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MAWUIN N. NISAIASIEHA 1a=dIAS1=Klondas

n.1 Us1éa @

(1) 1AsygN9 duAU N1sidaviaznsunAsad lazus=sInsAans
Toyawughunoly

us18a (Brazil) n$oBoodwiduntunisanwusansistusgusnBa (Federative Republic of
Brazil) Avognm:auoanvounddeiusnils Tercunvaanduifiounnus:inatundUessnild Kagen
Usznalne 17,122 flawns' Gvunalnjiaatua-Ausiusnina:Trngilududu 5 vedlan DWudsoufvau
8,515,767 mswiilawms? na:ius:snserfdeeguszuin 207 druAu inguusBide (Brasilia) 10u
ieunasvusiBa Usznousios 5 nimaAnan Tand niakie 10uvafisudunitreuseunlnnjignly
lan mAn:Ausenidedikiio Wulinweiuumaynsioniaudin NAR:3uANAOUNATY WuRWI:Ugn
na=riAdns n1an=duoenidedls 1I0uinuveviiedinnjveusiBa la=mali InasuanWsnIAssgne
soutiviluvaurdnsnaAtyvouUs:nAgoe

s=g:zRNUszINATNg’ 17,122 flawns

wurisou? 8,515,767 mswlams

J1uouUs:sIns? 207,660,929 AU (2560)

wannrurivaasaululszina (GDP)® 2,055,506  dUIKSOrYansy (2560)

ansamsiaulavavwannrurivsasauluds:ina® 1.0 $ova: (2560)

GDP I0dgsioauUs:sIns (GDP per capita)® 9,821 INSYYaNSY (2560)

anaiu BRL (Brazilian Real)

amsmanivasu’ 1198ausnBa rio 0.33 IKS8rYansSy  (10A8S:hI W N.A. 2556-0.8.2561)
1 1gdaus1Ba fio 11.01 U (1a3gs:1d4 n.A. 2556-1.8.2561)

! www.distancefromto.net

? Instituto Brasileiro de Geografia e Estatistica (IBGE)

* The World Development Indicators database. “Brazil Country Profile”.

“ Anlpasdiounay AudrUIINVoUasuIAISNaNanSy. https://www.federalreserve.gov/

e“HS'lllanlllé:UuUOQLTu. https://www.bloomberg.com/markets/currencies

*AUNYINA: s1alfiladesiorous:sIns (GDP per capita, PPP) AMU9U91Nn constant 2011 international USD. Rate
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voyanuIASuNg

IAsygRavadusaBaus:nauluAsgnindauIneasnssy 1noIs NISWAR 1azN1SUSNIS VUIRATHIDY
ADMSWAIUNeE19gy masnIususuUnawniavAulnegusoni$o fieldidusiBaillukaiSearonsatundy
aIsnlERvlundiAsegnanazmsiiod In aﬁmsvmadﬁuwn:havm\ﬁ?uiunmn[an[.hu@l&iuaﬁﬁrys:ﬁulan
(USBNTAUBA) TuAdIAU W.A.2546 IASUIR9s:AULKMATRADEY NFANULUAWUSERaItod Tnsa:au
quehsoas:ndwds:lnﬂna:ans:ﬁunﬁ[na||Ua\mﬁ'[ﬁ|‘ﬂums1msnﬁaqalﬁuo§uua:mswmsnﬁuds:mﬂ agdnls
A IAsugnausaBasus:aamalull w.A.2557 nazseltioviivl w.A.2558 mnnisUSusafuUTEUNEIFASETRD
VouSguIa (15U LansnIsvusaAtiiL) aglsfinu anumsnininalolilnduwans:nusionisasnuein
fUszINAUINUN |Cia\mnusv'jaﬁ\1ﬁa|flug'1u[gu§[nnvu1n'[my'vaa[anﬁ'ﬂ\lnuﬁnmumau'[os

U w.A.2560 us1BaliwanfiruriuoasouluuszinA (GDP) Yad1 2.06 duInSeryansy na:idns
nisiauln$ega: 1.0 siol Inewannmurivsasouluds:inAroroUs:s1ns (GDP per capita) IN1NU 9,821
INSOrYansy

oglsiiniu nisus18ailluds=inaAndneglundusialiis:Aunandiivgy (Upper middle income)
nIuguvayavey World Bank ||m'ﬁsi\lﬁUtyh']msns:maszﬁr‘iﬁn:)']U|h§'au§ﬂagiu1n mlAINAgouIN
szrgAusoeuAuaugy Tnetoyalull w.A.2561 wud1 snousiBanisieligugnsosa: 10 Usreldamdu
dndouuniiuSosa: 40.4 vednuUs:inAsouAu viu:Anduiisieliiliosngnosa: 10 Dsrelisounuiieiosa:
3.6 IMdu dnsusreaziBeanisns:nesielivedsiousiBandusg 9nnduidsieliunigaluoutiungu
iisneliiliosnan IsreazidaAmums sVl

3L

S gugoyaiiossiivlneluusBa (http://www.thaibizbrazil.com/br/about/overview.php)
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A1sn n.1 dadousieliivedus:sansusnda U w.A.2560

Us:snsignmu dndousgls snelflnagroriosol
nausngla (Soga:) (IMS8ryansy)

Highest 10% 40.4 39,989
Highest 20% 56.1 27,765
Fourth 20% 19.7 9,750
Third 20% 12.7 6,285
Second 20% 7.9 3,910
Lowest 20% 3.6 1,782

AuY: The World Bank. “World Development Indicators, 2018” lazN1SAUITY
Auaru9nVeyadndousieliardn U 2558 na-Veyawannturiuoasouluds:ina (GDP) d1ga U 2560

dJAu nasidovnazn1sunnsay

19us1BauUs:uruASIntalunduiavia BudsznaulUsosnaresusiasosnu Ihnn WUsnina dma
lgosull alu na:lUnaus Us:uaruSosa: 55 sevadluilunduiiowans:ninioviona:ioni Sega: 38 AUGIRN
Sowa: 6 vruzAnguiindeidususiaduq Avwregluusisa isu s19cddu 8190118 B103UIRUWUITEY
r§oiSan31 Americandian® 819us1BadoulnnjiangdauuEI2glsU dnnudailuausnaun TndAduSuISy
DuUs:91 AdBordevlunalanie Brazilian Carnival Bailuviudsawediinminuiauidavuiluds:9nnun
uruassleinvuls TugouideunumwuskSedurAuvesnnt

AunsidounisunaAsed usiBaiinisunasouuuls:s15UIne Iuuarwu §a151stusy (Federative
Republic) nivg1uranisunnasaveanidu 3 te Tain trguskis Tadynga n1aznainas drgusmas
Us:znousioaUs:s1unsuiBaursinmsidenauidugusiisgudn ons:msesinuy 4 U nazinualisise
AkLvARFoAulAlIu 2 91s: JegUuUs:sunSuivavusiBa Ao u1ey1ds lualsunls thedndyngavey
Us1fia|flus:uu§gan1@ Usznoundgdsian (Federal Senate) 1azan1uiinusiuns (Chamber of Deputies)
MrthAIdUoNAzWIISTUISNNHUIEY la-thenains Bulds=uuus:usannrurelsiiu (Roman Codes)

s NS=NSINISFAWUS=INA, nsualusSnaznuswnls. “usida”.
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niAmansiazmsivawuiivouUs:in

§gurausaBaniuwuiniuniAransvevUs:inARSend1 Major Regions (Grandes RegiOes)
aonilu 5 malrinyq Us:naulusioe 26 §g (States/ Estados) lla: 1 IVAUASKA (Federal District/ Distrito
Federal) iid|ﬂuﬁﬁdvoa|ﬁoanaooﬁan§uusﬁlﬁa (Brasilia) nfia=5ge:ngngesgooniuiiiov (Microregion/

Microrregido) na:nsaziioue:ngngoegeanluiduinAuiaiiioy (Municipalities/ Municipios) $991uau
InAUalliounvKuAveIUszInAUSI1Eade 5,570 IIKY®

9:nanofivnuansruzitanaAuvediRa:n1Atuls:inAusBa wiounvenmegiiliosdAryvod
wsianA AurelUd

Boa Vista o
RORAIMA AMAPA
Macapéd o
oBelém Sdo Luis
Manaus o o Fortaleza
o
AMAZONAS PARA MARANHAO_ CEARA  RIO GRAND
Teresina o Natal
oJodo Pessoa
PIAUI L 0 Recife
ACRE PERNAMBUCO Le
- o Porto Velho ALAGODAS
Rio Branco o P 3’2";”'33 >~ l%Mace:‘é
RONDONIA TOCANTINS oAracaju
- MATO GROSSO BAHIA OSa,(mdo,r
Reglon Distrito
— Federal
® North o City ©Cuiaba Brasilia *
[ ] . Goidni
Northeast Wy Capital of GOIAS
Central-West : MINAS GERAIS
Brazil Campo Grande e
® Southeast rmo% s 6/0 10206 EgpIRITO SANTO
South . 00 SUL SAO PAULO O Vitoria
SR "RID DE JANEIRO
o ORio de
PARANA p Janeiro
o Curitiba
SANTA CATARINA
OFlorianopolis
RIO GRANDE
DO SUL
(-
Porto Alegre

(1) nAkide (North KSo Norte) IDuvaguiiireiuseu Suilufsiugunidininnjigaiulan
DusuuthgnAailu 1 Tu 5 velan sounuiduvathuu (Rain forest) AlkiyAaalulan GvunAWuR 3,853,677
mslams ifovdrAryveunia 15U Iiouug (Manaus) Suiluilionanveusgo:ualsuns (Amazonas) i
Us:3nso1Agognd 1,802,014 Au
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—_ e

(2) nMAn=dudanidgviniio (Northeast HSo Nordeste) quurimﬂvwlfr\lumaqnsuamuauﬁn
Avvaguiiiiiauisnimsiwazugniisivasou nazivaisaugeideuinunfands nvd 1deslricy il
Us:snsodgagiuouuine:=avegusionsnaiiunzia o1 iievdasines (Salvador) Builluiiounasank
Isnvavusiga vv‘mogj'[u's'gmlﬁa (Bahia) DUs:81ns01f80&nd1 2,675,656 AU llazijavlwsn1iasn
(Fortaleza) IijovrioviigoniinonAlnazsssusfasedu Sunveglusgisons (Ceard) 10ufogenfavoy
Us=31nss$19 2,452,185 AU

(3) NMARzAUANABUNa (Central-West KSo Centro-Oeste) 10uRs1ugvIaas 1,000 IWAS9IN
s=Authn:ia TwunAmidusesa: 22 vous:inA Duvadiisnyy DuwuRiwazuan nazidadns viamkadu
wuriFanEnuats Kéas1o 1,606,404 mswilaiums |'fJur‘ia§jva\1Us:mnsno"l 15,875,907 AU llaziJuRsv

voulliouriaoy AonsdusaBide (Brasilia) BuliUs:vnsofivogndi 2,570,160 AU

— d

(4) MAnz3usenidevls (Southeast n§o Sudeste) TWuRiWeusosa: 11 vouus:inA nsIduRAY

vaulﬁaaThrUﬁqﬂ 3 IijovveavusaBa Tein unsis1ung (SAo Paulo) unsslaiavuls (Rio de Janeiro)
naziulaloSsou (Belo Horizonte) B9dUs:31nsonAvaganilusosa: 45 vounyus:ind anvuznous:in
DuWui1gily KIANsIe azRsIugy Aeso 924,621 aswlaiuns awidevdrArysounuilunegvoy
Us:yansuaniiv 19,949100 AU

]
— el v Pl

(5) MAT (South KSo Sul) DiuAtiosRan DanwermAnuIBundIAdUY feiduginogives
Uszind wsa:ilunnavwanwsniAsugnendArgnanesta 01 119an3 ¥alwa doIka ou 1a:ino sauiiv
DuvalAdnsndAnyveuUs:InAfoe nos1a 576,774 mswilawpsimiu 1GeddAtyvednin 15U ASAUY
(Curitiba) ﬁuﬁoaQTu§gU1s1u1 (Parand) dUs:nse1Agegnda 1,751,907 au naziievdesinelains
(Porto Alegre) Ijounasivousgsaniusinga (Rio Grande do Sul) BuiludnnliviiovniovingadiAtyvoy
us1Ba Us=sInso1Aeags1d 1,409,351 AU
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Us=gnsAmans

U W.A.2560 us1Balius=sInsNunuA 207.66 duAu LINIBUAIAUA 5 vealan ToRsINSIWUVEN
Us:snsSova: 0.71 sioll Iasvaswus:sansdoulnngvevusia (Voyaainnisdrson U w.A.2559) 10ude
riwu Tneligiones:ndw 15-64 U Us:urrusosa: 69.50 nuvilunduengs:ngna 15-24 U $owa: 16.29 01g
$:h9 25-54 U Sowa: 43.86 1a:0195:I 55-64 U Seva: 9.35 US1BalUS-BINSIWAKYILINNIUWAEIE
ntios ARIDudAdouUs:BNSIWAEIE 0.97 AU ROIWAKCY 1 AU 01gIaABvavEIoUsIBadeadudo 321 lla:
longioiods 7417

MwA n.1 WsDAUs:3NsE10Us18a

Male Brazil - 2016 Female

100+
95 - 99
90 - 94
85 - 89
80 - 84
75 =79
70 - 74
|65 - 69
60 - 64
|55 - 59
50 - 54
45 - 49
40 - 44
35-39
30 - 34
|25 - 29|
20 - 24
115 - 19
10 - 14
5+-9
0-4

9 7.2 54 3.6 1.8 0 0 18 3.6 54 252 9

Population (in millions) Age Group Population (in millions)

Au: Central Intelligence Agency [US]. “The World Factbook — Brazil, Population Pyramid, 2016”

" Central Intelligence Agency [US]. “The World Factbook - Brazil” — Voyal w.f.2559
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msA n.2 Sruouls:snslunsia:niniAvesusisa

s s

(Re"gion/State) AHUA 18-641 65 Uulu WoudAty
Norte (North) 17,936,201 10,895,095 868,493
Pard 8,366,628 5,072,648 428,940 Belém
Amazonas 4,063,614 2,424,273 167,489 Manaus
RondOnia 1,805,788 1,175,594 92,578 Porto Velho
Tocantins 1,550,194 959,153 94,362 Palmas
Acre 829,619 479,734 37,401 Rio Branco
Amapd 797,722 470,726 28,800 Macapd
Roraima 522,636 312,967 18,923 Boa Vista
Nordeste (Northeast) 57,254,159 35,730,534 4,261,893
Bahia 15,344,447 9,772,171 1,188,721 Salvador
Pernambuco 9,473,707 5,966,068 731,935 Recife
Ceard 9,021,232 5,655,531 702,011 Fortaleza
Maranhdo 7,000,229 4,009,647 414,382 Sdo Lufs
Paraiba 4,025,558 2,506,927 340,209 Jodo Pessoa
Rio Grande do Norte 3,507,003 2,227,917 279,192 Natal
Alagoas 3,375,382 2,055,313 220,653 MaceiO
Piaul 3,218,485 1,996,901 237,239 Teresina
Sergipe 2,288,116 1,450,061 147,551 Aracaju
Centro-Oeste (Central-West) 15,875,907 10,440,452 1,099,913
Goids 6,778,772 4,473,786 482,708 Goidnia
Mato Grosso 3,344,544 2,170,096 206,823 Cuiaba
Distrito Federal 3,039,444 2,059,869 206,990 Brasilia
Mato Grosso do Sul 2,713,147 1,736,701 203,392 Campo Grande
Sudeste (Southeast) 86,949,714 57,152,954 8,380,806
Sdo Paulo 45,094,866 29,773,063 4,264,243 Sdo Paulo
Minas Gerais 21,119,536 13,793,211 2,008,590 Belo Horizonte
Rio de Janeiro 16,718,956 10,947,870 1,775,788 Rio de Janeiro
Espirito Santo 4,016,356 2,638,810 332,185 VitOria
Sul (South) 29,644,948 19,445,648 2,956,416
Rio Grande do Sul 11,322,895 7,374,376 1,305,872 Porto Alegre
Parand 11,320,892 7,393,789 1,041,478 Curitiba
Santa Catarina 7,001,161 4,677,482 609,066 FIorianépoIis
Total 207,660,929 133,664,683 17,567,521

