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Legal Notice

Wherever possible, Americas Market Intelligence (AMI) has verified the accuracy of information provided by third
parties, but does not under any circumstances accept responsibility for such inaccuracies should they remain
unverified.

It is expected that the readers will use the information provided in this report in conjunction with other information and

with sound management practices. AMI therefore will not assume responsibility for commercial loss due to business
decisions made based on the use or non-use of the information provided.
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Brought to you
by AMI, the
leading
independent
market

intelligence
provider in
Latin America

AMI is Latin America’s leading
market intelligence and
advisory group.
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AMI has experience in over
30 Latin American and
Caribbean markets.
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AMI’s founding partners are

pioneers in the field of market
intelligence in Latin America, with

over a quarter century of
experience in the region.
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AMI is a member of
SCIP:
Strategic and Competitive
Intelligence Professionals.
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. Disruption is rapidly changing Latin America’s service sectors

Ride hailing Entertainment
. - yrime video
45% of LatAm smartphone users have used the Est. 20 million users in LatAm, c. 25% of the Pay TV market.

Uber app, 58% in Mexico.
Of 190 worldwide markets, top 10 Netflix hours viewing per

Ride hailing apps command c. 40% of the Mexican customer include: Mexico (1st), Peru (3rd), Chile (5th), Brazil
& Brazilian taxi markets. (6th) and Argentina (7th).
Retail Hotels
m‘;;;';,o =Xpress amazon Dokboh OB Horredan  BOOKING.Ct
E-commerce represents only 3% of total LatAm c. 400,000 Airbnb listings in Latin America

retail. However, in consumer electronics, e-
commerce is as much as 30% of total sales in
advanced markets (Chile, Brazil). 2018 Airbnb growth in Mexico was 58%

There are more Airbnb listings than hotel rooms in Mexico
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l The objectives of our study

Airbnb vs hotel users r Customers prefer Airbnb
Demographics, party size v vs. hotels
Loyalty programs influence choice Customers prefer Airbnb vs. hotels
Airbnb can win more share Hotels excel
Hotels can win back share Airbnb excels
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Jll Airbnb is more effective at converting awareness into preference
Hotel loyalty programs do help — to a degree

Airbnb by hotel

Hotel Airbnb/total sample loyalty members
Preferred
Base: Have traveled in Base: Have traveled in Base: Have hotel loyalty
past 12 months n=1,186 past 12 months n=1,186 program membership n= 115



. Hotels are losing customers under 35 years of age

Women are stronger adopters of Airbnb than men

Demographic Profile
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Male Female 18-34 35-54 ionr A/B C+ C/C-
m Hotel m Airbnb
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I Next, Airbnb will steal share of 35-54 year-olds

Strong Net Promoter Scores (NPS) are indicative of word-of-mouth preferences

NPS: Promoters (9-1 0) minus Detractors (0-6)
80
70

60 53
50 47 47
41

40
30
20
10

0

Total Hotel Users Airbnb Users 18-34 35-54 C-/ID+
m Hotel m Airbnb

Q. How much would you recommend Airbnb to family and friends? where 0 = | would not recommend it and 10 = | would recommend it Nt

. 10 extensively. ' AN,



]l Surveyed Mexican travelers are mostly domestic leisure travelers

REASONS FOR TRAVEL DESTINATION

mBusiness mPleasure mInternational mDomestic




. Only 22% are members of a hotel loyalty program
Fiesta leads all loyalty programs

/ Hilton, 16

/

Loyalty
Program No, 78% Yes, 22%
Participation

. 12 Base: n= 525 AN



B Airbnb is favored for a stay longer than a week, while
hotels and Airbnb are evenly favored for shorter stays
Length of Stay

16
> Week 5

13

1 Week

4-6 Days

1-3 Days

m Airbnb mHotel mTotal

. 13 Q. In thinking about your last travel experience, how long did your trip last?



l Airbnb is the preferred lodging when traveling with
friends (which younger people tend to do)

Traveling alone / as a couple / with friends

51

Alone As a couple With friends

m Total mHotel = Airbnb



l Airbnb wins out with lower socioeconomic classes,
likely because of cost savings

Where did you stay during your last trip?

