0%
19.6%
15.9%
7.8%
Very well Well Neutral Poorly Very poorly

(Neither well
nor poorly)

© 2022 Destination Analysts, Inc. CONFIDENTIAL
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Effects of Handling of the COVID-19
Pandemic on Interest to Visit the U.S.

459
& 40.9%
40%
35%
30%
25.4%
25%
20% 17.6%
15%
10% 10.0%

° 6.1%
o L]
0%

Much more More Neutral Less Much less
interested  interested (Neither interested  interested
more nor less
interested)



IMPORTANCE OF CONTINUING PANDEMIC Destination 49 Analysts
PROTOCOLS

Importance of Continuing COVID-19 Protocols

Extremely important || G 33.27-
Important _ 29.7%
Slightly important | N NRNRE 1 5.6%
Neutral - neither important T A

nor unimportant

Slightly unimportant [} 2.4%
Unimportant ] 1.3%

Extremely unimportant [ 2.3%

0% 10% 20% 30% 40%
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AWARENESS OF & SENTIMENT ON COVID Destination b Analysts
ENTRY REQUIREMENTS TO USA

Sentiment on Entry Requirements to USA
Awareness of COVID-19 Requirements to Travel to USA

(% who said yes to being aware of requirements to travel to USA) 45%
100% 95.9%95.0%93.8%01 49401 1 40% St o

80%

60%

40%

20%

0%
D o §° o e

7°88.3%87.8%

77.8%77.4% 4 0% o 35%
%72.3 A’7o‘6%69-4%67.9%63_5% e
25% 23.6% 23.9%
20%
15%
10% 7.3%
¥ & & @ Q ® & ©

5.7%
. o 5%
A RS N . . o) o) e
O ~ O L ) N < N o N o
< @J A S R O qu ©oE & e & & o . .
oo © Sl o & ¥ 0%
@ <° <~ Much more More Unchanged Less Much less
Ny interested interested interested interested
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IMPACT OF THE CURRENT AMERICAN Destination €p Analysts
POLITICAL CLIMATE

Impact of Political Climate on Desire to Visit U.S.
(% who said yes to Political Climate impacting their desire to visit)

80%

0,
S0 62.1% 50 4%
(o]

50.8%  49.3%

475% 47.0% 46.0% 45.1 % 44.4%,
41.0% o o
40% 39.3% 39.1% 36.4%
25.9% 25.1%
20% I I
0%
X R S (o) o A Q 2 e & O N R e O
\oe,\ d\\o \o‘?o {-o‘e, oo"b (&oo <O ‘(‘o(\o ‘}@\ . qbo \x@*_\o %(04« *\o“ a\& g &O\
N C o® LR &° v 3
P @ <~
0(\
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IMPACT OF THE AMERICAN POLITICAL Destination €p Analysts

DO YOUR RESEARCH

CLIMATE ON DESIRETOVISIT

| feel more reluctant to visit the United States 33.5%
| feel it’s less safe to visit the United States 25.7%
| feel more excited to visit the United States 22.7%

| feel it’s safer to visit the United States

| will visit when | feel the political climate has improved

| am avoiding travel to the United States as a form of political
expression

| want to travel to the United States to express my support

© 2022 Destination Analysts, Inc. CONFIDENTIAL



IMPACT OF THE AMERICAN POLITICAL Destination ¢p Analysts
CLIMATE ON DESIRETOVISIT

Impact of American Political Climate: Reluctance vs Excitement to Visit

80%
B More Reluctant to Visit B More Excited to Visit
60%  58% 56%
47% 47%
42% 39%
0 (]
40% 36% 33% 0
34%
25% o
29% 23%
’ 26% 269%28% 550, 25% | ‘
o 7 |
20% 20% 23% 22% 22% 21% . 20
20% 17% 17% 19% ~
() o o 16%
1%
I 7%
o 1
8 . o N .
obo o\\o 5 boe S 05\ *,_\(9 S & . & & @o « N & Qoo
N S < ) N\ O Q & o AN (o> o)
N EN ) N & i) < ¢ =
8 $ B & o w < &) 5° K
v Ny X © & S
\)(.\,\@ <~ =