Au1: ' Instituto Brasileiro de Geografia e Estatistica (2017) na:n1sAauaru

n-7
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n.2 NTIAVEIEIIUSIBA
suiuuasoiSeu

unn2wlulingans Revista Pesquisa FAPESP® fisanifosiull w.A.2561 na1afiulasvasay
AsauASalTuUs1BadUINAINNSIVABUINAENIUNTWY 03RS UNAYIUFWTNIILDIEVOIINFIALINET
mouswﬁaﬁ'mﬁﬂﬁagamsa"'lsov§U||Uun§3|§aumous1r’5a (National Household Survey) vovaniuana
la=NIFansIkIgIA (Institute of Geography and Statistics (PNAD-IBGE) v1U398AnyINs=uaun1snIs
Dudas:ghcguluus:inAusiBas:rdl w.A.2519 fiull w.A.2555 TuyuuadiINgaAuaMU=NIFIALIAIWA

UNAWS=UITBINS:g:I9aNANYTNTSIVABUNUavanUNWYaVARSBaIRAYIN NIsIUABuNUadny
Tnsvaswauniswan lomaninisinuana:nsiaaunIvuiu namsiwgnwsAdeulki wiugoaniede
napauIWddasiani 2 Buisuides1aq nAossy 1960

AsouASIUsTIBanuIAL1EIduRIKtnASaUASD Nndse Ny w.A.2503 TRoUIANFAeE IRLIAER
S=hIWAausa na19fe Weree:Uongunndwnegy soufivisielina:inisfinugand Tugounainundd
ghcgulane:iwau iaze:ngaivuidodusaiogiansounsona:iasinuas IAAIIAT w.A.2513 iDusiuun
AYWIANANNAUIY MsAnu la:s1elivosdausae-anadoguin Tull w.A.2555 grrgausiBanbong
s:h91 15-54 U Nulusuunna:Tuiios TnsAnsma:isnalfigavu s:ndnal w.a. 2547 full w.A.2557 $uou
asaiSounynguilurantinnsounSauguiutivsosa: 67 msilagunlavedwing ikreidevinonnis
Aghcguindunisinu msAgncgedsielfluvesdaieurinlfghryuliaas:n1aiAsugha

n1s39es:udnlugovs:a:19a1 40 U niv:dnaunandrevevansiungusneg Aidenurdnunis
wnanssuvavansiuasauasSsinualivivlunAnaiReanu Ao @mﬂaﬁéas:mamsﬁumnﬁu gourvanaule
fgafiuswn1eveumioy a§s1elivouAaloua-AUNSWENSVOIASOUAS)

® Revista Pesquisa FAPESP, “New family structures in Brazilian homes” http://revistapesquisa.fapesp.br/en/
2018/06/07/ new-family-structures-in-brazilian-homes/
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SN N.3 ANUIANFAIIVEVARSTUNEUFIY

MAN AS SOLE WOMEN AGED FERTILITY WOMEN AGED
PROVIDER 15-54 MARRIED RATE 15-54 MARRIED
Female /‘976 FOR THE AND EMPLOYED WITH OWN
. FAMILY INCOME
Transformation
Changes in Brazilian families RURAL WORKERS 77‘7 25.4% 6.6 12.6%
over the last 40 years of couples where children per woman
the woman was
aged 15-54
PROFESSIONALS 63‘7 34.5/ 2.5 37.6%
WITH HIGHER of couples where children per woman
EDUCATION® the woman was
aged 15-54
RURAL WORKERS 50.5% 46.4% 2.8 74°/
of couples where children per woman
the woman
was aged 15-54
PROFESSIONALS 24.1‘7. 75.5/ 1.2 76.3%
WITH HIGHER of couples where children per woman

EDUCATION® the woman was
aged 15-54

* Where at least one of the spouses has completed higher education SOURCE ITABORA( N. R

Toyaiwsiu INBanuiusuyAsHonsaUASIVEVEIDUSIBadoARdoINaNAVeY OECD Bis:u3197n
U w.A.2553 iy W.A1.2559 Tuouumsiinusliivasasen 1.8 mde 1.7

shelfinuindiovounsoiSouveusiousiBanasiinsienavednsaiSouagn 12,227 INSeryansg Mngn
uIAsFIU OECD 1 dudu Busrelinuindornasogn 30,563 InSeryansy ludouveunisianu Us:sans
19UsIBaniuRDongs:nI 15-64 U DruouSosa: 64 ludrusutiluwasredosa: 76 IDUIWAKCDY
Sova: 54 la:AN3ved OECD Bulidrususosa: 67

usBailuds:inAngDgaluInIsivugauubiievdesa: 7 Tuduoutiduds:sinsiwrse
Sova: 9 wAntYSosa: 5 Tuvru:$rusuls=sInsved OECD AlEoILIMsTIUgoUUegisosa: 13

duRas=nIWNMISHNIU NISWNWoU IlazAuWIwaleluddn

Tngsaundn s1ousaainouwwelelusin ilielkIndraunoudrAnyTuddn 21ns:zAu 0
fiv 10 319Us1BalingWWIwelvogns:=AU 6.6 Bugundns:AuladevedUs:inA OECD Buogns:=nu 6.5
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AnsovBwluus1Ba

ToyasniBulss custodevida.com.br BulinAnufunouWaImess19UsTBalAWAILTVUTAB A
VoyanlfiongiorAeogluiiovsingg TudsznAusiBa (Buluveu:Uogiasoundadauou 36,423 Au 970
ousineq TuusaBa 2,777 iov) TidndruAnsosBwngulusnluiiosndny veuisia:ninIARDA1ASaVEW
auanldnuil us1Bide (Brasilia), 1s7Ua (SAo Paulo), WaiSeualUaa(FlorianOpolis) STeinauuls (Rio
de Janeiro) Ua$Inaiains (Porto Alegre), N&1U1 (Cuiabd), 1uiav (Belém), AS#AU (Curitiba), 1ulales

oUT (Belo Horizonte) lla:15138d (Sdo Luls)

Bulsiinunanogililimedwhiomsiaiintudoursirgia:nvn (lupdmanAAsosBWEY)

AISTNI N.4 AN9IMTS

$19MS $1A/IgdausIBa

amsnanIulunnmMAISsIMEaUIEN 16.98
2IM1SNANIUTUNRAIAISSIANIWY 78.81
U89S 1 voR 10.59
10es 1 ns:Uay 4.40
IaAlAan 2 ans 8.29
nuiw 3.39

AISTNA N.5 ANEATWN

L §AUASIAMWY guRsIMEouIgn
VurIAvaAWN - -
(19daus1Fa) (18daus1da)
AgRovanile 1,734.38 763.89
Agrawasauurivuan 2 Keduou 2,572.22 1240.00
AgrawasaIuurivuan 3 Keduau 3,555.56 1746.67

A1 “Custo de vida”: http://www.custodevida.com.br/
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n.3 wnAnssuitnauleveutiniediigas1ousada

nsIAUNNavIRgaves19UsIEa

UNWTO® Insnavuvoyall w.A.2560 s:u91 g19us1Bainisinunnlus1us:inAsou 9.04 &ruau
ASY qnhmariaalr‘iﬂoeiouihnj|'fluUs:|nﬂTugﬁmnalu§m THIA ansgoIusm (2.22 duAunsy) 91$I9UAUN
(0.96 31UAUASY) nazfugininglsu Tann adu (0.53 &uAuAS) [Usaing (0.53 &UAUASY) 13:3M13
(0.46 dununsy) InglsrousrBaFoniauntaunievineaus:indlneidud1aun 28 (0.05 &uAunsy) dnsu
s19a:18gAUs:INAYAKLIEMSTiodiNgdgonlow 20 JuAUISNVOVEIUSIBaDAvsolUl

Us:InAgarUIeriaving)

ms i 0.6 Us:nAgAnuIemsriavifgagonlioy 20 UAUVEVEI0USIEA

§2U9UNISIAUNY
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20

Total

UNITED STATES OF AMERICA
ARGENTINA

SPAIN

PORTUGAL

ITALY

CHILE

URUGUAY

UNITED KINGDOM

MEXICO

GERMANY

FRANCE

PARAGUAY

PERU

DOMINICAN REPUBLIC
COLOMBIA

CANADA

SWITZERLAND

PANAMA

BOLIVIA, PLURINATIONAL STATE OF
VENEZUELA, BOLIVARIAN REPUBLIC OF

(AUASY)

9,038,984
2,218,883

962,610
533,695
526,808
461,416
455,965
429,098
324,000
286,807
279,687
257,720
190,003
148,312
139,194
136,917
112,268

95,972

88,348

87,035

84,603

ALA: UNWTO Publications Yearbook of Tourism Statistics Data 2011-2015, 2017 Edition.

® UNWTO Publications Yearbook of Tourism Statistics Data 2011-2015, 2017 Edition.
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yaAnistddennnisriodinearvUs:InAvays1oUsIBa

9 nToyavey Brazto KSo Brazilian Tour Operator Association UnrieviNgasnousiBabyarnis
Tidrelunislunieviiigasinus:znATuY w.f. 2560 AwuLT 4.69 KiludulgdausaBa KSos1d 1.22 hiludu
InSeryansy (38.9 rijuduuaning) Ingendruouminanat ﬁnaioumsiﬁdwo:agjiumsn'aa|r‘iaon5UquU
uNidn A 1.67 HiludwigdausiBa rHSos1d 4.3 Wuduinseryansy (13.8 nbuduuning) uvru:Ayarms
Té9emananlumstieangonduiowsm e naleBaitiosounu IWed 251 uigdausiBa K$os1d 65.3 31U
InSeryansy (2,084 auuning)

ASNA .7 gamms'[ﬁﬁi'lﬂmnn'lsria\llﬁﬂosh\ms:lnﬂ (199ausBa)

nduaiusnkie (riiudnu) 1.35
oIUSMNawNazASuIteU (au) 673
aIusmisi (du) 743
glsU (nbudu) 1.67
llowsm 1oide na:lerdeide (du) 251
SOUMVAU (hijudu) 469

f'iU'] : Braztoa. “Yearbook 2018”.

UNJIASYKWANS:NUNIASUIN9MOALFBINISIAUNIRBVIAYD

NI n.2 ANUFUWUSNWIASEgReRUTUsUtNHeviRganazAtSelunisioviigasmUs:InA
35,000
30,000
25,000
20,000
15,000

10,000

5,000 /

2543 2544 2545 2546 2547 2548 2549 2550 2551 2552 2553 2554 2555 2556 2557 2558 2559 2560

== |nternational tourism, number of departures ('000)
GDP per capita (current US$)

International tourism, expenditures (current Million US$)

Au1: World Bank, https://data.worldbank.org/indicator/NY.GDP.PCAP.CD?locations=BR&view=chart
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9nfoyadourdawusluednsudiviourioull 2552 nsiAunInioviNgarwUs:INAvadnfiavIie
¥19Us18a DAMUFUWUSTUTURANIIAgIRUAUND:IASugRavauUs:INAogWIRUTAGA 1Aion1gndven
U 2552 wugmisiAununovingasvUs:INAvess1aUsIBainisiAulARguuIn lazuanndmsiaulang
IAsugiavosUs:inAusiBaled Buawsndinsa:Ranalinanas:ms lnglawr:ansanivasu Tnglugag
navl 2547-2554 ARuiSgavevusiBatiualivnivAvuegisedediioilSeuiiounurnuneaaisvey
ansgoIusn duwalfiiansiaunuriovinealusinaus:inAvedsnousiBaiinisiEulnog1auan Iskasandu
sl 2557 AuSsavevus1BaisubiusliudouriaseInuans:nuniAssgiomelugininaIAuaILSN?
duwalfimsiaunrioviNgarwUs:nAantosay Ingiawn:lugovl 2557-2558 wugadauoudniauny iia:
mstéseniomsiAunriavingrUs:nAvoIus1Baanavod WsulIsy

uen9nliu Suwudius:ifudedentguenduq Rduwans:nuABAILGBINISIAUNIOVIAEI
AwUs:znAgioe 01N JvdertidelumsiiuniunSorlngansinSodtudsingnas msriedingaifunualiiv
vosgaudoutnnylulangufisouiivsnoersioumundos nianslasumsns:AulfiiaaousounisiAunty
rieviNgannVoyanlAsuluganUs=F1iuudossulatius:innagg 10usiu BulunusugosliliniaiAsugie
misrioviNgaliSuwans:nuagsulsiraltiovaNn:IAsygislaniiduwou

msrioviNgaluUKgHsVaIInfioviigousIBa

ungans Forbes 819 Virtuoso '&ll'fluu§l§nlh|ﬁ'80h§hs1o'1qﬂhmaUman'maanUauvo\lmousﬁsa
Tull w.n1.2559 Ao as1sruSgowsn idevenAvaglilnasinusiBa Dinealuassonisidig uenani
lewsmiiguiilawalnandnnievusiBaduseuluiioviaumal egwlsaduna:swas s1eviualuirganu
gawatunsvduainesAudna-yalas maulisuaouautesninniovifeangutivanisuniu™

s1evwaltuiAganudlinarafiuinsudnisriovines U w.A.2560 10113608 Tnes:ysiineilugnnune
Jarenwaudui 5 (ludusuidganuiiueasnotun iaugn inusde Ine na:Tednaus) mbundeuvey
UnneviigansnnsweryesavaIniaungL (1lewsnals) Godnaus eedinside (luduauiRganudkyin:
malng) Aeansna (TuduauiRgINUDTA IBUAISNAN IAZIAUIAT) uanmnﬁds:lnﬁlnaé\ll‘ﬂuqﬂmna
UarenmulunddierBenidnrieaingandu Millennial 310Us1BauadmsodINoadinsids

' https://www.uai.com.br/app/noticia/turismo/2017/01/11/noticias-turismo,200074/conheca-os-destinos-de-luxo-
dos-brasileiros-em-2017.shtml
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Duiinauledalng na:nSsegludriuifeanu Ae UsanafdnreviigousiBaideniiunuinuinii
ws:9uns$ so0n UaAwd ama Sisad wealiSe (WSuiFa) newsnls nazisusiuasn mudau

Luxe Report U w..2561 liiunenisniaiNgongnsvesdnnieviigousiBa Tul w.A.2562 51
mS|ﬁum\ln'0\1|ﬁ80||uoworyﬁao:1ﬁ§uno1uUauffJuéuﬁunﬁ\l AUAIENMSIAUNIWOIAAUA0Y NISIAUNTY
IFUnAWIAY (15U UssinnBuituuuiASovtu nmsavi§ogass 10UGU) NMSIAUNIAUASOUAS) NASIAUNTY
WoUs:aunisninunisiu lazmstuiSodsary aglududuiiisunu

s1gvualuiRganudawaiiveanureUarenwamidun GeuvesdnnoviNgousaBa Baldin [Usnina
oma WsuiAa owsm na:ydu uenintionInlodiaus tlewsmis suiduntsuiinuessnia:gdu lnen
Wsminana:cgduiioiduds:inrgnnunauareniuli

womnssuftinauloveysausaBaniauntyuanevifgaus:inAlne

tmus*n'ia|ﬁuﬁnﬁaa|ﬁ'aooﬂngﬁnqna:ﬁua|u§mr‘i|ﬁum\lmUs:lnFﬂnﬂmnﬁ'qn n1a:uomsIns
inulnnseitovadutinauls 9anl w.A.2557 AltnneviRgaAUNYILAUS:INATNY 43,694 AU IWLVUIDU
71,349 au Tull w.A.2560 adnlsinu wavndnnaiAssgiean1gluniniATul w.A.2561 duwald
GUnrievingaiAunIuIUs:InAlnganadus:uaru§esa: 18 InslinnevingosiousiBaniauntuadeuus:ing
Tnetulduidgruou 58,000 AU™