Total C+/C C-ID+
m Hotel mAirbnb

Base: n=525
W




Il Length of stay and being on a business trip are crucial
factors in selecting a hotel over Airbnb

Factors that made travelers select a hotel rather than Airbnb lodging

>
18
16 15 16 15 16
Total Male Female 18-34 35-54
mLength of Stay = mNumber of people  mBusiness Trip

. 16 Q. What are the most important factors that determined that you stayed at a hotel vs. Airbnb? Base: n=525 /‘]Mi '\'_'i;-"lt



] Price is the biggest factor in Airbnb’s favor
Younger and elderly customers are particularly price-sensitive

Factors that made people select Airbnb lodging over a hotel

58
52 - 53
48
40
15

13 12 13

11 1 10
I= s ON: THE | F |
Total Male Female 18-34 35-54 55+

mPrice mlLength ofstay  mExperiences available

. 17 Q. What are the most important factors that determined that you stayed at a Airbnb vs. a hotel? Base: n=525 AMi "‘I.\'-"“: )



l Money spent on lodging ($USD) (2

Hotel

Average

Hotel = $305 USD

Spend
m<$53 m$54 - $105 m$106 - $210 m$211-$315
m$422 - $526 $527 - $789 m$790- $1,051 m>$1,052

. 18 Q. In thinking about your last travel experience, how much did you spend on lodging?

m$316 - $421
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B Money spent on lodging ($USD) ¢»

AirBnb

Average

AirBnb = $569 USD
Spend

m<$53 m$54 - $105 m$106 - $210 m$211-$315
m $422 - $526 $527 - $789 m$790 - $1,051 m>$1,052

. 19 Q. In thinking about your last travel experience, how much did you spend on lodging?

m$316 - $421

ol
LI

AN






l Airbnb travelers are more satisfied than hotel guests

Total = 81
Total =72

Hotel Airbnb

m Completely satisfied  m Satisfied

. 21  Base: Customers who have used either hotels or Airbnb or both during the last 12 months n=389
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ll Airbnb guests are more likely than hotel guests to have
an exceptional experience

B >

Total = 89 Total = 92

22

Hotel Airbnb
m Exceptional ®Very Good

Base: customers who stayed at a hotel Base: customers who stayed at Airbnb
the last time in the past 12 months lodging the last time in the past 12
n=247 months n=224

Q. How would you describe your last stay at a hotel or at an Airbnb?
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l Net Promoter Score: young(ish) Airbnb travelers are
emphatically positive about their hospitality experience

Promoters (9-10) minus Detractors (0-6)

80
70 63 60 64
60 53
50 47 47 51
41 42

40
30
20
10

0

Total Hotel Users Airbnb Users 18-34 35-54 A/B C-/ID+

m Hotel mAirbnb

RS
. 23 Q. How much would you recommend Airbnb to family and friends? where 0 = | would not recommend it and 10 = | would recommend it extensively. AN R






Where Airbnb outperforms hotels

Cost-conscious, under-50 leisure travelers are Airbnb’s sweet spot

Feature of service Hotel Airbnb Delta
It helps me save money 40 78 38
It offers comms w/host thru app 46 74 28
Is for Millennials 31 59 28
It helps me control my budget 49 71 22
Is innovative 60 78 18
It gives me the opportunity to meet new people 56 71 15

It offers unique experiences 54 67 13




Where hotels still outshine Airbnb

Business travelers in LatAm cities remain a strong segment for hotels

Feature of service Hotel Airbnb Delta
It is a better option when traveling to a dangerous city 81 32 49
| prefer to use it when the company pays for it 73 35 38
Has a better reward program 72 36 36
It is best for business travel 74 43 31
It offers interesting promotions with other companies 69 44 25
When | have a problem, is easy to solve it 73 49 24
| feel safe during my stay 82 63 19

Has great customer service 76 59 17




Where hotels & Airbnb perform similarly

Airbnb performs surprisingly well in some features of service that are traditional hotel strengths

Feature of service Hotel Airbnb
It's a nice place to stay 84 81
The hosts are friendly people 80 73
Is for people like me 65 68
Is best for personal trips 65 70
Is more convenient 60 64
Is the best option to extend my trip for personal reasons over the weekend 69 62
It offers exceptional excursions and experiences 51 56

It's a nice place to stay 84 81




B Airbnb SWOT analysis

Value for money

Strong acceptance among Millennials and Gen Xers
Innovative, easy to book, excellent comms with host
Appeals to experience-seeking travelers

Appeals to travelers who seek to meet others

@ airbnb

Safety is a concern, both the home location and
the accommodation isolation

Airbnb lacks a membership program that can
offer rewards and ancillary benefits

Hosts can be slow to resolve issues or incapable
of solving problems

Customer service varies dramatically by host

Add safety questions to the evaluation scores of O

properties
Enhance the product the U/X (user exp):
. New experiences (Airbnb adventures)
. Meet new people (connect to other travelers in
the same city)
. Optional city level concierge service, paid for by
host
Push “better value for my money” towards SME biz
market
Develop membership program — leverage to negotiate
benefits with other providers