Question: Which of the following statements describe the impact the current political climate in the United States has on your desire to visit—if any?
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Destination Q Analysts

LIKELIHOOD TO VISIT THE USA

Overall Likelihood of Visiting the USA in Next Two Years Likely to Visit the USA — by Market
(All Countries) (% “very likely” or “certain” to visit the USA in next 2 years
% CHNG
% CHNG 2018 2019 2020 2021 2022 2020-
2018 2019 2020 2021 2022 2020-2021 2021

India 76.4% 74.1% 71.3% 81.5% 82.4% |1.1%

Top 2 Box 45.9% 44.1% 44.2% 47.2% 51.0% | 8.1% Brazil 65.4% 66.1% 68.2% 78.8% 82.0% |4.1%

Score Mexico 69.2% 70.0% 63.0% 71.3% 75.0% |5.3%

Will certainly 22.4% 21.6% 21.4% 22.3% 23.9% | 7.29% China 68.9% 58.6% 54.5% 48.1% 63.9% |32.7%

visit e 270 e e e L2 70 Canada 57.6% 54.3% 56.9% 47.6% 60.8% |27.6%
Colombia - - - - 56.6% -

H (] o o, 0, 0, 0,
Very likely R I e LR Argentina 31.3% 31.4% 34.6% 57.5% 55.5% |-3.5%

0, 0, 0, 0, 0, [s)

Somel\il;l(l:t 26.2% 25.2% 27.4% 257% 24.0% | -6.5% UITGIZ 39.1% 37.6% 35.6% 44.1% 49.6% [12.5%

7 onited 3879% 38.4% 41.9% 32.8% 46.5% |42.0%
Somewhat o o o o o ® Kingdom

unlikely TR I L Germany 44.4% 38.1% 36.8% 39.5% 43.5% |10.1%

' . i i i . . France 30.6% 28.9% 29.8% 32.4% 41.1% |27.0%

Very unlikely  8.3%  8.6%  8.1%  7.3%  6.6% |-9.7% South Korea 34.0% 32.0% 33.9% 39.0% 38.3% |-1.9%

Willnot visit ~ 5.7%  7.5%  59%  7.2%  6.9% |-3.9% Japan 26.8% 33.7% 29.5% 31.6% 28.9% |-8.7%

Netherlands 21.4% 18.3% 26.2% 24.1% 22.5% |-6.7%
Australia 37.3% 34.2% 34.3% 32.0% 18.0% [-43.8%
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TIMING OF FUTUREVISITTO USA Destination € Analysts

Timing of Future Visit to the USA Timing of Future Visit to the USA — by Market
0,
2% 23.1% First Half =™ |First Hatf  >°°™ | 2024 or
of 2022 N of | 9093 Half of | e
20% 2022 2023
India 29.0% 36.8% | 15.1% 8.1% 3.8%
15.2% Mexico 23.5% 39.1% | 13.6% 13.0% 4.9%
15% 14.0% China 22.3% 27.8% | 16.8% 10.1% 7.4%
11.8% 11.4% Canada 20.6% 30.3% | 13.0% 10.6% 4.4%
0% Brazil 16.4% 35.1% | 18.6% 13.6% 8.8%
United Kingdom 10.6% 21.4% | 16.5% 12.6% 9.1%
Argentina  10.0% 22.8% | 16.8% 18.4% | 16.9%
5%, Italy  8.0% 21.8% | 16.1% 20.3% | 14.1%
Colombia  7.8% 21.3% | 15.5% 18.0% | 16.9%
0% France 7.4% 18.1% | 15.8% 18.3% | 13.5%
First Half of Second Half First Half of Second Half 2024 or Germany SR 14.1% 15.8% 15:8% 16.0%
2022 of 2022 2023 of 2023 later South Korea  5.0% 20.5% | 21.6% 20.3% | 15.5%
Netherlands  4.8% 11.5% | 12.0% 12.9% | 15.8%
Japan  3.8% 17.1% | 13.5% 11.1% | 13.0%
Australia  2.4% 8.9% 7.9% 7.3% 11.4%

© 2022 Destination Analysts, Inc. CONFIDENTIAL



DESTINATIONTYPE EXCITEMENT INDEX Destination € Analysts

DO YOUR RESEARCE

Question: Please think about the United States destinations you are MOST EXCITED TO VISIT. Use the
10-point scale where 10 = "Very excited” and T = "Not at all excited” to state how generally excited
you are fo visit each.)