NIWi n.3 1usutinfieviiigasrousiBaniauntauiing U w.A.2557-2561

KU29: AU

71,349
63,139
58,000
43,694 44,414
2557 2558 2559 2560 2561

" JoyauUs:urrums9nnsunIstiovinga ns:=nsaumstiavineana:ina
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9 nguioyavoulsunisdrsaawnAnssudnnioviigaisadn ve nnn. Alidariedreideadu

Us=9nnl wusn dnrieviRgasnousiBanlsiaunuuirieaneaUs:nalne Tul w.a.2561 DwnAnssufitinaute
foralUl

mwr‘i .4 Us:aumsnimsiauntauilne MmMwn n.5 9UUIUWNIDATIA=WIUIUNDINGIDATY

19.32%

W First Visit

Revisit m Suwniade (Au)

rovifealade (39n3n)

Unrevifgas1ousaBaniauntuaniedineaduuszindlng doulknySosa: 80.68 iJulinriovife)
s18lnu (First Visit) Inaﬁnejuﬁ'malﬁunwmuéo (Revisit) Soga: 19.32

Unrievifigas1ousaBaniauntiuineviigaus:inAlng 9:159aawnln 1a3e 12.40 Au
TngridoniAunlURovIRINIKINFI 1038 2.57 FHIAFOASY

MW .6 n1snszMegmlUGifnIndAnY

55.84%
35.40%
22.66%
16.10%

NSIINW4 devlnu i

fin asun$si

5\1hﬁnﬁ\llﬁS'unmuﬁauo'mﬁnrio\ur‘iaomoUs1ﬁau1nr‘iqﬂ [Ann nsuinw4 Tngg1ousisa
Sowa: 72.57 MiAunwuUs:nAlng v:n9:WnuouiBeusuaniuiniovineasvy unsainwe dnsudundadu

AlsuAUTEUsevaILR:IDudundAns:0 (Sooa: 55.84) Henln (Sova: 35.40) soulufivdundanifn (Soea:
22.66)
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nwi n.7 Fondanswaromsidongnnuieniovings

duauoaulad
48.48%

Wou

23.89%

ASOUASI/YIR
11.17%

Bulssdue
478%

* IloAnaulaidengArNeriovIne)
Téindo dnrievineasnousiBanguiidouliing
(uIniiv§osa: 74.67) ine:eavdoiASouTU
w$onwnuus:uuaaulal sevasurduilu
msidenveunsuniovigatun1ausEnas
(Sova: 20.91) vru:Aligoaumsuiuanemsiu
nSolsvisuiadliuandn (Seea: 9.25 na:

$ooa: 8.84 mudnv)

- fionssugonligudansusnousiBan
iAUNLrieaneaUs:nAlneifaunnAusioy
iAonni1 Tann msSuds:muenmsing (Seva:
97.85) sevauuillumsideusuanundAny
nnuUs:anmmans (Soga: 85.45) NnNaNssuy
g1gn:z1a (Sega: 79.01) sUNavdeAIAU
(So9a: 72.20) tiounarelnenisudAlazaun
(Soga: 69.76) laznauNgBIlINA (Soga:
55.00)

* dinSunisAanduleidengnnune
HeoviRgaveds1oUsaBanlfiAuNILIiovNg)
Us:inAlngndotu wud VoyaluZoduau
ooulau naziWouanswauinign (Sooa:
48.48 1a:§99a: 23.89 MUEIAU) A1AUNAUI
Juiluveyaninasounso/nyri (Sowa: 11.17)
vuziseunnisdoarsaulllasunisdniie
unun (GegnarSosa: 5)

nIwii n.8 doununseadnsurioviien

9adooulad

74.67%

usBnnas

20.91%

favAsYAUaIgnIstiu
9.25%

20unSINUIsIISY
8.84%

nIWii n.9 fienssugontey

Suus:nwuamsing
97.85%

ovifgaBuUs:IRmans
85.45%

nanssuglgn:ia
79.01%

lavAgwAAU

uomnazaun

69.76%

rioviRgIGtInA
55.00%

‘ A L..l

“1‘-5

Ty o ®
(NN

‘ IN-TOUCH
Research & Consultancy



enuatuauysal

lassnsfinweantinviesiiedsUsewmanguusewmeainlng (Emerging Market): UT1@a wara151uiu (RUUUTEMNAUTITA)

* dnsudnrioviNgas1ousiBa WA .10 Fudoontou

nduntgunssauty udndouaglition Ing voufis=an

$owa: 77.27 insriafanssudiouly Fudn

Uszinnvevnis:anlaSuanulisugunan (Sova: l

60.33) sovadunfuidetin (§osa: 56.06) .

. B L wannmuriomsing

wannmrionising (Sesa: 28.51) FuA

Fnnnssu ($00a: 12.34) na:ipdovdionv/ AUFARANSSU

IASoutiou (Soea 12.19) &
IASOYAI9W/IASOVHOU

n.4 nuoliuwnAnssunisdaansndinry

9 nvayavey Hootsuite and Wearesocial Barinisdisoawninssumsigdonanavossrousisa
Tud 2560 AwuwT s18vILFUsIBalTILOUUS:31NS 210.1 dwAu TUs:sNsATEdUINGSITA 139.1 Ay
DugniugolunisTddedunuoaulal (Active User) 130 &unu 143 ruau I0uiieydiaursniwu ia:
8n 120 dwau 1Duglddedunuasuladuuauisniwu Ing Comscore usEndutirs=iuTannaysiude
iwanwasu s:y31 ¥19usiBa Sowa: 90.8 AfivduINesIin 9:Iinfivdodunuooulalisios 9nvoya
Tng ComScore $oUAU Shareablee Wu31 B19us1Badosa: 78 inevduinesilinuunauWoIROSNGY

inSovenssuunauWIInassuntvaodunuooulaiduirssiu

nwA n.11 wosnssumstideninavedsnousada

A SNAPSHOT OF THE COUNTRY’S KEY DIGITAL STATISTICAL INDICATORS :

TOTAL INTERNET ACTIVE SOCIAL V/\[elV]= ACTIVE MOBILE
POPULATION USERS MEDIA USERS MOBILE USERS SOCIAL USERS

,-/\\\

Ww ® @0

~ i \\\_/'/ h . 4

210.1 1391 130.0 143.0 120.0

MILLION MILLION MILLION MILLION MILLION

URBANISATION: PENETRATION: PENETRATION: PENETRATION: PENETRATION:
86% 66% 62% 68% 57%

SOURCES JLATION 8| o0  We
® Hootsuite gre. |

AL : Hootsuite and Wearesocial.“Digital in 2018 in South America”.
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91nn1sdins:hioyaniuus:snsAmansvoutsdeduauooulatisnousiBa wusrdndouvougls
nduwasena:wrAkdguluRwAubnan Muwrsie Sova: 51 IwAntyeSosa: 49 na:gddoulnnjoglundu
9198:19 15-24 U (S08a: 26) sovalufo nauo1gs:ni 25-34 U (Soga: 24) nduangs:ron 35-44 U
(Sowa: 22) nguogs=naN 45-54 U (Sea: 17) na: 55 U ($eva: 11) mudrau

edmunmuginia wushglEdesouladdoulnnjerfeeglumanziusenidedts (Sosa: 52) sovauun
AanAR:dusenidevintio (So8a: 19) mAlA (Se8a: 15) mAnaN-nAR:IUAN (S08a: 12) mnmﬁaﬁu;ﬁﬁ?ia
ooulaliosnan (Sova: 2)

Uszsnsiddoulnngiirauinesiiinnniu (Sesa: 85) oannda:asuiluaglios (Sesa: 9) IFaua:
asuiluagntios (Sosa: 5) lisandudouazASy (Soga: 1)

mwi n.12 Anwivedgidnuauinesiin

FREQUENCY OF INTERNET USE o>

HOW OFTEN INTERNET USERS ACCESS THE INTERNET FOR PERSONAL REASONS (ANY DEVICE)

AT LEAST ONCE AT LEAST ONCE LESS THAN ONCE
PER WEEK PER MONTH PER MONTH

5% 1%

E’EJ Hootsuite

AL : Hootsuite and Wearesocial.“Digital in 2018 in South America”.
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91NS1891UVaY Hootsuite l1a: Wearesocial 1iol w.A1.2560 usa8ailudn 1 Tu 5 Us:in (U uldie
auladiBe ansgousm nia:us1Ba mwdrau) NidrsimsiAulavesnstidodunuooulaliay ia=s10usiBa
gulusantdinartunisiddeduauooulatvinilududuasvseveniWaulud TneluusiBalylsdedunu
ooulalidrusunvau 130 &ruau nivdunaugitddeuls:91 nde Active User auiivsosa: 62 Nl
10Us1Badruau 120 duau dedunusauladuugunsniaunsniwu AniluSesa: 57 vesdruauus:s1ns
IKUA

dnsudndoumstidedunuoaulatinany Tunsiaziwanwosu Tt

AsI 0.8 woiAnssunistidoduanaaulativevsiousida SulunauIwanwosy

doduAuooulali WIUABUWIIRAS wuiaiio
Facebook lla= Messenger 4% 96%
Twitter 1% 99%
Snapchat, Inc 0% 100%
PINTEREST.COM 19% 81%
Google+ 4% 100%
Tumblr 25% 75%
Linkedin 44% 56%

AU : ComScore & Shareablee. “The State of Social Media in Brazil”.

9Ns18vIuAINa1all FoduaussulatniluntisugianluusiBa Ao Facebook IneisulAsUAYWTEL
sl w.A.2551 na-laSunonutisugeantull w.r.2555 Tull w.A.2561 Facebook Dfuauglduiusiousisa
ogfiv 130 duAu savadunFio WhatsApp B9deauuilunewwaindunanilglunisdevonouia:nisdoans
duAun 3 Ao YouTube Buluus1Badylstiv 98 dwau IngaedUnuIuL YouTube Tansnisiaulafiviosa:
58 UAUN 4 Ao Instagram Tilatv 57 duAu na=iudenliSunoulsuluusiBatuveu:U Suaun 5 Twitter
na=8uAun 6 Linkedin

21nN1sDIAS1=KITE Facebook BaligEuu 130 drudu DomsmsiaulnieiReuiuifouunsiny
W.A.2560 agnSosa: 7 TusrusutiBugitdruwulnsAwridetioludoulnry (Sova: 92) lneiduglduiu
IWAKIYY (S08a: 54) Na:IwAg1e (Soga: 46)

12 ComScore & Shareablee. “The State of Social Media in Brazil”.
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mwi n.13 woAnssuglguiu Facebook

FACEBOOK USAGE ANALYSIS S5

A CLOSER LOOK AT FACEBOOK USE, BROKEN DOWN BY MOBILE USE AND SELF-DECLARED GENDER OF USERS

TOTAL NUMBER OF ANNUAL CHANGE IN PERCENTAGE OF PERCENTAGE OF PERCENTAGE OF
MONTHLY ACTIVE FACEBOOK USERS FACEBOOK USERS FACEBOOK PROFILES FACEBOOK PROFILES
FACEBOOK USERS vs. JANUARY 2017 ACCESSING VIA MOBILE DECLARED AS FEMALE DECLARED AS MALE

130.0 +7% 92% 54% 46%

MILLION

we
are.

®| Hootsuite- are; |

AU : Hootsuite and Wearesocial.“Digital in 2018 in South America”.

Wld Facebook s19us1Badoulrnyiongs:=ndnv 18 fiv 34 U nuaiunguengs:ndna 18 fiv 24 U
1uou 33 duAu naznduengs:raN 25 fiv 34 U §1usu 37 duau grrguidugiduiuFacebook nnd
uselunns:nuang

nwA n.14 §I§ Facebook $1UNALDIEIA:IWA

PROFILE OF FACEBOOK USERS O

A BREAKDOWN OF THE COUNTRY’S FACEBOOK'S USERS BY AGE AND GENDER, IN MILLIONS

AGE TOTAL FEMALE  MALE

TOTAL 130,000, Y% We%

187 130
- FEMALE 167
160
MALE
138 s
=
1.0 65+ 3,600,000
85
6.2
54
46 46
I . :
Yy

13-17 18-24% 25 - 34 - 65+
YEARS OLD YEARS OLD YEARS OLD YEARS OLD YEARS OLD YEARS OLD YEARS OLD

465 - 54 55 - 64

@ . °"J Hootsuite- re

social

Tudauveun1sféuu Instagram 91nwadiAs1:An1slE Instagram wudnfunsiazinou DUIS Instagram
guiiv 57 dwau Andusosa: 27 veuduouls:snsiunuavedUs:ind Ineglddoulnnjiduweng (Sosa: 59)
na:Rindoiluiwrze (Sova: 41)
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nIwA n.15 wnanssunsid Facebook vous1ousida

INSTAGRAM USAGE ANALYSIS O

AN OVERVIEW OF MONTHLY ACTIVE INSTAGRAM USERS, BROKEN DOWN BY GENDER

TOTAL NUMBER OF ACTIVE INSTAGRAM FEMALE USERS AS A MALE USERS AS A
MONTHLY ACTIVE USERS AS A PERCENTAGE PERCENTAGE OF ALL PERCENTAGE OF ALL
INSTAGRAM USERS OF TOTAL POPULATION ACTIVE INSTAGRAM USERS ACTIVE INSTAGRAM USERS

,//

_ N - N

—

57.00 27% 41%

MILLION

W’J Hootsuite ‘é‘:r,%iql

AU : Hootsuite and Wearesocial.“Digital in 2018 in South America”.

NMsANEIVeY Reuters Institute for the Study of Journalism fivnisnousiBa:teulideduau
ooulau 1inssu§inoansuiudosiniisuanaskason w.A.2559 (Soga: 69 Tull w.A. 2559 Indodosa:
52 Tull w.A.2561) BuiReInnIsisrausiBaideunautioulu Facebook nazRuluaule Instagram na:
WhatsApp 10uwaur9innistdauisniwuuinvusios Tuvruzigeanistd WhatsApp lla: Instagram IWUVU
Tulsiwenasvoansioya isiiadnnUs:avrou fog'™

mswi 0.9 9aUs:avdveunisidiowwaindudeduauooulatvossrousida U w.A. 2561

o WORARIL19A1S WednnUs:auAduY
1 Facebook 52% 75%
2 WhatsApp 48% 83%
3 YouTube 34% 78%
4 Instagram 16% 48%
5 Twitter 14% 26%
6 Facebook 10% 39%

AUA : Reuters Institute for the Study of Journalism. “Digital News Report 2018”.

'3 Reuters Institute for the Study of Journalism. “Digital News Report 2018”.
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gounMSARALIAEISUSINNAUY

gounnisanAuTayav1oarsiinauleduq Tand InsAaAd navdoWuw dng na:ingans
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AL : Secretaria Especial de Comunicagéo Social da Presid€ncia da Repﬁblica. “Pesquisa Brasileira de Midia 2016.

Habitos de Consumo de Midia pela Popula(,‘ﬁo Brasileira”.
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1. Globo
2. SBT
3. Record
4. Band
5. Globo News
6. SportTV
7. Discovery Channel
8. Fox
9
1

RBS TV
0. Cultura

' Secretaria Especial de Comunica(;fio Social da Presid€ncia da Repl’lblica. “Pesquisa Brasileira de Midia 2016.