Hotels have avoided negative advertising aimed
at Airbnb until now but that may change

In LatAm, hotels can emphasize the safety
benefits of their secured environments —
particularly when targeting domestic travelers
Niche competitors move into LatAm

Hotel booking sites offer home rentals
(booking.com)

Hotels are better positioned to pursue elderly,
the fastest-growing demographic
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Hotels SWOT analysis Ti

O
. Safety — safe locations, secure environment
. Customer service and ability to solve problems . Overpriced for most leisure travelers
quickly . Too restrictive for independent, experience
. Attractive to business travelers seeking younger travelers
. Attractive to middle-aged and older leisure . Lack of privacy. Too many rules.
travelers . Check out can be tedious
. Membership program and ancillary benefits
O I . Airbnb addresses its poor safety image just as it
«  Focus on safety: develop advertising that demonstrates addressed its check-in inconvenience issues of
the safety merits of hotels over Airbnb. the past.
«  Visualize the customer service of a receptionist versus * Airbnb develops a loyalty program and _
an absentee Airbnb host. leverages its massive customer base to provide
«  Widen the customer experience by teaming up with other ancillary benefits from other providers.
service providers. . Niche competitors to Airbnb enter the LatAm
«  Provide more socializing activities for guests to meet one market in pursuit of the affluent market where
another. hotels still reign.
c Invest deeper in loyalty programs. . Airbnb pursues the SME and even corporate
market as Uber for Business is starting to do.
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l Fighting the disruptive threat through market intelligence

A

In the face of fast-moving disruptive competition, legacy players can bury their heads in the sand, give up, or fight back. If
they choose to fight, AMI can help. We work with our clients through the following steps:

Mapping the legacy Vulnerability Develop a defense Monitor disruptive
player’s customers assessment strategy competitors
Who are they? What Benchmark the disruptor Based upon a new marketing strategy Who continuously update and
services/products do competitor’s value proposition and UX, built from customer-centered improve their service offering and
they prefer? What is versus the legacy player’s market research and emulating the customer UX. Continue to evolve
their UX? What are their strengths & weaknesses. Identify best practices of the disruptive the legacy player’s defense
customer service which customer segments are competition. Also, when sensible, strategy, including the option to
vulnerabilities? vulnerable to disruption and lobby regulations to slow disruption. acquire a disruptive competitor.

which are less so.

_________________________
fffff

-----------------------

2 months 1 month 2-4 months Ongoing
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l Navigating successful LatAm market entry for a disruptor

@

Disruptive business models are mostly welcome by Latin American consumers, but not every market is easy to conquer, even
for the likes of well-financed global disruptive brands. AMI's market intelligence solutions provide disruptors with a sensible road
map via the following steps:

Assess the regulatory

climate of the largest 5-

7 LatAm markets

Which jurisdictions
facilitate market entry
today versus those that
will require lobbying
efforts to open.

e ~.

S

1 month

B =

Analyze the
competition

If the disruptor is not a first mover,
what has been the experience of the
first mover(s)? How well-entrenched

(politically, commercially) are
traditional competitors? All
stakeholders: regulators, important
players, etc.

e ~.

S

2 months

Adapt the service
offering and UX to
the local market

There are multiple facets
to test via customer
research including: value
proposition, user
experience (UX) and
payment methods, among
others.

e ~.

S

3-4 months

Building an executable
local business plan

Requires research of operating cost elements and
the development of customer adoption
assumptions that are built on customer research
and careful modelling.

If entry can be accelerated via the acquisition of a
local disruptive competitor, then market research
efforts will additionally study how readily
customers will convert to the acquiring brand..

- ~

S~ P

2-4 months
AN



Methodology

We conducted 500 interviews in Mexico among users of Airbnb and hotels who have traveled
nationally or internationally in the last 12 months.
« 250 had used Airbnb at least one night in the last six months

« 250 had stayed in a hotel at least one night in the last six months

The data collection was online with national representation

* Precision level of +/=95% with margin error of +/= 5%

The survey was conducted in the months of April and May 2019.
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About AMI

1 AMI is Latin America’'s leading independent
market intelligence consultancy

Our founding partners helped pioneer the field of
market intelligence in Latin America

Our consultants have advised a third of the
region’s 100 largest strategic investors over a
span of two decades

AMI consultants have conducted over 2,000 client 4
engagements in Latin America since 1993

unique. We combine market research,
competitive intelligence, political analysis and
economic forecasting in our studies.

5 Our holistic approach to market intelligence is

AMENC3s

Ricardo Alvarez

Director, Consumer
Services Practice

C@ ralvarez@americasmi.com

R +1(954)901-
6681



