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What do you expect to happen to UK hotel trading performance ﬂ archinternatio
in 20107

Start to grow slowly 66%

Decline further 23%

Meltdown 0%

Don't know — | hoped someone could tell me

in the coffee break 1%



Which city do you think will be the first to show the signs of ﬂ arch internati

RevPAR recovery in 20107

Paris 17%
Frankfurt 6%
Rome 2%

Madrid § 1%

Kabul . 6%



Weakened consumer and business confidence will impact
demand and result in RevPAR across Europe:

Remaining unaffected . 11%

Dropping by a further 0% - 5% 52%

Dropping by a further 5% - 10% 6%

| think the gloom will end and RevPAR wiill

o
increase by 1% - 5% 31%

| think confidence will return and RevPAR will

o
increase by >5% 0%



Europe will not become submerged despite the melting Arctic icecap.
However, the 12 month outlook for the economy in the country that I live
can best be summed up as:

The second great

o
depression 2%

Brief slowdown, but

1]
nothing more 16%

Recovery 15%



Are UK interest rates likely to...

Increase in the next year

Decrease in the next year

Stay the same

Don't know, haven't spoken to the
Governoryet...

0%

5%

30%

65%
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To what level do you think they will rise?

Min J 0.25%

Max 5%

Mean 2.26%




Are European interest rates likely to.....

Increase in the next year 22%

Decrease in the nextyear | 1%

Stay the same (plus/minus 0.25%) in the next
year

Don't know, the ECB does not return my calls... 14%

63%



To what level do you think they will rise?

Min 1.5%

Max 5.0%

Mean 2.6%
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Are the top 5 European economies likely to...

—

Spain

Italy |

* m Be better than 2009

France Stay the same
| Get a lot worse in 2010
Get a little worse in 2010

Germany |

UK |

0% 20% 40% 60%



Credit will be more freely available to those who actually need to
borrow money rather than just those who do not...

It has been more freely available since Y
the second half of 2009 ’

Sometime during 2010 26%

Sometime in the next 3 years 34%

Credit will never return in the same form

o
as before the “crunch” 33%



Level of influence of these reviews on choice of hotel
Base: those who read user generated reviews which are good

B80%

59%

Major

Minor

No influence

mFrance mGB = Germany mltaly mSpain

81%
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Level of influence of these reviews on choice of hotel &researchntemational
Base: those who read user generated reviews which are bad

4%

Major

Minor

No influence

mFrance mGB = Germany mltaly mSpain



Destination of main holiday in 2009 ﬂ
Base: those taking a holiday away from home

+7% increase in
domestic holidays in GB cf to
2008 — different trend to other
markets

100 -
90 -
22

60 -
50 A

40 -
75 21

20 - 44 45

10

France GB Germany Italy Spain

within country  ® other destination



Intentions for 2010 compared to 2009 — Holiday trips ﬂ

Base: those taking a holiday trip away from home in 2009

100 -
90
80 42
70
67

60
50

58

40 -
o 46 45 >
20 -
e
10 -
0
France GB Germany Italy Spain

more holiday trips  mfewer holiday trips



| am now more likely to downgrade to quality of hotels that | ﬂ 2
stay in — from 5 to 4 star or from 4 to 3 star

% Agreeing % Disagreeing

Base: All adults who stayed in hotel in the last 12 months



| am now more likely to select an all-inclusive deal for my ﬂ 5
holiday as a way of managing my budget

% Agreeing % Disagreeing

55

France

Base: All adults who stayed in hotel in the last 12 months



In the last 12 months, | have taken advantage of one of the ﬂ
discounted offers which have been promoted by a number of
major hotel brands

% Agreeing % Disagreeing

24
France

Base: All adults who stayed in hotel in the last 12 months



Intentions for 2010 compared to 2009 — Business trips ﬂ
Base: those who had taken a business trip in the last 12 months

100 -
90 -
80 -
70 -
60 -
50 -
40 -

30 -

20 -

10 | « o

13 13 13

France GB Germany Italy Spain

more business trips  ®mfewer business trips
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What is the most significant cost saving plan hoteliers have been
undertaking?

Staff reduction - 38%

Marketing spend cut | 1%
Delaying green initiatives 4%

Reducing guest welcoming amenities | 1%

All of the above and more - 54%



Where would you want to invest? Choose your top 2 regions

Western
Europe

usS

Eastern
Europe

Emerging
markets

Middle
East

Asia
Pacific

2008

17%

14%

9%

Western
Europe

UsS

Eastern
Europe

Emerging
markets

Asia
Pacific

Middle
East

2009

8%

3%

17%

.
racaarrh internatinnal
&L-\:i:r- chnternationa

20
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Where would you want to Develop? Choose your top 2 regions

2008 2009
Western .
troe I castern [
Eastern . Emerain
Europe 19% markgetsg 15%
Emergin _ B
markgetsg - 18% Asia Pacific - 15%
Middle - 16% Middle East . 10%
East
Asia Western .
Pacific 10% Europe 7%

2%

usS 8% usS

21
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