Habitos de Consumo de Midia pela PopulaCo Brasileira”.
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0 Globo

Folha de Sdo Paulo

Super Noticia

Extra (RJ)

0 Estado de SQo Paulo (Estaddo)
Zero Hora

Didrio Galcho

Meia Hora

0 Dia

10. A Tarde

© © N o a M w Db

gouaniangliSunawieu

Band FM 96.1 FM (Santana de Parnafba)
O Dia FM/100.5 FM

Nativa FM (S3o Paulo)
Tupi AM/ FM
Melodia FM - Rio de Janeiro

Jovem Pan FM 100.9 (S3o Paulo)

Gazeta FM (Sdo Paulo)
Itatiaia FM - AM (Belo Horizonte)

(MG) Gallcha AM / FM
10. CBN FM 90,5 (SQo Paulo)

© © N o g~ w Dhp=

GngaisilasuAutau

Veja

Caras

Isto E

Epoca

Tititi

Contigo!

Ana Maria
Superinteressante
Exame Capricho

. Veja S3o Paulo
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dumun 1 - Whindersson Nunes

Whindersson Nunes Ao Inianynans1us1sa 131voy
goun198o whinderssonnunes Uu YouTube BulgongAnAunda
34 7uAu (FUAu ru Sufl 7 DurAu w.A.2562) 1ngidugounivii
ganmwunAaailududun 1 Tuls:nAus1Bagosl w.A.2560 fiaus:
nnio1su:zIag Canal KondZilla [UsAorsesa:giniusiausidalusov

UangU w.A.2561

ogIsAau Whindersson Nunes dfiailuntivgnsianswa
nwFedvaueaulaidudusiug vosusiga Ineitonans:nang veu
09N whinderssonnunes 1JunisiaSesnaniniu TUauiians Parody KSonandnanidendiWodeordau
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dumun 2 - Rodrigo Faro

Rodrigo Faro AaUnndand Un$av wsnssignasinsiu
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Ut w.A.2557 Gngans Isto E sreaudn VAVENINTEERIVEZRE AR

KilvSesduiodausiBa neso 23 durSeryansgiasnien

geguuivaisnenisninsiatiluve viatesnde Hora do

Faro (Faro Time) Guanuisnann1ulduugounvlu YouTube DunARAnRIUNEINIT 1.69 d1unu
TuvruziAganu Instagram lioAIANU @rodrigofaro Vodiv1 DfdiavyAnmuguTiv 14.8 &uAu (FUdu ru 3uf
7 GuAU W.A.2562)

' http://atarde.uol.com.br/quemviuview/noticias/1893679-confira-a-lista-das-20-personalidades-mais-influentes-
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UAUN 3 - Lazaro Ramos
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IFHNMWIUASIOTILEU IVIAEIVABIIABU:SNIaUNIAAEORAIEEL
AaVINIAAILNEIE Ia=UNIFAVEUNUBIE UEaN3n 20 s195a
TnertluduilumsgniauaBonBusigda Emmy Awards ASufi 35
Tughu:tnnanutisneainazasninsiAtidod Cobras & Lizards
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UAUR 9 - Felipe Castanhari
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n1s9AN1sUs=nIA Digital Influencer Award TngourinsnaAlonsudo Center for Communication
Studies H$o CECOM 1AnvunSansniull w.A. 2559 IngdnnUs-avriweiWunidoeaulat souny Influencer
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“Esse Mundo € Nosso” (This World is Our Home)

Q ESS E vdonINganunisioviNgalnedovs1gnlius1ous1Ba Rafael

Carvalho lia: Adolfo Nomelini dodiWouatingus:nouandwdniveutuainis
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1Bulesl URL: https://www.essemundoenosso.com.br/

“Melhores Destinos” (Top Destinations)

Bulsstlitsudondouunna isnesaidoiuBulssdnsudunna:
9aunaIAdouTuGomivedusaBa ndnnuWIALfAe Ilomans:ineanums
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IUsausau MirBulssnunardbsontAnaILuN1 Facebook N31 2.6 d1u
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1Bulss URL: http://www.melhoresdestinos.com.br/
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1 = ‘ IN-TOUCH

lL.. - sulta

% 3 n-28 Research & Consultancy
L/

S
fmmw‘i\\‘b


http://premioinfluenciadores.com.br/

enuatuauysal

lassnsfinweantinviesiiedsUsewmanguusewmeainlng (Emerging Market): UT1@a wara151uiu (RUUUTEMNAUTITA)

“Mochileiros” (Backpackers)

Bulssinanscu:0u Online Community HSogusUooUlal iWoilu
Asous nanasuioyainganumsriodiNgavouinainhioviNeas1ousiBa
ludnniivdosnwisentsulngiawr:ogwalunkiuaiosnousiBanosn

Mochievoseom IAUNRavInganuuls:nan nSodnansulovlngluwiuusennas

1Bulssi URL: https://www.mochileiros.com/
“TRAVEL AND SHARE”

u8onvovdoulinniaviNgafsnuILd1 Romulo a: Mirella
AldssUs:aunsnimsriovingavenvaey aswitiomneguurainnane
iwanwosu NUI5uTss YouTube Instagram na: Twitter [nggodnay
Tu YouTube D@Ainmwn3dn 867,054 AU (FUAU U 5ufl 7 GunAb 2562)
TngnvdovingiAUNLIRevfgaUs:InATnandorsunu

1Bulesl URL: https://travelandshare.com.br/
“Viaje na Viagem” (Travel on The Road)

g )\ grioAvi3ulssd uwdn Ricardo Freire fiolluguniinudon
y - — ' — — v [ p-4
!_/// fganumsriavifgonuisny vouusiBaiifes wsr:nrasudontvuu

Akl w.A.2547 IWe9aUs:avAtunisissUs:aumsninisriovifganios
V I A J E aulod Joauu Bulssiisausounnavioyaineanunisrisvingaifiounalan
sounuindnaulunisiunevineaduganurelareniulug eg1va:isen
Tudouvavioyadnuls:inalng DAvnsTonss§iouIAuN1 Tsunsui

TiSuno ey e misilinaswarn TUoufivindndunas§nindodiusn
Tudszinflng

19ulsF URL: https://www.viajenaviagem.com/
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NALUIN V. AJIUSNAUNAUARIBIWOANSSUNISASIEIRN*

ngusTaNUs* * Bosmonls

msiBeu§ WowmILAU

AUMWNISAISITIR

19 nazusumalAnnu
n1siagunladvoddunu

UniauennudSBudyanuni
WolAsSunisengousuIse
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IntioAusaui

MssouaguIFeIing
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waslumsrogiWorsyginog1
UArumw

rinfamsivasunday
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TRANWEAyAUMsouSNEAIIIAZeU
§SsUB1A AaudmusSSU

| always have new idea and creativity.

| comfortably handle unclear or uncertain circumstances.

| prefer to follow rational situations thinking rather do by random.

| always feel happy to talk with intelligent people.

| often seek for new approaches to solve difficulties.

| am confident in working out complicated situations.

| always agree with smart opinions suggested by others, even the opponents.

| like to be well-organized and obey social rules.

| am always trying to be better than other people.

It is meaningful for me to be gratifying and respected.

| always keep my living and my style up-to-date.

| am well aware of natural resources declination problem and

do everything | can to reserve them.

| am very protective of my country’s social resources e.g. history, culture, heritage.
| am not boring to learn things going on around me.

The best way to prove the success in life is money.

It is meaningful for me to be gratifying and respected.

| am always trying to be better than other people.

| frequently please myself by doing things that sometimes create conflict with other
people.

| rarely hesitate to do frightening or risky things.

| always neglect regulations and practices that limit my freedom.

| always have new idea and creativity.

| often seek for new approaches to solve difficulties.

| am confident in working out complicated situations.

| prefer to run my life step by step following my plan.

| like to be well-organized and obey social rules.

| always agree with smart opinions suggested by others, even the opponents.

| am well aware of natural resources declination problem and do everything | can to
reserve them.

| am very protective of my country's social resources e.g. history, culture, heritage.

* 10uwanNMsIAS1:AWKAIUSHIELIS Factor Analysis
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MAWUIN A. MSHUKINTOLANTWSIL

n1sngvlinUnTayanIwsauUs=InAus1Ba
n
y e Yi
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i=1
X; = Aweovanuru=nauleiinuvesnduioegnainniovingasrousiBaninian
= dndoudnriovingas1ousiBaluisia=niniA
n = fwsuginifaulensnanun
= imanaufo

o~

dnrioving Class C+

1aus1Baniiong 18 TVull
AIRUNWHavIRgasUs:InATuEoY 5 UALUL

North 1,057,277
Northeast 8,603,235
Central West 1,699,001
Southeast 20,863,657
South 3,009,580
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MAKUIN J. AIAARILVEINAL Segmentation ia=nau Niche Market

Ggudnsutinnodiien $munsiussnnilduldinurskaniunisinens

tnnovifigas=Aunavuuvull

UszsansTuwuiuszinaidanune soufivenoiiovideanedu iwadnedsegluds:inAidanuigesy
Bunismas Tusourinisinu Alenguannan 18 U Tsreladsudindenalnunm 40,000 IKSeryansgvuly
(IFISBFU=S:AU C+ VUTU) nazmovingiRuntnaviiganus:InAogauoe 1 ASY Tusadnal 5 Jiwuu

A191MARIIWVEUNAU Segmentation TumsfinyASull TAunelUd

NAURILIAMUANIANLINWMENW
muUs:snsAansiduran (Segmentation)

tgu

naulnnediigasulriu

(Millennial Traveler)

(nnaviRgangus:AUNaWULVUIU 018519 20-38 U Avsne/mrgd na-due

naulnneviigaerinu
(Working Adult)

dnnevinganaus:AUNaWULVUIU 91gs:109 39-54 U AV88/HEYd azdue

NaUNevINEaIuUASOUAS)
(Family Travel with Kid(s)

dnnedifiganaus:AUNaWULVUIU 91gs:197 39-54 U Imvvuniaziynsian
MIgunavIAgIAUNINOVINEIAUS:INASIUAUASOUASI 08 WUoeKdvASITUBINIDan
5 OAwuLA

naulinnediigagude
(Senior Tourist)

(nnevinganaus:AUNaWULVUIU 018819 55-70 O AVse/MEgd azdue

A191AARIVEINaU Niche Market

v

TumsAnuASyd DaunolUi

nauAluIMUAIWEUTIIaW:
(Niche Market)

dgu

nauAgwauliawzAU
NaUNaVIREIBIIAILSSSU
(Cultural Lover)

tnnevifganaus:AunanuuiulusiousiBandailunauaoiuaulaiawazmumsnaviie
WoiBsdmusssy 1funauiinnovifgamiAununeviiess:nowUs:ind lnedinnUs:=avA
WanIw arinianssumuAIUAUTIAWA:A 1A BIVodRUIUAaU:Ia:TIUSSSU (Art &
Culture) SulAowlipRAUIANAWAUTUIRA=9AKLIENodIiE)

nauAgwauleiawzAUAINSSUISILURAN
(Honeymoon/Anniversary)

UnnediRganaus=AunawuuvulUs1ausiBandaidunaunsuaulorawzauiionssy
[snuu@n (Honeymoon/Anniversary) 10unaudnnedifigaf iaun1aneviieas:no
UszinAlgliannus:-avakianiiiodutiyuronasdnsusaulinw

naunedINgaduTadHEIANGIAU
(Experience Local Way of Life)

[

Unnedingas1ausaBan ImdunaunsuauleiawizAuNIsNedIR 81w oduEadHEm
nevau 10unaudnnedii 8af IAUNIINeVIA 89s:n9WUs:InA TnelInnUs:ava
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na:u AEC Connectivity
(AEC Connectivity Tourism)
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Departure from Sao Paulo to Bangkok Destination

Departure from Sao Paulo Transfer All Time* Schedule
‘ Airline Name Flight Transfer Airport Flight Aircraft Type Mon. Tue. Wed. Tus. Fri. Sat. Sun.

Air France AF459 CDG Paris AF166 Boeing 787-9 2d 3h 50m X X X X X
Air France, Thai Airways AF457 CDG Paris TG931 Airbus A380-800 2d 4h 45m X X X X X X X
Air France, Thai Airways AF459 CDG Paris TG931 Airbus A380-800 2d 1h 00m X X X X X X X
British Airways BA246 LHR London BA9 Boeing 777-200 1d 9h 00m X X X X X X X
British Airways LA8084 LHR London BA9 Boeing 777-200 2d 0h 40m X X X X X X X
British Airways, Thai Airways BA246 LHR London TG911 Airbus A380-800 1d 4h 30m X X X X X X X
British Airways, Thai Airways BA246 LHR London TG917 Boeing 777-300 1d 13h 30m X X X X X X X
Emirates EK264 DXB Dubai EK418 Boeing 777-300ER 1d Oh 30m X X X
Emirates EK264 DXB Dubai EK372 Airbus A380-800 1d 1h 10m X X X
Emirates EK264 DXB Dubai EK374 Airbus A380-800 1d 13h 50m X X X
Emirates EK264 DXB Dubai EK384 Airbus A380-800 1d 18h 30m X X X
Emirates EK264 DXB Dubai EK418 Boeing 777-300ER 2d 0h 30m X X X X X X X
Emirates, Thai Airways EK264 DXB Dubai TG518 Airbus A350-900 2d 12h 45m X X X

KLM KL792 AMS Amsterdam KL875 Boeing 777-300ER 1d 4h 40m X X X X X X X
LATAM airlines, EI Al Israel LA712 TLV Tel Aviv LY81 Boeing 777-200ER 1d 5h 25m X X X
Airlines

LATAM airlines, Eva Air LA8084 LHR London BR68 Boeing 777-300ER 2d 5h 15m X X X X X X X
LATAM airlines, Lufthansa LA8070 FRA Frankfurt am Main LH772 Airbus A340-300 11h 10m X X X X X X

LATAM airlines, Thai Airways LA8084 LHR London TG917 Boeing 777-300 1d 5h 10m X X X X X X X
LATAM airlines, Thai Airways LA8084 LHR London TG911 Airbus A380-800 1d 20h 10m X X X X X X X
Lufthansa LH507 FRA Frankfurt am Main LH772 Airbus A340-300 1d 9h 55m X X X
Lufthansa, Thai Airways LH507 FRA Frankfurt am Main TG921 Boeing 777-300 1d 2h 10m X X X

(1) @ rous!
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Departure from Sao Paulo Transfer All Time* Schedule

Airline Name Flight Transfer Airport Flight Aircraft Type Mon. Tue. Wed. Tus. Fri. Sat. Sun.
Lufthansa, Thai Airways LA8108 CDG Paris TG931 Airbus A380-800 1d 20h 20m X X X X X X X
Qatar Airways QR774 DOH Doha QR836 Airbus A330-300 1d Oh 25m X X X X X X X
Qatar Airways QR774 DOH Doha QR832 Boeing 777-300ER 1d 5h 55m X X X X X X X
Qatar Airways QR774 DOH Doha QR838 Airbus A350-900 1d 6h 15m X X X X X X X
Qatar Airways QR774 DOH Doha QR834 Airbus A330-300 23h 35m X X X X X X X
Qatar Airways QR774 DOH Doha QR826 Boeing 787-8 1d 15h 55m X X X X X X X
Qatar Airways QR774 DOH Doha QR830 Boeing 777-300ER 1d 18h 00m X X X X X X X
Qatar Airways, Iberia QR774 DOH Doha 1B7934 Airbus A330-300 1d Oh 25m X X X X X X X
Qatar Airways, Iberia QR774 DOH Doha 1B7930 Boeing 777-300ER 1d 5h 55m X X X X X X X
Qatar Airways, Iberia QR774 DOH Doha 1B2434 Airbus A350-900 1d 6h 15m X X X X X X X
Qatar Airways, Iberia QR774 DOH Doha 1B7932 Airbus A330-300 23h 35m X X X X X X X
Qatar Airways, Iberia QR774 DOH Doha 1B7928 Boeing 777-300ER 1d 18h 00m X X X X X X X
Qatar Airways, Iberia QR774 DOH Doha IB7926 Boeing 787-8 1d 15h 55m X X X X X X X