Legend: Rank 3
Destination Types Most Excited to Visit
(Avg. excitement score out of a possible 10 for each destination type)
NETHER- SOUTH UNITED
IARGENTINA| AUSTRALIA| BRAZIL CANADA CHINA |COLOMBIA| FRANCE | GERMANY INDIA ITALY JAPAN MEXICO LANDS KOREA | KINGDOM
(@ U.S. National Parks 7.8 6.4 8.6 6.8 7.8 8.2 7.5 7.5 8.4 7.6 6.7 7.3 7.3 7.1
L_J % Cities or metropolitan 7.9 60 7.0 7.9 8.1 7.2 7.5 8.1 6.0 8.4 69 7.4 7.2
H areas
Beach
N 7.9 53 7.3 7.9 8.0 6.7 7.3 7.2 6.2 8.0 6.4 7.6 6.8
deshnahons/resoris
Th t
8 eme or amusemen 7.9 4.8 : 6.2 7.8 8.4 6.6 6.4 7.1 6.2 57 7.3 6.1
W parks
m Small towns, villages or
rural destinations/ 6.7 6.1 7.4 6.6 7.5 7.1 6.8 6.4 7.2 5.9 6.6 6.5 6.6
- attractions
Mountain destinations/
A& resorts (including ski 7.4 5.2 7.9 6.2 7.4 7.4 6.5 6.1 6.7 5.6 6.2 6.3 6.4
resorts)
D t
m,@(w esert 6.5 5.2 7.5 6.4 7.2 6.8 6.8 6.3 7.1 5.1 6.0 6.3 6.3
deshnahons/resorts
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MOST COMPELLING CONTENT FOR
PLANNING USATRIP

Content Important to Destination Decisions
(Top 3 content types that are most important to their decision to visit the U.S., by country)

Argentina

31.5% Hotels/lodging

28.0% Theme parks

27.4% Restaurants

Colombia

35.1% Restaurants

33.8% Theme parks

32.3% Hotels/lodging

Japan

28.1% Restaurants

27.8% Safety

24.6% Hotels/lodging

© 2022 Destination Analysts, Inc.

Australia

29.4% Safety

28.5% Hotels/lodging

France

26.6% Transportation

24.3% National Parks

23.0% Experience nature

Mexico

22.4% Restaurants

29.1% Family fun

29.0% Theme parks

28.6% Restaurants

CONFIDENTIAL

Brazil

36.5% Shopping

()

30.4% Theme parks

Germany

29.9% Hotels/lodging

26.6% National Parks

25.5% lIconic attractions

23.5% Experience nature

Netherlands

31.6% National Parks

30.0% Hotels/lodging

22.6% Historical attractions

Canada

30.1%

Restaurants

24.9% Hotels/lodging

20.4% Safety

India

26.8% Restaurants

25.0% Shopping

21.6% Entertainment

South Korea

29.4% Hotels/lodging

27.8% Restaurants

20.0% Safety

Destination ¢ Analysts

DO YOUR RESEARC

China

28.1% Experience nature

23.3% Experience lifestyle

21.1% Sightseeing tours

Italy

24.9%
22.6%
22.1%

Museums

National Parks

Experience nature

United Kingdom

30.8%
25.4%
20.0% National Parks

Restaurants

Hotels/lodging




DESIRED FEELINGS ON A UNITED STATESVACATION = 7 oo
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- Question: On your perfect United States vacation, how do you want to feel?
© 2022 Destination Analysts, Inc. CONFIDENTIAL