Departure from Rio de Janeiro to Bangkok Destination

Departure from Rio de Janeiro Transfer All Time* Schedule
Airline Name Flight Transfer Airport Flight Aircraft Type Mon. Tue. Wed. Tus. Fri. Sat. Sun ‘

Emirates EK248 DXB Dubai EK418 Boeing 777-300ER 1d 6h 10m X X X X X X
KLM, Eva Air KL706 AMS Amsterdam BR76 Boeing 777-300ER 1d 5h 45m X X X X X X
British Airways, Thai Airways BA248 LHR London TG917 Boeing 777-300 1d 7h 10m X X X X X X
Emirates EK248 DXB Dubai EK384 Airbus A380-800 1d Oh 10m X X X X X X
Emirates EK248 DXB Dubai EK372 Airbus A380-800 1d 6h 50m X X X X X X
Emirates EK248 DXB Dubai EK374 Airbus A380-800 1d 19h 30m X X X X X X
KLM KL706 AMS Amsterdam KL875 Boeing 777-300ER 1d 1h 55m X X X X X X
British Airways BA248 LHR London BA9 Boeing 777-200 1d 2h 40m X X X X X X X
() @ vTousy
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Departure from Rio de Janeiro Transfer All Time* Schedule
‘ Airline Name Flight Transfer Airport Flight Aircraft Type Mon. Tue. Wed. Tus. Fri Sat.  Sun. ‘
Air France, Thai Airways AF443 CDG Paris TG931 Airbus A380-800 1d 4h 30m X X X X X X X
LATAM airlines, Eva Air LA5591 LHR London BR68 Boeing 777-300ER 2d 7h 15m X X X X X X X
LATAM airlines, Thai Airways LA5591 LHR London TG917 Boeing 777-300 1d 7h 10m X X X X X X X
British Airways, Eva Air BA248 LHR London BR68 Boeing 777-300ER 2d 7h 15m X X X X X X X
British Airways, Thai Airways BA248 LHR London TG911 Airbus A380-800 1d 22h 10m X X X X X X X
Emirates EK248 DXB Dubai TG518 Airbus A350-900 1d 18h 25m X X X X X X
Lufthansa, Thai Airways LH501 FRA Frankfurt am Main TG923 Airbus A350-900 1d 4h 20m X X X X X X X
Lufthansa LH501 FRA Frankfurt am Main LH772 Airbus A340-300 1d 6h 00m X X X X X X X
LATAM airlines, British Airways LA5591 LHR London BA9 Boeing 777-200 1d 2h 40m X X X X X X X
British Airways BA248 LHR London BA9 Boeing 777-200 2d 2h 40m X X X X X X X
Emirates, Qantas Airways EK248 DXB Dubai QF8384 Airbus A380-800 1d Oh 10m X X X X X X
Emirates, Qantas Airways EK248 DXB Dubai QF8418 Boeing 777-300 1d 6h 10m X X X X X X
Emirates, Qantas Airways EK248 DXB Dubai QF8372 Airbus A380-800 1d 6h 50m X X X X X X

voyanurunduauidodun 17/05/19-20/05/19 (iFeniawrzanemsufnoiduds:nnidganurSonuasus:inn/ idoniawr:0umsd & mnlubiiealunsvauisnidentgaiinla 1 ASy)

AU https://www.dohop.com/flights/GRU/BKK/2019-05-27/adults-1?stops=2&groundTransit=false lla: https://www.dohop.com/flights/GIG/BKK/2019-05-27/adults-1?stops=1&groundTransit=false
*$:8:1021M0AUA Ao NSSOUS:8:1AIMSIAUNT Ia=S:8:10aMgAWNS:HINSoRaIASoIAE Furilhs:azinanlumiu Vuegus:g:10a1n1sAoIASoy

HuBInR: INBa0UTuMSIVIIAUE WA INIBUTER Online onelimsivasunlaviuams HSeenianiiealaiaue

IFUNINSIAUNIINBVIA BIWIUAI8N1STUS:HIWUs:INARTHUSN1s9In UsaFa - TIne 10unasiAunianuu Transfer 9and@undun d1Ayvedusada Ao
momAgusIUIla fasagod iovrsitng la=nermAguuuAniEele unssloineuls IneUs:inAlngauuduisessumsiAunavauvevinnodiNgausBa Ao
mMeMAgUEasstunD U FundnaynsUsIs la=91nnIsduAuvayavavduou Seat capacity ivauaiulng soufunvkual$uoundvlneiadeys:urt 129,662 AUIRD
dUnH ia:Dduouineatusounulagiadeds:ucu 356 NeITURAUMHK
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Sample and Methodology

» 4 focus groups x 2 hours in Brazil (Sao Paulo)

Age 20 -38 years old

USD 40,000
Travel aboard for leisure 2-3
times in P5 years

Age 39-54 yrs old

married without kid
Annual personal income
USD 40,000 or more

Age 39 -54 yrs old

Travel aboard for leisure
with family 2-3 times in
P5 years

Male & Female

»  Mix of male and female Mix of male and female  +  Mix of male and female »  55-70yrs old

= Single Middle management or  +  Has kids between 1-13yrs -  Annual personal

»  University and First jobber business owner »  Annual personal income income US$40,000 or
»  Annual personal income Mix of Single and USD 40,000 or more more

Traveled abroad for
leisure/holidays at least
2-3 times in past 5

» Decision making on Travel aboard for leisure +  Decision making on years
planning and choosing 2-3 times in P5 years planning and choosing » If retired, last salary
destination Decision making on destination must fit with the

planning and choosing
destination

income criteria
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Sample and Methodology

* 2 In depthinterviews with Travel agents

OTT

TOUR & TRAVEL ALATU R JTB

9 May 2019
Ivani Teresinha
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Brazilians travel above LATAM average despite economy
difficulties

e Overall LATAM economy is struggling and
people seem to have adjusted their expenses
repertoire. This seems however less relevant
from Brazilians who seem to still shop, travel
and go to restaurants.

e Differently from what seen in other countries
(Argentina) Brazilians seem to travel a lotand
well above average with people claimingto
have visited from20 up to 50 different
countries.

e Highest frequency is amongst working adults,
as many have to travel for work and attach
their holidaysto it.

e Average holidaybreak is 15 days

Standard sources of information: mostly digital and TV.

TV shows: Websites/Blogs

e Brasileiros no Exterior e Mariana Goldfarb
* Europa vista de cima e Kiki Kalwalki

¢ Mundo visto de cima e Felipe Neto

e Globo Reporter e Alvaro Carneiro

e Lady Buggy e Viagem na Viagem
e Soap Operas in Globo channel e KPop

e Caroline Ribeiro
e Ricardo Freire
. ':A.T 5
i) g (LR,
i 2, B2 Cable channels
e 2030 . ~
pi'h%l_l - BT =% e Pedro Pelo Mundo - channel OFF

2350

e Channel Globo +: Mel Fron Koviac

_ ' 4 5 ..,r ®  GNT channel with several shows, example a
Y & HWE TNt ) .
) S couple that travels together; shows comparing

arich and a poor trip at the same place

-
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KEY MOTIVATIONS

Students travel for experience, while families travel to build strong
bonds and reward kids

A n University students & first jobbers
4 “:‘ * Love to travel solo orin small groups (2-3 people)

* Love freedom and independence; tend to visit one country once only
and not repeating. The world is too big and interesting to discover, there
for prefer to visit new places

* Want to meet locals and avoid overcrowded tourists spots

¢ Open minded and easy-going. Not worried about experiencing new
things.

Families with Kids

* The group with the lowest frequency of travelling. Note: Brazilians
like to travel with the whole family and the big number makes it
very expensive and complicated to organise.

¢ It's about family bonding as well as an investment for kids
development. Reward for kids after school semester.

(1) @ vieucy
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Both working adults and seniors travel to experience, new sensations and

Adults

* Most of them are enjoying not having kids so they can dedicate to
themselves or the couple (travel for romance)

* Travelit’'s about learning new things e.g. culture, language

* Connect with real people from different culture. Challenge their
comfort zone.

¢ Often when they are back they feel more positive towards their life.

Seniors

* Quite wealthy travel seeking for experiences and get new sensations.
They are not interested much in shopping. On the opposite,
They would rather experience various things as much as possible.

* They tendto spend long time while travelling, example might live in
Portugal for 5 months, instead of going to a beach resort for a week.

¢ Connect with culture, travel with a meaning ex. Russia for World Cup.

KEY EXPECTATIONS AND

DESTINATIONS

(g IN-TOUCH
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Europe is still top of mind followed by USA

RUSSIA

UKRAINE

ok, 2

ROMANIA

Other population destination

Europe still top of mind across
Brazilians when it comes to
travelling.

Easy access, relatively close distance,
similar culture, some have European
roots, in some cases like Portugal,
Spain or Italy, language tends to be
very similar.

Paris, London, Italy, Switzerland,
Portugal top of mind destinations.

According to Travel agent, Senior
like to travel in group due to the
language barriers

USA still a top of mind destination
because of proximity and activities:
NY, Miami, Orlando (Disneyland)

e Since traveling becomes part of Brazilian lifestyle, consumers are looking for
destinationsthat are unique and new e.g. Israel, Middle East, Kazakhstan

— They are looking for adventure experience from these destinations

e Africais also another populardestination for so many years. Thisis because
heavy communication through different channels e.g. Bloggers, TVC, and

magazine
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Asia and SEA is upcoming trend but travellers need more
information about SEA countries

e Trend isincreasing for Asia and SEA but
CHINA : awareness and information for each

country is still minimal
VIETNAM ) ) ) o
e Japanis the ideal Asian destination across

all groups mostly because of culture,
¥ THAILAND landscapes, theme parks, technology

PiupEs ; ®  According to Travel agent, Japaniis
/.' ) destination for high end travelers. Other
Asian countries like Bhutan, Thailand,
. China, Vietnam and Cambodia are
destination for middle class and back
packer

e Asia and SEA countries are full with
cultural and beaches. Braziliansare
engaged to learn about the different

ST .- culture and history
-

-

INoONEs1A @8

-

Many have never visited Asia except Japan. SEA is about beaches

Beaches destination like Maldives,
Thailand, Baliand Vietham are popular
among the honey moon couple.

CHINA

VIETNAM
Package tours with combination of

: Vietnam, Cambodia, and Thailand gain
" THAILAND good attention

Learning from focus groups, SEA is quite
far and not in the radar especially
amongst family with kids as it is too
distant.

Some knowledge of Bali and Thailand as
paradise beaches amongst younger
target.

INDONESIA @

P Sg e @
-
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Students and first jobbers travel searching for adventure mostly EU
and Middle East

B
8

.
-

UNIVERSITY STUDENTS & FIRST JOBBERS

Searching for adventure
Avoiding tourist destinations

Meeting with locals and deepdive into
culture.

Organise trip themselves on internet
and accommodation in cheap hotels.

Flying long distance is OK

SELECTION CRITERIA

Destination is key priority: they will
have a bucket list of places they want
to visit.

Accommodation: comfort and safety.
Practical and safe location.

Men prefer Airbnb while women
prefer luxury hotels.

Activities they can do: trekking, diving,
ballons, museums.

Key destinations:

EU: Spain, UK, Italy,

Israel, Dubai, Jordan, India
USA: NY, Miami, Boston
Mexico

Asia: Thailand, Bali

Families are influenced by kids and don’t want to travel too far. They
look for convenience and activities for kids. Mostly USA (Disneyland)

FAMILIES WITH KIDS

Travelling with young kids (<10 yo) must be
comfortable for the family

Kids are directly and indirectly the key
influencer for the choice of the destination.
Distance is a big barrier because kids become
nervous in long haul flights, hence they tend
to travel in the country or in the region.
Tend to choose cities or places where there
are activities to do with kids

SELECTION CRITERIA

Weather at destination — prefer travelling
during summer

Accommodation all inclusive.

Public transportation and convenience both
to get to the destination and to move
around.

Safety: avoid countries with political
problems, instability or violence.

Key destinations:
USA and Latin America

Miami and Orlando for
Disneyland

EU: Paris, London
Japan

IN-TOUCH
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Adults have more disposable income and seek for real experiences and
culture. Travel in every continent

WORKING ADULTS

They have higher disposable income
than other groups, therefore they are
willing to pay more for luxury
travelling.

Interested in understanding about
culture and connecting with locals.

SELECTION CRITERIA (same as millennials)

Destination is key priority: they will
have a bucket list of places they want
to visit.

Accommodation: comfort and safety.
Practical and safe location.

Activities they can do: trekking, diving,
balloons, museums.

Key destinations:

USA: New York, Miami,
Boston, California

Asia: Japan, Thailand, Balj,
Maldives

Australia

EU: France, Italy, Russia,
Spain

Seniors look for interesting destinations where to open their horizons
and get new inspiration. Both distance and price not a barrier

Seniors

* Still active, want to discover the world
for inspiration and ideas.

* Looking for culture and local activities.

* Flying long hours to destination is not a
problem as long as destination is
interesting.

m I SELECTION CRITERIA

Destination is key priority .

e=m== -

* Accommodation: hotel has to be in
central location no waste time with
travels.

* Note: price is not a concern for this
group.

Key destinations:
USA and Latin America

Miami and Orlando for
Disneyland

EU: Paris, London
Japan

(i)
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FOCUS ON THAILAND

Very little knowledge about Thailand amongst respondents

t,nox/\qo DICAPRIO
ks

e There’s very little knowledge of Thailand amongst
Brazilian respondents.

e Mostly known because of cinema and word of mouth.
Some source of awareness comes from cinema and this
contributes to building the image of a beach paradise
country with blue sky, white beaches, and crystalline
sea.

e Most people know it as a paradise for beach goers but
there are few questions on how and why Thailand
beaches are different and better than Brazilian ones.

e Adestination place for solo travellers or couples in
honeymoon.

@ C IN-TOUCH

=% Research & Consultancy

%'w;mm@ a-10



s1euatuaNysel

> = 2 a ' ' a ' . a s a o a
lAsINsANYAaIntnieeinsUsenanguUssmAAavY (Emerging Market) : U138 Wago1siaufun @UUUsEIMAUTITa)

Very positive image amongst those who travelled in TH

e There’s very little knowledge of Thailand
amongst Brazilian respondents.

¢ Inexpensive and convenient for shopping (some
interesting mentions of the quality and
affordability of seafood in TH, whilst
particularly expensive in Brazil)

e Friendly people

e Bangkok vibes and nightlife — some minor
mentions of red light district not in a particular
negative way

* Great beaches — many mentions of Phi Phi
Phuket islands as they prefer to visit

e Chiang Mai and Chiang Rai are recommended
among Travel agent.

— Four Season with Elephant sanctuary is quite
famous among high end

e Culture in general and Buddhist culture in
specific, they can’t really find anywhere else

No particular negative prejudice against Thailand when choosing it as
destination; however still not top of mind

e There’s a generic positive image of Thailand across
Brazilian travellers. However the country doesn’t
currently represent top destination.

e Despite lack of barriers, main reason for not
choosing Thailand is a lack of familiarity and
connection with Asia in general.

e Thailand compete for tourism with regions like
Europe or USA. Brazilians seem to have a better
connection with those areas, either because of
roots, culture or pop culture, like for movies &
USA.

e  When it comes to Thailand and more in general

with Asia, there’s nothing that really motivates
them
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Knowledge and distance are key barriers when planning to travel to
Thailand

e There’s a general lack of knowledge about the
country especially for what concerns its
uniqueness and the main reason why they
should visit it.

e In specific they can’t recall any communication
about Thailand.

e Those who know about the country mostly
heard because of friends who have been there.
¢ Combined with lack of awareness distance is a

secondary but important barrier especially
amongst families with kids.