TOP 10 MOST APPEALING AMERICAN

DESTINATIONS

Destination QAna lysts

© 2022 Destination Analysts, Inc. CONFIDENTIAL —

arreALNG EXTREMELY APPEAUING YOP 3 BOX SCORE®
New York City, New York 209% iy 79.4%
San Francisco, California . 25.3% 77.3%
Los Angeles, California % o 76.7%
Hawaii (anywhere in the state) _— o150 75.3%
Washington, DC o ras 73.8%
Miami, Florida % 20.0% 73.7%
Niagara Falls, New York 205% cres 73.5%
Orlando, Florida o . 69.5%
Boston, Massachusetts s sz 68.9%
Las Vegas, Nevada % 2a0% 68.8%

Question: Given what you currently know and feel about g'éese destinations, please use the scale below to
state how appealing each is to you as a place to visit on a vacation.
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WENDY KHEEL

Client Manager, Symphony
Tourism Economics
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AN OXFORD ECONOMICS COMPANY

THE TRAVEL RECOVERY:
A STORY OF GREAT PROMISE BUT UNCERTAINTY

13th Annual Travel & Tourism Summit
Santa Monica Travel & Tourism

May 4, 2022

Wendy Kheel
Tourism Economics
wkheel@tourismeconomics.com

April 2022




. Tourism Economics, a subsidiary of Oxford Economics, serves over 50
ECOHOm|C travel destinations, companies and associations each year

intelligence in
high fidelity Tourism Economics services to DMOs

We combine an understanding

of the travel sector with | ’ VISITATION & ECONOMIC IMPACT (®=| SALES & MARKETING ROI
proven economic tools to l
answer the most important
questions facing our clients.
@ GLOBAL CITY TRAVEL Eg EVENT IMPACT CALCULATOR

TRAVEL & ECONOMIC FORECAST o DATA ANALYTICS & INSIGHTS

£
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MAIN OBSERVATIONS:

RECOVERY DESPITE
WORRIES

UNDERPININGS OF
ECONOMY REMAIN STRONG

BUT, INFLATION, GAS
PRICES, LABOR
CONSTRAINTS, AND
EXTENDED COVID-19...

ALL PRESENT HEADWINDS
AND RISKS




Unemployment rate from 14.7% to 3.6% in record time

US: U-3 unemployment rate
%

16 -
14 4

12 A

Mar:
3.6%

5.0%

2019 range
3.4% 3.5%

2 T T T T T T

1960 1970 1980 1990 2000 2010 2020




So... wages are rising fast

Wage growth comparison
Cumulative increase since February 2020
Leisure and hospitality
hourly wage: 17.4%
15% -

Total private sector
hourly wage: 12.6%

10%
Consumer prices: 8.1%

5%
Historical inflation
trend: 3.1%

Feb 2020
0% -

-5%
Jan 2019 Jan 2020 Jan 2021 Jan 2022

Note: Data shown through March 2022. Historical inflation trend measured since 2008. Consumer price inflation measured by PCE
price deflator.Wage rates measure nonsupervisory positions. Source: BLS, BEA

@ TOURISM ECONOMICS



Historically low debt burden...household net worth in good shape

Household debt service

Financial obligations as ratio to disposable income

20%

18%

16%

14%

12%

2005 2006 2007 2008 2009 2010 2011 2012 2013 2014 2015 2016 2017 2018 2019 2020 2021

Note: Quarterly data through 2021Q4. Financial obligations ratio is the ratio of household debt payments, and
payments such as rent and auto leases, to disposable income. Source: Federal Reserve, NBER




But persistent inflation

U.S. Inflation Surges
to a 4-Decade High

Year-over-year change in the Consumer Price Index for
All Urban Consumers in the U.S."

= Actual --- 3-year average”
Highest since Dec 1981

=

9.0

6.0

......
»®
o’
.
ve

----------
,,,,,,,,,,,,,,

..................
e

0.0

Jan Apr  Jul Oct Jan Apr Jul Oct Jan Apr Jul Oct Jan
2019 2020 2021 22

* not seasonally adjusted
** average annual increase of the CPI-U over the previous three years

Source: Bureau of Labor Statistics

©®O statista %a

WHERE INFLATION IS... AND ISN'T

12-month change in the price of:

B e e  TTH

USED VEHICLES
HOTEL ROOMS
AIRFARE
RENTAL CARS
TRANSPORTATION
FURNITURE
HOUSEHOLD ENERGY
NEW VEHICLES
FOOD AT HOME
OVERALL INFLATION 8.5%
aepuiances N 8.0%
roop ATResTAURANTS [ 6.9%
persapeTProoucts [N 6.9%
aoriine [ 6.8%
Housine [ 63%
personaLcare [ 5%
recreation [ 4.8%

rent [ 4.5%
sciooL Books ANDsuppLies [ 3.8%
awconor [N 3.7%

mepicaLcare [ 29%
eoucation [ 25%
prescripTionDrucs [l 22%
coueceTuimion [l 21%
tors [ 20%
IrHARDWARE AND SErvices [l 1.9%

SOURCE: BUREAU OF LABOR STATISTICS. DATA AS OF MARCH 2022

yahoo/

finance



Consumers feeling uneasy

US: Consumer sentiment

1966Q1=100
125 -

115 -
105 -
95 ~
85

75 A

65 "\

—Consumer sentiment
55 - —Present conditions

45 =—Consumer expectations

35 T T T T T T
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But having little bearing on their behavior

Strongest consumer spending growth since WWII

%, change

10
2021:

8.0%

2022
4.3%

6
1948 1958 1968 1978 1988 1998 2008 2018

Saurce : Oxford Economics/Haver Analtics




Services are rapidly gaining ground

US: Great consumer spending rotation

Percent difference from February 2020
10 ~

B Durable goods

-10 ~ m= Nondurable goods

Il Services
-15 4 -e-Total consumer spending
-20 -

Mar-20  Jun-20  Sep-20 Dec-20 Mar-21  Jun-21 Sep-21

Source : Oxford Economics/Haver Analytics
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Recovery constraint: Labor shortages

Job Openings Rate

Job openings as a percent of total private positions

Leisure &
10.0% hospitality

.9%

8.0%

6.0%

4.0%

2.0%

Jan-11 Jan-13 Jan-15 Jan-17 Jan-19 Jan-21

Source: BLS
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No immediate sign of easing (1.9 job openings per unemployed)

US: Historic struggle to attract and retain workers

Thousands
14000 -

12000 -

10000 -

8000 -

6000 -

4000 -

2000 T

—Job openings (LHS)

—Quits (RHS)

01 03

05 07 09 M

15 17

Thousands
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4500
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3500

3000

2500

2000

1500

1000
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The Great “Shift” - people switching job

* 4.5 million Americans quit in November 2021 —
highest rate in two decades

» Top reasons given — low pay, no advancement
opportunities, and minimal flexibility

» 78% now employed, suggesting they quickly
obtained new jobs

» Travel industry employees disproportionate /

switched industry
Job quits rate
Share of quits as a percent of total employment

7%

Leisure & hospitality

0%
2016 2017 2018 2019 2020 2021

Source: BLS



Culmination of several labor constraints

Slowing immigration — 2.4 million fewer immigrants of
working age vs pre-2017 trends

Lack of seasonal workers — H-2B visa has reached the
cap until the Biden administration increases it

Record number of early retirements — more people
leaving the labor force than entering it

Lack of childcare - Many, especially women, forced out
of the workplace to care for children. Some by choice or
necessity will not return

Entrepreneurs — blossoming of “cottage industries” —
new businesses started and grown from home

Drug crisis — 860,000 prime working age men out of the
work force due to opioid addiction




A slowing but deliberate economic outlook

US: GDP Forecast

Real GDP growth, % annualized

80
7.0
6.0
50
4.0
3.0
2.0
1.0
0.0

Source: Oxford Economics

63

Q1-
21

Q2-
21

23

Q3-

21

69
Q4- Q1-
21 22

Q2-
22

Q3-
22

21

22

23

GDP growth:
2021: 5.7%
2022: 3.1%
2023: 2.0%
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Thank you!




LAUREN SCHLAU

Founder & President
Lauren Schlau Consulting
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The Santa Monica Story

Yesterday, Today, Tomorrow

E ONICA

2022 SMTT Annual Outlook Forum
May 4,2022




ightful analysi
= 2022 is our 30 year in operation; been working with SMTT since 1984

= LSC partners with SMG as Travel Analytics Group T&G integrating research and strategy
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guess we'll never
know why they
beach themselves?”
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Comparing Current to RecentYears

Santa Monica visitation peaked in 2017 with 8.7 million visitors and
| 1.9 visitor days.