Although minority, negative perceptions about TH are related to:
overcrowded destination and bad traffic; not a luxury destination

e Forasmall minority TH is dirty, with very traffic and overcrowded tourist
destination.

e When it comes to luxury destinations, Brazilians don’t associate TH to luxury.
Luxury for them is a combination of unique experiences, infrastructures, fine
dining.

e Small minority, especially amongst working adults, mentioned sex tourism,
however more in terms of fact rather than as a barrier to travel to TH

IIZ__G C IN-TOUCH
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Concept evaluation

* None of these concepts are interesting but not enough to motivate them to
Thailand

Explore the hidden gems
(Culture and local experience)

Cultural trip is most relevant with

Discover the cultural richness of Thaitand! Explore the hidden comers of Bangkok, I I

Phuket or Chiang Mal. Experience the diverse traditions of multi-cultural a grou pS.
communities, marvel at archectural gems, visit a hip art gallery of café, or try
authentic local cuisine at neighborhood restaurant

Luxurious Romance in Thailand

(Romance and Honeymoon)
’ . 7 .
ot youfoved e 0 utinute rmensc cperance i Thakind. Sy s e |deais neutral but doesn’t perceive
st(!vd(‘d,p"ﬂltsS(a'nf:;u:vw!‘lt(wu::nr\:u“em":'t!um(o;:':'v‘ﬂ{ . . .
faci ? g wit
e e e o o Tose as Luxurious idea. Brazilians expect

exclusivity island

Concept evaluation

Fun park and edutainment
{Fspiiy acthvity st attvactiony) e Edutainmentconcept likesamong

Give your famidy & quaity time together with 3 vacation that combines both fun and
educational experience, Learn about widife consenvation at an internationally

et Yok e e v S o 8 S family with kids — Tiger and
Elephantare highly engaged.

Eco-adventure and sports
Have the most fun-filed and exciting time among the tropical splendor of ° Eco-adventu re is not credible for

Thadand! Enjoy an endless variety of sports, adventure and outdoor activities,
such as zipliner, rope-chmbing. ktesurfing of waterskiing while immersing

yourself in the spectacular view that's worth millions. Th a | I an d .

Authentic Thai therapy (Health and wellness)

[mrr’ﬂkrr:rlnn‘mwmm'kxnxﬁnmmm}x:::&lﬁunw‘: . & ' 5
et e S i T o, e s . Lo S50 e Thai massage is not new information

ongaric food and agricultire through a garden vsit and cocking class right at your hotel

%IEG @® v Touch
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CONCLUSIONS

Conclusions and recommendations

e Brazilians tend to travel quite frequently.
e  When it comes to top destinations Europe, Middle East and USA are top of mind.

* Asia doesn’t make it the top mostly because of distance, language and general lack of
knowledge.

e Awareness of Thailand and its uniqueness in specific is a key barrier. Brazilians don’t have
clear idea on why they should travel in TH

e Same as we have seen in other countries in LATAM, in order to attract people, the team
needs to define a unique angle to connect with tourists and heavily drive awareness of it.

l . \ ) IN-TOUCH
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Conclusions and recommendations

A number of potential angles can be developed in order to communicate the uniqueness of
Thailand:

1) Land of smiles —friendliness: travellers are always interested in experiences with locals and
Thais are famous for being very friendly

2) lllustrate differences between different parts of the country: people don’t know how different
and interesting is the nature and culture in Thailand between North and South

3) Consider special promotions like bundle packages of different SEA countries: Thailand is
currently a country that is visited as part of longer trips in SEA. Special promotion with airlines
especially during stop overs, could help driving more tourism to Thailand

4) Opportunity to capture each target with different package
— Working adult: offer Luxury romantic getaway package — Pool village with private beach
— Millennial: offer buddle package of different SEA countries
— Senior: combine culture, nature, and health & welling
— Family with older kid (10 yrs+) offer with fun and adventure sport e.g. ecotourism

@ C IN-TOUCH
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Social Listening
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Social Listening

@ IN*TOUCH

rch & Consul

| Methodology we used

We monitored 16 phrases combined with Thailand across the social media and online news landscape in Argentina and Brazil, i.e. 64 combination of search
1. Social listening

2. Online news listening
We have monitored social media channels to get

3. Google trends
a clear vision of how Thailand is perceived here.

We have monitored the same 16 keywords related We used this open source to find if
to Thailand across online media landscape. there are any interesting insights

when people search information
about Thailand.
K ©)] You B v (1]

Go gle Trends

Time period

We tracked all these mentions 6 months retrospectively. It means we went through all the content from 1st of January till 11th of June 2019.

|

May
1. Frequency 2. Sentimental 3. Source
How often the topic has been mentioned What are the tone(s) used to mention those Which source have been used as a medium for
topics those topics
MARKEY RESEARCH
We wake sense

IN-TOUCH
Research & Consultancy
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In Brazil, ,,Beach” was the leading topic in case of Reach.

,Culture” and ,,Shopping” are following. In Brazil, as in the whole Portuguese speaking world, ,Nature” was the
topic that generated the highest positive influence.
Total Reach and Sentiment of the searches/ contributions
Brazilian results N=1546

Category Positive / Neutral / Negative Total Reach Number of posts
s IR SE Y e
o SR - v
— 109
Wedding [ NIEGENN u7 170
fooo—ooo oo - oo e o
1 ,Thailand came with new | P
| ways of planting fruit trees. astronomy - =3 A
They drop off the fruit | Spa+Wellness . 18 33
remains in n.ature and s.oon i Honeymoon . 13 51
new trees will grow. This |
technique is very effective i Luxury . 12 31
: and now also Malaysians N Hospitality l 0,6 9
have joined in plating fruit =
| trees this way.” I Litestie | 0.5 i
1 1 Golf ‘ 0,0 5
1 http://www.facebook.com/2 | Nightlife 0,0 1
70056796536/posts/101558 | ’
L Medical 0,0 3

) 11931751537

S .

MARKET RESEARCH

There is a significant peak in case of topic ,,Culture”in April.

Also here is significant peak of topic ,Culture” is evident.

Analysis of the Peaks
e ddaeng ourselt 5 [
o g blackpink fans call this cute?? yall
Number of searches/ contributions* attacked bts and other groups for
cultural appropriation but lisa out here
ili - rocking box braids.. she looks stupid.
Brazilian results N=1546 o o adeshe ook S
—Culture —Beach —Wedding —Shopping
—Nature ——Gastronomy =——Honeymoon ——Spa+Wellness
—Luxu —Lifestyle
450 Y 4
400
350
300
250 me e QDEE30000
- -
200 | April = Culture ]
| Controversy around K-pop band Blackpink: their |
150 | singer Lisa wearing Thai braids in her hair in the 1
166 I new video clip. A lot of people perceived this as 1
| culturally inappropriate due to her ,not Thai 1
50 | origin“. After a ,war" on Twitter (the most |
| frequently on April 8th) where the fans argued
0 | whether this is problem or not it was revealed :
January February March April May June I ?hat the singer.is indeed of Thai.orig!n so it was :
indeed appropriate to wear Thai braids.
(N=299) (N=90) (N=174) (N=603) (N=321) (N=59) | I . 4
* Topics , Hospitality, ,Medical”, ,Golf"; ,Sport” and , Nightlife“ omitted from analysis due to low amount of results (lesser than 20). n m S

MARKET RESEARCH

= Research & Consultancy
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When It comes to sharing stories, Twitter plays an important role

A significant amount of articles within the topic , Culture” was published trough this social network.

Media distribution
Brazilian results N=1546

Twitter B Facebook u Blogs
Comments W Forums m Youtube
I\ Hospitality (N=9)
Shopping (N=109)  [73%

Spa+Wellness (N=33) 5%
N Golf (N-5)  [30%

Medical (N=3) [33% 33% 33%
Wedding (N=170) [53% 9% 37%
Honeymoon (N=51) [61%

Luxury (N=31) [48%
IN nightlife (N=1)
Culture (N=648) [88% 7% ||

Beach (N=341) [68% 5% 20% 6% |
AN testyle (v-27)
Gastronomy (N=57) [35%

Nature (N=61) [46% |

Sport (N=0)

=

S

MARKET RESEARCH

& Indicative results only —low number of results

NEWS

This section is made of searching throughout the Meltwater
source base, which consists of more than 280.000 titles and
covers online sources with editorial and news content.

nms

MARKET RESEARCH

We make sense

=% Research & Consultancy
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The topics ,Wedding” and ,Beach” were the leaders in case of Reach.

,Beach” also generated the most positive articles in comparison with the other key topics.

Total Reach and Sentiment of the searches/ contributions
Brazilian news N=1414

Category Positive / Neutral / Negative Total Reach  Number of posts
e B TR e
- 7 a7
culture [ 2338 395
Nature  [INEEATN 149,6 122
shopping [N EINNN 138,7 140
Honeymoon - 50,5 59
Gastronomy - 48,1 111
Medical [l 31,7 16
Golf ] 11,5 2
Luxury I 72 19
Lifestyle I 6,9 25
Spa+Wellness I 6,3 45
Sport | 1,3 4
Hospitality 0,0 2

nms
MARKET RESEARCH
,Culture”was the most frequented in May.
The most influential articles were about the new Thai king’s coronation.
Number of searches/ contributions* Analysis of the Peaks

Brazilian news N=1414

—Culture
—Nature

—Beach
~——Gastronomy

—Shopping
——Honeymoon

—Wedding
—Spa+Wellness

}
Culture = May

Buddha temples and greeted subjects as part of

[}
New Thai king Maha Vajiralongkorn visited 1
I
I

—Lifestyle —Golf | the coronation ceremonies.

200
180
160
140
120
100
80
60
40

20

March
(N=243)

June
(N=61)

January
(N=299)

February
(N=280)

April
(N=204)

May
(N=327)

=

S

MARKET RESEARCH

* Topics , Luxury®, ,Medical”, ,Sport”, ,, Hospitality” and , Nightlife“ omitted from analysis due to low amount of results (lesser than 20).

IN-TOUCH
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TOP 10 most influential articles from Brazil.

Author

Sentiment

URL

BBC Brasil (PT)

,Saudi girl refused to leave Bangkok airport hotelafter rejecting Islam. Australia offered her haven.”

BBC Brasil (PT)

mark and foun

BBC Brasil (PT)

,Information about the royal marriage and coronation.

BBC Brasil (PT)

tary coup

The Thais participated in the country'sf

BBC Brasil (PT)

,Jnformation about Glennis Setabandhu, Thai woman that livi

BBC Brasil (PT)

utiful beach that is untouched by visitors for one year—the Thais forbid th

pristine beach.”

G1- Globo.com

ndnearbeachin S3o Luis.”

bout a bus from Thailand that carried sick

G1- Globo.com

Information about Thai cuisineand gastronomy during

G1-Globo.com

,Information aboutne of Thailand.”

G1- Globo.com

,Brazilian surfer went from beach to Muay Thai training but died after st

on electricaldischarge.”

*The TOP B results only

]
':'R Click on the description to see the detail

=

S
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Thailand‘s competitors

(
; (®

u Travelling g m e
® In General

China E 214

= - HEm

et A - N ™
® Totalwinnerin general searching is Japan —

(<)
Wisldives = . . big credit for it probably goes to football and
Kores 25 I. 42 Brazilian love of it. Thailand isthe strongest of
Indonesia 3,7 .l 23 the smaller countries which are usually not so
— 5 II 5 strong in google searching results.
Singapore 26 ll 20 However, when comparing countries only in
category of travelling, Thailand takes the

Sri Lanka 1,0 II 2.0 .
K second place after Maldives. /

Philippines 1,9 II 1.8

Malaysia 2,5 II 1.0
Taiwan 0,8 II 0.3
Cambodia 21 II 0.7
Myanmar 0,5 Il 0.6
Laos 0,5 Il 0.5

MARKET RESEARCH

Related topics when searching Thailand:

+when searched in category of Travelling:
Phi Phi, Phuket, Indonesia, Krabi, Indonesian language, pig, Chiang Mai
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NIAWUIN N. MSFIIASI:H a=DIASI=HIONETS
A

n.1 91SlRUAUN '

(1) IFAsugN9 &AL n1sidoviaznsunAsed a=Us=BINSAAnSs
voyawughunoly

01519UAU (Argentina) K§ o8 0081910un1uN1s @181SUSFOS 19U U (Republica
Argentina/Argentine Republic) 1Jovnasudensualualeisa (Buenos Aires) Avog naulaveundu
owsmla AruumaynsioAlaudn ArkleAnnenuluaDe Ursnde firn:dusenAnnoudisindgia:
asnde Arn:dunnia:AAtaRARoNUUs:INABEA Hv9nUs:nAlng 17,111 Alawpstia:owunisounvau
2,737,000 mswAlawAs’ TUs:snsUs:unru 44 auAud lngds:zury 90% veuUs:snsonfgagluvaiiio
(Urban Area) Ingiawn:nsutalualoisa Gs:snsegendefivifiou 3 aunau’

s:g=runUszinAlng? 17,111  qlans
WuRsou® 2,737,000 aswilauns
Jauouuszsns? 44,494502 AU (2561)
wanfunusasoutuls:ina (GDP)° 637,590 AUIKSBYaNSY (2560)
ansimsiaulaveswanitunuaasaulu .

” 29 sooa: (2560)
Us:inf
GDP 1a3gnaraUs=31ns B )

. 14,402  IKS9Yansy (2560)

(GDP per capita)
ananu ARS (Argentine Peso)
dnsanivagu’ 1 WIseISIUFAUT MO 0.09 INSETYanST (103gS:H2 N.A. 2556-0.9. 2561)

1 WBoSUAUN M 2.99 UM (10AES:HIW N.A. 2556-0.9. 2561)

! NSUANIASUNMSATS=HIWUSEINA, NS:NSIIWATBE
2 www.distancefromto.net
3 nszNsouNISAUSINA, NsoIUSNMAzIUBWNTR. “01siuiun”.

# Instituto Nacional de Estadistica y Censos de la Repl’lblica Argentina.

® The World Development Indicators database. “Argentina Country Profile”.