Softening evidenced in 2018 and 2019, especially international
COVID plunged visitation in 2020, recovery starting in 2021

ANNUAL TOTAL SANTA MONICA VISITOR VOLUME & VISITOR
DAYS

25

20

15

MILLIONS

10

198319861989199419972000200320072009201120122013201420152016201720182019%2
—4—\Volume —#=\isitor Days
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‘ernational of Key Importance to Santa Monica

International visitors historically account for 50%+ of Santa Monica volume, days and spending, but
was 25% of visitation in 2020 and 9% for 2021.

That compares to 6% of visitor volume for California and 22% for Los Angeles County in 2019.

Millions

10.0
9.0
8.0
7.0
6.0
5.0
4.0
3.0
2.0
1.0
0.0

SANTA MONICA INTERNATIONAL VS. DOMESTIC U.S.
VISITORVOLUME

2019 2020 2021

2017 2018

2011 2012 2013 2014 2015 2016

Hintl. mU.S.
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onicaT International Mar

In 2021 top
international feeder
markets: Mexico, Asia
Canada.

o Asia mainly India

They displaced
Western Europe, UK,
So.America and
AUS/NZ from 2019.

o Asia mainly Japan, &
Asia Pacific

Mexico/Central Am.
Asia

Canada

Eastern Canada

Central/Eastern...

Middle East
South America
Western Canada
Western Europe
Utd. Kingdom/Irelan
Other
Asia Pacific
Africa
Australia/New,
Scandinavi

Winners \
since 2019 /
e —
e
—"
e —
Losers
— since 2019
L —
0.0% 5.0% 10.0% 15.0% 20.0% 25.0% 30.0%

H2021 m2019
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onica in Recovery

= Visitor Volume and Days Up from 2020, still well below 2019
= 202] visitor length of stay between 2019 and 2020 length

During the pandemic Santa Monica the main destination for more visitors; therefore a
higher share stayed overnight and a bit longer.

Indicator Indicator %Ffﬂ:%%e
Total Number of Visitors 3,504,048 72.5%| 2,031,100 8,413,100
Average Days Length of Stay (all visitors) 1.45 -4.7% 1.52 1.37
Total Visitor Days 5,071,296 64.7%| 3,079,900 11,528,200
Percent of Day (only) vs. Overnight Visitors 72% | 28%_ 71% 1 29% 46% @

Historically
day visitors =
80%+ of totz

Market Research | Consulting



= 2021 spending reached $750 million, +65%, still 60% below 2019

Momcas Economy & Employment Base

o 2019 visitor spending approached $2.0 billion

= 2021 the City realized $45 million in visitor lodging and sales taxes
o 2019 the City realized $72 million in visitor paid lodging and sales taxes

* These taxes pay for equivalent services to local households, averaging $937 in 2021

= Visitor activity and spending supported nearly 5,800 local jobs in 2021

Indicator

Number

¥ 9898

Total Annual Visitor Spending $750,259,292 65.3% | $453,820,900 $1.89 billion
Per-capita Daily Visitor Spending $148 1% $147 $164
Hotel Tax Revenue to City (from non-local visitors) $41,927,620 1242% | $18,698,400 $58,315,740
Visitor Retail Sales Tax Revenue to City $3,730,376 20.7% $3,090,100 $13,875,500
Equivalent tax per SM household from visitor spend $937 106.8% $453 $1,496
Santa Monica Jobs Supported by Tourism 5,747 85.7% 3,095

12,010

Market Research | Consulting




* Hotels essentially closed as of April 2020; many, not all reopened in August

o At first,demand shift to younger guests, on leisure/vacation trips, from L A region, California, western
states

a During this period (and still), hotel demand stronger than short term rentals (STR)

*  W/ith vaccinations as of January 2021, demand building, shifting to broader long-haul U.S.
markets, older and higher income travelers.

= 2021| occupancy up 25% from 2020 with all hotels operating; some business and group demand
= Rates surging! 2021 Record ADR = $312 (unlike 2008-2010 recession when hotels discounted)
= With higher ADRs, hotel tax growing much faster than demand and visitor spending

Indicator Number F9898° 2020 2015 SM hotel occpy.
Hotel Occupancy Rate 51% 24.4% 41% at 80%+ for
Average Hotel Daily Room Rate $312 - 20.9% $258 5274 years.
Hotel Tax to City (non-local visitors) $41,927,620 ( I 24.2%) $18,698,400 | $58,315,740

Market Research | Consulting



Shift to:

= More from U.S.

= SM main destination

= Not flying to arrive in So. Cal.

= Fewer for pleasure/vacation or
business purposes

= More staying overnight
= More staying in SM hotels
= Shorter overnight stays
= Lower per-capita spending

= More people per group
(families)

" Younger

= Lower household income

Visitors Have Changed!

International Visitor share (of total visitors)

9.2% 24.9% 51%
U.S. Resident visitor share (of total visitors, excl. CA) 60.8% 42.6% 30%
California Resident share (of total visitors) 30.0% 32 6% 19%
Mainly visiting Santa Monica for pleasure/vacation 48% 42% 56%
Mainly visiting Santa Monica for business/meeting 39 3% 4%
Santa Monica main trip destination 31% 30% 16%
Arrived in Southern California by commercial air 34% 47% 68%
Day Visitor / Overnight Visitor Share in Santa Monica | g90 1 28% | 71% / 29% | 86% /14%
T A B 23% 1 80% | 24% / 83% [10% | 69%
Avg. stay in Santa Monica - overnight visitors (nights) 2.6 2.8 3.6
Avg. daily per-person spending in SM (all visitors) $148 $147 $164
Average travel group size (persons) 3.5 25 25
Median age (respondent) 32 35 40
Median annual household income $81,400 | $76,000 | $96,500
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at pec
Where Do We Go

Expect in 2022

Continued popularity of Santa Monica destination worldwide

Continued recovery from strong U.S. visitation, international slowly recovering (uneven, dep. on country
policies and COVID situation)

o LAX reported first | million Int’l. arrivals last month since COVID
o Potential plateauing of U.S. visitation as more U.S. residents traveling out of country

International marketing will accelerate and be increasinﬁly competitive as destinations seeking
international visitors will also be marketing to rebuild share and volume

Steady recovery in business transient and group travel
Continued rise in hotel room rates; slower rate of growth

Where to Go From Here

Shift the paradigm from volume to yield, i.e., visitors who stay longer, do more activities and spend more
in Santa Monica

o Emphasis on overnight, longer-haul visitors

Growing attention to quality of destination experience for both residents and visitors
o Recognizing the importance the intersection between visitors and residents

Market Research | Consulting



Bon Voyages..

wwWw.lsconsult.com
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Join us at the bar for a
BEES BETTER cocktall

SPONSORED BY
noblestudios
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MISTI KERNS, CMP CDME

President & CEO
Santa Monica Travel & Tourism
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How to Work with SMTT
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TOURISM SUPPORTING OUR COMMUNITY

LiL:

—

Ellis O’Connor Julia Ladd Raphael Lunetta
Principal / Asset Manager, Assistant Vice President for Owner/Partner and Chef
MSD Hospitality Property Management, Proprietor, Lunetta &

(Fairmont Miramar) Macerich Lunetta All Day



Sanfa MoniCARES

TOURISM SUPPORTING OUR COMMUNITY

Santa MoniCARES is a coalition of representatives from Santa Monica
Travel & Tourism and tourism community partners with a mission to
harness the hospitable nature and generosity of Santa Monica's tourism
industry and provide support to local non-profit agencies.

Learn more and donate at
SantaMoniCARES.com






Rachel Lozano
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Todd Mitsuhata

Christine Emhardt Cayla Turain Kristin Farrel

Daniel Tec

Susanne Skaggs

Luis Vazquez

Santa Monica
Travel & Tourism

Iris Nishina-Gee Jacquelene Saquic Alyssa Dorn

Michelle Dimas Christine Bianco



JOIN US FOR THE
RECEPTION AND
STOP BY THE
MARKETPLACE
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