® MInAggaUNAY AMUINIINVOYASLNANSNANANSY https://www.federalreserve.gov/ dmsianiuagudaguu
https://www.bloomberg.com/markets/currencies

*AUNGING: srelnindenoriaUs:s1ns (GDP per capita, PPP) AMU2U91N constant 2011 international USD. Rate
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VoyamuIASEINg

orsiuAuIluls:nAnDiFsughiathnyiJudriun 2 vesndmaazAueiusm TyaAwanritunusasou
(GDP) N1 0.64 auInaryansg uds:inAdunaWIneYWui 2.7 aaumiswilalups 91siouauni
NSWEINSSSSUBIANQALALYSI TN ENWINIAUWANIUKLUBEU 9AEIMNSSUNTSINBASIA:UAGAD
soufivamannssumuinaluladiazuinnssudus

Usnnﬂms’muﬁmds:eruﬁnqnmumsﬁuodwhﬁniuﬂ W.A.2561 9INAINSSUNIASYIND
IS us=aamaavlulnsunan 2 vevdurdnia:iAsegionanes ANTuIllsId e1fsuduInS oryansy
anavifiousega: 100 AviAIAouuyiey 1JuwalnUs:audyn1dnsUTUIW 008 1S UNISIA VIR
ioulinugu aAkanvesdnnmIAsegNelunsid L9 NMudedenisuenia-Usdemelu

douveudedeniguon UnIAsuIANERSs Martin Kalos 05uneaniuwanioinainsiunisa1s:non
UszinfAlunazuszinAansgoiusm ||a:quJU'|mesziuo‘mS'|nan|ﬁava\lsu1msna1\1ahs‘galu§m avwalriiu
aunulnaoon91nnauus:ind Emerging Market JUgnauUs:inAiAssgnanan rilrinseryansgiioniiu’
msifunvevRuIrSeryansgavuatius:nAorsiouAumavUs:audymnissalon IMF Agavumnmsiu
uneununl saufiviinasnunwsIARKuARIWIBadUTuUS:INA99:=awAsnlski IMF TaAsu Fuisuinvig
Rufsiy thurgUymnaaiAsugiansuisavus

dnsudademeluiunisusmisdanisiuania:Aunatavedninsguna Fuiiosunarnmsius:ina
o1siouAUTTBIUUs:UIUVIARALINgT 10 U duidevunonuleureannuusimaunt TnglawazauAifganu
wavsuna:inisqiIuwuilrkdversdavu Audu idel w.A.2558 urg Mauricio Macri VuSUsininuy
Us:s1uSud Saladnisus:maulauneianisufissuds:unnunimsiumansisayulnanazenianuloung
aAnyusIMAUM avwalnsinaunudunlaesouvuiuegwsani$a SnAvduinaferaasusunsiluseu
riaredul flns1elAkaneINNIAINBASNSSUAAAYEEWLINGNAY

neudnnaiAsugnalusaslaneld w.a.2561 o1siouAugnintnidudszinAlunauselngy (High
Income) AUZUVayaved World Bank aglsfinu arsiouaunduus:inARD Urynimsns=01esielani
AYWIKABUA10ELIN BoIINS:HINAUSIBAUAUIUZIUIN Tnevoyalud w.A.2560 Wua1 81207SIRUALNAD
s1elnguansosa: 10 srelnAmludnaoutivsosa: 30.9 vevsialanuUs:nAsounu veuzAnauisielauee
Ransosa: 20 Is1elasouiuessosa: 5 IN10U d1KSUs18a:IBIANTSNS=018518TAVOIB1901SIUAL
naumq :nnauiidsrelaunAgalusuiiunauidsielauesian Tsiwa:i8eanumsvnolUl

7“(10(')mo se explica la nueva crisis econOmica argentina que pone en jaque al gobierno de Macri?”.

https://actualidad.rt.com/actualidad/287163-explicar-crisis-economica-argentina-macri
8 “3NNADISIRUALINAUIBNASY”. hitps://www.caf.co.th/argentina-crisis/

I = ( IN-TOUCH
E Research & Consultancy

2, -2
@W/mm\*

iy

Y,


https://www.caf.co.th/argentina-crisis/

enuatuauysal

lassnsAinweaintinviesiiessusewmanguusewmeainlng (Emerging Market) : U518 wagensauiun @UuUsenmonsiauRwn)

FI‘]S‘Nﬁ: n. 5ﬂ€iOUS‘18‘[F‘iV0\]US:B1ﬂSO1§IOUﬁU'] U w.A. 2560

o . srelninde
Us=sansignmu dnaousigln O

. . . noronal
nausgln (sogaz) » -

: (IMS8ryansy)
Highest 10% 30.9 49,110
Highest 20% 47.7 37,905
Fourth 20% 22.7 18,039
Third 20% 15.0 11,920
Second 20% 9.6 7,629
Lowest 20% 5.0 3,973

AA: The World Bank. “World Development Indicators, 2018” lla=N1SAUITU
musunveyadadsuselnatgn U 2558 la-voyawdnituniuoasouluus:ind (GDP) a1gn U 2560

noFansiiazMsiuIWuRveUs:Ine

Us:inFonsiouiurdanauivaunasedoanidu 6 nn1a Us:naundg 23 Juran (Provincia) liahlly

VAUNASOUWIAY (Ciudad AutOnoma) Ina:3ardavedonsinuiuuInsunAsediliu Departamentos KSo
fguInAuvA iaziengogoanludnidu Municipalitdadies KSaiiguinaAuIvoy Tngnna:3andndyarnis
(Governor) 10uyleWNITIALTNYEIGIER

Tuef:)uvo\lIan1sUnn300W|ﬂﬁn§0 UalualoisanSo Ciudad AutOnoma de Buenos Aires uilu
ifovnasgvevUs:in duiudvanisunasadiigngegaanilu 134 va (partidos) Tydmsnsuiolualorsa
(Mayor) i0uyigunegan Tneliiurnnmsidenauvesus:s1su

Mdina:gurdavavuszinAoisiauaun sautuivanisUnasadwiAsisau19lunisunAse yauIoy
ImsidenAvyn1siunda lazu1edAlYA AaenunInuINA1Y Tnegwdas: Tnelisgunanarnos
ASUAUAIIABNBUHKTY®

® amuondnsssnm ru nsauoludloisa
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Juuy
San Salvador de Jujuy

SALTA  Safta FORMOSA

San Miguel de
CATAMARCA Tumngg CHACO  Formosa

TUCUMAN Saptiago  Fesistencia

del Estero 5
Catamarca Ho Corrientes
LA RIOJA

SAN
DEL ESTERRO CORRIENTES
La Rigja Sania Fe

Cordoba

MISSONES
Posadas

San Juan Parana

Mendoza San Luis

Buenos Aires
ClUDAD AUTONOMA DE
s‘aﬂ UENOS AIRES
Plata
Santa Rosa

NEUQUEN
Neuguen

® Northwest . ,
NortheaSt o CIty RIO NEGROV .
® Metropolitana W Capital of
P Argentina Rawson
Campeana CHUBUT
uyo
Patagonia

SANTA CRUZ

Rio Gallegos

TIERRA DEL FUEGO
Ushuaia

ARUANBUETIANAIAUVaUIRAzNATUUS:INABSIUALN

(1) mpArzSuanidedirtie (Noroeste 1o Northwest) Us:nounde 6 #unan doidevauidunray
souvevanidnenssunualalaiigadviduusananneauiavinaseaniduerrundauvedds:inAailu
UszsnsaoulnnyUs:nauargwrinmsinumsidunan ifuinaviwizugniazaseanaeeiiiarintmandl Aty
vouUs:inA undnd1Atyvednin 1A FunIaRnOU (Tucuman) TUs:snsofeog 1,654,388 Au TaniAu
TuSounisiduguwania:nssUoosidrAryvouls:ina nnuduiludugnalyvednuuan snannidouno
9n3AR1VaINIA Noroeste IVIR9EU FundngnuuTunareidugnuiudrAtyvoudnnavineonosn
IAUNInodRealUdsdundaneg tundnia

(2) mAn:dusenidevintio (Noreste K30 Northeast) Us:naunds 4 undn IariauluSednray
neviRgansssusAa:uNTURA98uL SRR FIATY Aodurdnnasaulng (Corrientes) Slius:sIns
01Ag0gs12 1,101,084 AU 1Judundaidedniisralananur9INnIsvUaIAUA190NAWUSINANIINULY
Parana Iuthgviaownawigalulan (Us=uaru 100 Alaiwas) Bulkawuivawls:inAndenu Ao usisa
01SIRUAUN la: U1sInde
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e

(3) vaUnAsouwIFL (Metropolitana) AY9gYUSIoMUNFARN:IUDDONVOIUS:INA ARAUNIA Pampeana

Iﬂuﬁﬁ\lvadngaﬁafualalsa (Ciudad AutOnoma de Buenos Aires) IJouraoy lfluglua'naﬂdnﬁsdnnsed
IFsugNY Iazikavnovings dnnuduiiuguenadvednisvuaiduns:nogUs:NALWIUNILUA Parana
Usznse1AgogogunuUILLNDT 3,068,043 AU TuWuRiWed 203 msrunlaumsinidu’ 51297sI0UA
2:1889n1l090 91 “n10#a WinSa (Capital Federal)” IW of 2:TaTuduaunudiniauslualoisalunia
Pampeana NiigoIAgou

(4) A Pampeana AY0gUSIINUAIUNAWVOIUS:INA B18WIA:TudONNIKUARAAULKIALNS
nemnausinia 1JuiAvvey 5 99ndn GuaevdunindrAryde dundnnasiaun (COrdoba) ITudunan
vuralnnyiJudrAun 5veuds:inA i GUs=sInse1Fg0g un 3,683,937 Au Tuw ufi's1 165,000
mswilawas s1elavesdundnkang L19NgAaIKNssusneun NsTHUSNISNINASITU IaznIswng 3n
ilivdundnde Uolua Toisa (Buenos Aires) Junidnndvunlnyantuds:ina GUs:snsergaguiniiv
17,196,396 AU 1TudnKlvIKAVIASENYNAzNISINYAST S1ATYVaIUS:INAISIRUAUNEIS1ETAKANUARIN
gnannssukanUs:inn saunumsriawasun: iy na:In

(5) m1A Cuyo ﬁuafjm\lﬁﬂm:ﬁumnﬁnﬁuds:mnﬁé Us:noungg 3 JUK3R HudunsndAnyAodunsn
wulns (Mendoza) 1Juguenavniunisnedingaidesendniusnailugvinasesu sounviluikay
wa:Ugneduia:uanlounigeides Uegluttuulasrdedinisverefovesgaainnssumsiininiodisaog
Imsananwuvevsgunane=asalusanidouanarsiouAuluguds:inaAsaneitiovlusudials:inaAusisa
wiunwivninulas Ingarrd1e:naia§elud w.a.2571 §ue=ilndundmuulnsinareifudnniy
AugnaudAryvaunIsNovINgala-vuaAUAT

(6)  mA Patagonia Avegn1iFla Wun=dusenvaunindaumaynsioniauAnta Us:naunoe
4 79n3m 10099 dUszINAVoINIAR 0g AduLINTolanTn MlnaniwnDe n1ARIuaulena
mAduY ia=dudimadnevineaniJuionansnivedialaninegragviduiiv ns:91geganinia Juriilinin
Patagonia nangidun1anlAdavnuaniuiinedineaiasesiu JandanadAty isu FuKIABIUA N§S (Santa
Cruz) BudUs:vInsoAgogsna 347,593 AU 1I0UAIKIANEIDOISINUALNIAZEIDANBIATIULIWNAINGINIA
wsn:Dnziana:nonAuSUseEiasesu Snkivdundnfaiuaiiu (Neuguen) Badus:sInsoIogUs:unm
646,784 AU AIBANUIU:VouNINIANITUKUNVIUNAaUAIBRU: MlinareilurugsouikadnaviieaUs:inn &
na=Sdosn AlavAaveuUs:in

"% population by gender, census area and density, by province, year 2010 — INDEC, Argentina

I = ( IN-TOUCH
'h. Research & Consultancy

2, -5
*W/mm\*

A

4



enuatuauysal

lassnsfnwmaintnvisaiiesieUsemanguuszmaialu (Emerging Market) : Us1@a uazenslauiiun @Uuuseinaensiauiiun)

UszsnsANEnS

0 W.A.2561 91SIUAUGUS=BINSAIKUA 44.49 aruau LnidudrAui 31 vedlan ToRsIMSIWL
vouUs:unssosa: 0.89 nall Insuasus:snsaouliingvoversiouiun (voyaannisadrsae U w.A.2559)
WJuderinu Tnedyhengs:now 15-64 U Us:urrusosa: 63.78 nuaidunauengs:nond 15-24 0 soga:
15.20 9195:1974 25-54 U So8a: 39.46 a:019s:nIW 55-64 U Soga: 9.12 01SUALNTUS-5INSIWANRLYY
vnnauwAsIgIEnues AmJudndouls:3INSIWABIE 0.98 AU ABIWAKLYY 1 AU 0181aA BVOY
g1001siuAuTeqUuAe 32 U na:liongieiade 76 U

mwr‘i n.1 WSIAUS=3INSB1991SI9URAU

Male Argentina - 2016 Female

100+
95 - 99
90 - 94
85 - 89
80 - 84
75 -79
70 - 74
|65 - 69
60 - 64
| 55 - 59
50 - 54
45 - 49
40 - 44
35-39
30 - 34
[25-29|
20 - 24
115 - 19
10 - 14
5-9
0-4

2 1.6 1.2 0.8 0.4 0 0 0.4 0.8 1.2 16 2

Population (in millions) Age Group Population (in millions)

AU Central Intelligence Agency [US]. “The World Factbook — Argentina, Population Pyramid, 2016”
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v

AVl Fusuls:snssr9ersiuAGIUNAUYTMAIA:3INIRA t@AdRMUASIRBIUT
AISNN N.2 §1usuls=snsIUNA=FunIAVOTOISIUALA

QIMA/AIKIA'" uouus:sns (7 2561)" MW

(Region/ Province) nukuAl! 18-64 02 65 Tvulu™ iovdAny
Northwest 5,546,434 3,132,879 417,672
Tucuman 1,654,388 959,257 13285 san Miguel de Tucumdn
Salta 1,388,532 767,434 97,118  saita
Santiago del Estero 958,251 520,121 73,606 Santiago del Estero
Jujuy 753,891 430,644 54,483 San Salvador de Jujuy
Catamarca 408,152 231,234 32,148 Catamarca
La Rioja 383,220 224,189 27,461 L4 Rioja
Northeast 4,109,867 2,279,415 287,916
Misiones 1,233,177 671,441 77,623 Posadas
Chaco 1,180,477 662,030 82,161 Resistencia
Corrientes 1,101,084 621,589 86,529 Corrientes
Formosa 595,129 324,355 41,604 Formosa
Metropolitana 3,068,043 1,964,982 503,251
Ciudad de Buenos Aires* 3,068,043 1,964,982 503,251 Buenos Aires
Pampeana 26,074,668 15,502,121 2,840,133
Buenos Aires 17,196,396 10,231,235 1,839,323 La Plata
cOrdoba 3,683,937 2,190,424 411,403 cOrdoba
Santa Fe 3,481,514 2,085,056 410,127  Rosario
Entre Rios 1,360,443 788,818 139,736 parand
La Pampa 352,378 206,589 39,544 Santa Rosa de Toay
Cuyo 3,209,386 1,864,820 309,596
Mendoza 1,949,293 1,143,704 199,957  Mendoza
San Juan 764,464 434,869 66,452  San Juan
San Luis 495,629 286,248 43186 gan Luis
Patagonia 2,486,104 1,510,256 173,609
Rio Negro 728,403 436,026 61,974  viedma
Neuquén 646,784 395,873 4249 Neyquén
Chubut 598,380 361,911 43711 Rawson
Santa Cruz 347,593 212,525 18473 Rio Gallegos
Tierra del Fuego 164,944 103,921 6,298 Ushuaia

44,494,502 26,254,473 4,532,176

' Gobierno ElectrOnico Argentina. https://www.gifex.com/argentina_maps/Argentina_Regions_Map.htm

2 |nstituto Nacional de Estadistica y Censos de la Replﬁ.blica Argentina, (2010)
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A ; ﬁogaﬁ'luouds:v'msv‘m Europa World Plus. "Agentina : Area and Population" (Officeal projections at 1 July

2018). http://www.europaworld.com/pub/entry/ar.ss.2 51\15\1\70qa0‘m Instituto Nacional de Estadistica y
Censos de la Republica Argentina
@ §quguds=snseng 18-64 U nia: 65 TVulU vounma=wui Auorusnvoyadnaouls:s1nss1e01g 91n

Instituto Nacional de Estadistica y Censos de la Repﬁblica Argentina, (2010) https://www.indec.gov.ar/
nivel4_default.asp?id_tema_1=2&id_tema_2=41&id_tema_3=135

N.2 30FINVOEI991SIUAUN

3192015 19uAUTnAMAIAYAUIS avonsiTuag1duan ToorasidundviuloniadrAry
Tunsiuudunguaviia:iSeds1am1ug Aueutlia:AsauAs) Us:inAo siuALRIIRLTUAIESIUIMS LIS
na:lunAdu naznevnuufiAnAnia:igangonduegiuan omsiuds:InATIARMINWALWAIUAUS:HIW
sauusssuvouUs:nAn1g Tuglsy su emsiordu 9:5uds:munadinan 21.00 u. 1evenlasudnswaun
MNg19aIlu

ATASOUTW

9 nvoyavey Expatisan.com nsvdolualoisaifuiiovhinfsmegeiianlus:ina guiluduiun 46
voundnAa:AuIuSN la:guidududun 317 voulan™
n.3 wnFinssuiuraulavediinnadiNgas1201SIuALN

ﬂ']SIﬁUn']\]nli)\llf_'I:EJOVO\]U']OO']S’WUﬁU‘]

UNWTO™ Tas1eviuvoyad w.A.2560 s:ua1 1901sUAUITNISIAUNNIUATIUSINASIY
9.80 a1uAUASY 9AnUIEnavIngadoulhryiduuszinAluniniAeiusnt TAin us1Ba (2.08 auAUASY) 33
(1.95 aUAUASY) asn38 (1.71 auAUASY) US98 (0.85 AUAUASY) lazakSgoIusm (0.80 aUAUASY)
TneliznoesiouiAudeniauntuinadifgaus:inAlnaiBudAun 20 (0.03 awuAuASY) dMSUS19azIFoR
UszinA9AKUIgNISNavINgsgonlioy 20 SUAUISIVOVEID0TSIUAUDAADIUT

MSA n.3 Us:inFRARUIgNISNodiNggontisy 20 JUAUVOEIDOISIUALN

&y US=INF9AKLNENOVIREI TIUMSIAUN
' (AUASY)

Total 9,798,293
1 BRAZIL 2,079,823
2 CHILE 1,946,876
3 URUGUAY 1,706,390
4 PARAGUAY 848,387
5 UNITED STATES OF AMERICA 791,905
6 SPAIN 354,293

'3 “Expatistan's Cost of Living World Map”: https://www.expatistan.com/cost-of-living/index
' UNWTO Publications Yearbook of Tourism Statistics Data 2011-2015, 2017 Edition.
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&y US=INFIAKLAENaVIREI TILUMISIALUNY
- (AUASY)

MEXICO 309,625

ITALY 308,302

BOLIVIA, PLURINATIONAL STATE OF 179,720
10 PERU 170,960
11 DOMINICAN REPUBLIC 130,802
12 UNITED KINGDOM 129,000
13 COLOMBIA 123,621
14 CUBA 85,172
15 TURKEY 71,447
16 PANAMA 70,089
17 ECUADOR 54,364
18 VENEZUELA, BOLIVARIAN REPUBLIC OF 44,725
19 GREECE 34,662
20 THAILAND 28,965

ﬁu1: UNWTO Publications Yearbook of Tourism Statistics Data 2011-2015, 2017 Edition.

WNANSSUNSIAUNNINOVINEIVOIEI90TSIDURALN

21N$1897UV19V0Y Eturbo News WU UAUDISIQUAUITAAANISIAUNIINIOINIALIN
10ududu 1 TuazFuaIusn1 mMsUszsu World Travel & Tourism Council (WTTC) tu ns:anIuaIalsas:miN
5ufl 18 - 19 Iw1gu 2561 Iatveyaan Forwardkeys Buiduiulsnnlnvoyana:atiaingaiunisiauniy
RalanunteiWedinsnzHanunistunisiAunweenuanUs:INARIWULINTUVeIBN9a-AUILSAU 0873IsinU
tiovenAmuIKSeryansgauniuaaiu s10o1siuAUTIveaniAUNNIUGIanSToISNIazIAUIAUDEAY 1Az
TuourrmAIR9101915 LIVA BURAKUIBUaTBN1WKANY 1JunauUszinAi uuaulupdniAIREIRU 18U
Tnaouile us1Ba asnde la=3aINu SnrivimasveyadAtyiNeaumsIAUNIVIPaNABVaYasINdITNIIL
a0AINYYIRDISIOUAUN (indec.gob.ar) Ingfslinisiunveonuanus:nAaduaians:ylanfusaslansd
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| always have new idea and creativity.

| comfortably handle unclear or uncertain circumstances.

| prefer to follow rational situations thinking rather do by random.

| always feel happy to talk with intelligent people.

| often seek for new approaches to solve difficulties.

| am confident in working out complicated situations.

| always agree with smart opinions suggested by others, even the opponents.

| like to be well-organized and obey social rules.

| am always trying to be better than other people.

It is meaningful for me to be gratifying and respected.

| always keep my living and my style up-to-date.

| am well aware of natural resources declination problem and

do everything | can to reserve them.

| am very protective of my country’s social resources e.g. history, culture, heritage.
| am not boring to learn things going on around me.

The best way to prove the success in life is money.

It is meaningful for me to be gratifying and respected.

| am always trying to be better than other people.

| frequently please myself by doing things that sometimes create conflict with other
people.

| rarely hesitate to do frightening or risky things.

| always neglect regulations and practices that limit my freedom.

| always have new idea and creativity.

| often seek for new approaches to solve difficulties.

| am confident in working out complicated situations.

| prefer to run my life step by step following my plan.

| like to be well-organized and obey social rules.

| always agree with smart opinions suggested by others, even the opponents.

| am well aware of natural resources declination problem and do everything | can to
reserve them.

| am very protective of my country's social resources e.g. history, culture, heritage.

* 10uwanNMsIAS1:AWKAIUSHIELIS Factor Analysis

** msaviarfewenenuldosuneaununelaesouvedngudanUstiliinseunauuinigamiadu
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MAWUIN A. MSHUKINTOLANTWSIL
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dnriovinga Class C+
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AiRUNrioviRgsaUs=InATuGou 5 UAULA

Northwest 1,335,741
Northeast 918,352
Pampeana 10,541,116
Cuyo 871,736
Patagonia 689,310
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MAKUIN J. AIAARILVEINAL Segmentation ia=nau Niche Market

Ggudnsutinnodiien $munsiussnnilduldinurskaniunisinens

tnnovifigas=Aunavuuvull

Us:snsTuwurius=inAidanune soufivenoiiosiSeansdu AvdnenAsagluds:inAdarureagnailu
msnas TusaurinisAne fidenguinnan 18 0 Usnelnaoudaiadenodnanm 40,000 IKSEryansgvuly
(IFISBFTU=S=AU C+ VUTU) nazmovingiRun1unaviiganmaus:nFogauae 1 Sy Tusaanan 5 Jiuuu

A191MARIIWVEUNAU Segmentation TumsfinyASull TAunelUd

NAURILIAMUANIANLINWMENW

muUs:=sInsAansIdukan (Segmentation)

tgu

naulinnedingasulriu

(Millennial Traveler)

(nnaviRgangus:AUNaULVUIU 018819 20-38 U AVsIe/MEYd azdue

naudnnavifgaderinviu
(Working Adult)

dnnaviNganaus:AUNaWULVUIU 018s:1074 39-54 U AVB18/MEYY azdue

NauNoVINEaIVUASOUAS)
(Family Travel with Kid(s)

tnnaviNganaus:AUNaWULTUTU 01881 39-54 T IRYIUIADURASIA)
MugunodIngIAUNTINeINEIAUS:INASIUAUASOUAS) o8 wueenTvaSuluzavian
5 Ufwuwn

naudnnavifggsde
(Senior Tourist)

(nnauiNgangus:=AUNAWULTUIU 01881 55-70 U AVB18/MEYY azdue

— —

A191MAR9IWVaINaL Niche Market Tunisinuansudl Davnolul

nauRAluIMUAIWAUTIIaW:
(Niche Market)

tgu

nauAgwauliawzAU
NSNOVIREITISSSUBIR

(Nature Lover)

unnevin ganaus:Aunauuiulusrsersisuauln dmidunaunuauloiawa:
AUNIsNevIiea1BysssusA ITudnneviiigafAun1InevIi 89s:na19Us:nA [ng
amnUs:avakaniiernanssumunuausiawfingavedlngnsiusssusa Suilu
msnadifgafiuuauIdusssusIA (Nature)

nauAgWauliaw1zAU
NauNedINEaIBIFAILSSSU
(Cultural Lover)

(nneviiganaus:AunawuuvulusrversieuiAundmdunaunuauloiawizaunis
nevifgai eiBuamusssy 1TunaudnnevifgafiAunvneviigas:=nowUs:nA lngi
anUszavananiiornnanssununduautorawa:iineovesAuvuAaU:Ia:aAusssy
(Art & Culture) SulAnwlaAIRUIANAWAUTUIRA:9AKLIENoINE

nauAnwaulolawrzmufanssulsiuuRAn
(Honeymoon/Anniversary)

dnneviiganaus:Aunauuv ulus1ersiouauIndmdunauanuauteiawizaiu
A9nssulsiuuAn (Honeymoon/Anniversary) 1Junaudnnavif gafiAun1anovings
s=howUs:nAlnedannUs:avAnaniWoduliyurSoaasuAsusoUIAIIIL

neju AEC Connectivity
(AEC Connectivity Tourism)

tnnevifganaus:=AunanuuvulgoersiuAuiautaiiunwlaeius:nalineiuntisly
Wanurgmsiaunstunsudug soududszinaduq Tu AEC Tain a19 Auws ideuu
oAU uage Avalls uglu dulaiive KSewauTud Us:nAlaus:nAni

¢l

o
ﬁ’ s

&
W),

WS

(@ IN-TOUCH
= Research & Consultancy

J-1




enuatuauysal
lasansAinweaintinviesiiessUsemanguusewmeainlng (Emerging Market) : U518 wazgensauiun @UuUsemmAonsauRwn)

N1ARUIN 9.
[AsvaswWuguIa:a901U98AIUE=AIN
RidouleuiumsiAuNINadIng)

) @ n2usy

%
%’”ﬁom\w\



enuatuanysal

lasamsfinynanatnvieaiieimnssemanguuseweiinlal (Emerging Market): Us1@a wagansiaudul (aduuseinaonsiaudum)
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Departure from Buenos Aires to Bangkok Destination

Departure from Buenos Aires Transfer All Time Schedule
Airline Name Flight Transfer Airport Flight Aircraft Type Mon. Tue. Wed. Tus. Fri.

Aerolineas Argentinas, Thai Airways AR1140 FCO Rome TG945 Airbus A350-900 1d 21h 00m X X X
Air France, Thai Airways AF229 CDG Paris TG931 Airbus A380-800 1d 6h 25m X X X X X X X
Alitalia, Thai Airways AZ681 FCO Rome TG945 Airbus A350-900 2d 7h 05m X X X
British Airways BA244 LHR London BA9 Boeing 777-200 1d 10h 15m X X X X X X X
Emirates EK248 DXB Dubai EK384 Airbus A380-800 1d 4h 10m X X X X X X
Emirates EK248 DXB Dubai EK372 Airbus A380-800 1d 10h 55m X X X X X X
Emirates EK248 DXB Dubai EK374 Airbus A380-800 1d 23h 40m X X X X X X
Emirates, Thai Airways EK248 DXB Dubai TG518 Airbus A350-900 1d 22h 10m X X X X X X
Ethiopian Airlines ET507 ADD Addis Ababa ET608 Boeing 787-8 1d 3h 40m X X X X

KLM KL702 AMS Amsterdam KL875 Boeing 777-300ER 1d 8h 15m X X X X X X X
Lufthansa, Thai Airways LH511 FRA Frankfurt am Main TG921 Boeing 777-300 1d 3h 35m X X X X X X X
Lufthansa, Thai Airways LH511 FRA Frankfurt am Main TG923 Airbus A350-900 1d 9h 40m X X X X X X X
Qatar Airways QR774 DOH Doha QR832 Boeing 777-300 1d 9h 55m X X X X X X X
Qatar Airways QR774 DOH Doha QR834 Airbus A330-300 1d 3h 35m X X X X X X X
Qatar Airways QR774 DOH Doha QR836 Airbus A330-300 1d 4h 25m X X X X X X X
Qatar Airways QR774 DOH Doha QR826 Boeing 787-8 1d 19h 55m X X X X X X X
Qatar Airways QR774 DOH Doha QR830 Boeing 777-300 1d 22h 00m X X X X X X X
Turkish Airlines TK16 IST Istanbul TK68 Airbus A330-300 1d 6h 05m X X X X X X X
Turkish Airlines TK16 IST Istanbul TK64 Airbus A330-300 2d 0h 55m X X X X X X X
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Vioyanununguruidosun 17/05/19-20/05/19 (ieniawn=anemsTuireilus=inniAganuronuazUs:inn/ ideniawn:0unsy & mnlubiiealunssausnidenkgawnli 1 aSu)
AU https://www.dohop.com/flights/EZE/BKK/2019-06-03/adults-1?stops=1

*$:g:1927MIKUA Ao NSSIUS=EZIANISIAUNT 1A:S:8:19aHEAWNS:nIIsoRaIASadkos Furilis:a=nanluimiu Yueg us:g=10a1msroindod

HuBInR;: INga0UTuMISITAUE B INBUTSH Online onelimsivasuilaviuams HSeenianingalsiaue

IFun1InIsiAUNiavIngoWuaIen1sTus:HINUs:INARTEUSNS91N 01$19UFALN - Tng 1TunisiAun1nu Transfer mnamuGur‘iehﬁ[yvaums'louﬁm Ao
memAgunuABTalRs Uan s u nsudalualoisa Ingus=inAlneliauiudunsesSumsiaunviiuvedinevingso1sioudun fe menmeAgugosstuni ru 99nin
aynsusims ia=sinmsauAuioyavesdiuau Seat capacity Awalulng souAuRHUATFUoURGIIREIaABUs:UIU 41,356 fidurodUAnr D usuiieabusounu
Tngidsus:uaru 118 INgalusiodUnK

e IN-TOUCH
JE C Research & Consultancy
’Wm\\w\‘\ 22






enuatuauysal
lasansAinweaintinviesiiessUsemanguusewmeainlng (Emerging Market) : U518 wazgensauiun @UuUsemmAonsauRwn)

MALUIN Q.
unasunmsdnaunuinauinnaving)

NAUS=AUNAWULBIIDSIVUAU

) @ n2usy

%
%’”ﬁom\w\



s1euatuaNysel
lAsaNsAnweaIntnvisaigwasEmanguUsEmaialul (Emerging Market) : UT1%a Uara151uiu) @UUUTEINARSIAUANT)

e allINC /A
—gAMS 1IN L

ol aba o S

51951 291U UFNADISLABAR

l,a,m:elamﬁ'ims'l:ﬁmsﬁmau%mmiaJ
(Focus Group)

NUsnEn :Imw%«én HATS Consulting & Research Co., Ltd.
(FrusiisRunaawanlagu3tiv In-Touch Research & Consultancy Co., Ltd. )

Sample and Methodology

» 4 focus groups x 2 hours in Argentina (Buenos Aires)

USD 40,000
Travel aboard for leisure 2-3
times in P5 years

married without kid
Annual personal income
USD 40,000 or more

Travel aboard for leisure
with family 2-3 times in
P5 years

»  Age 20 -38 years old »  Age 39-54yrs old »  Age39-54yrsold » Male & Female

»  Mix of male and female Mix of male and female +  Mix of male and female 55-70yrs old

»  Single Middle management or  +  Has kids between 1-13yrs Annual personal

»  University and First jobber business owner »  Annual personal income income US$40,000 or
»  Annual personal income Mix of Single and USD 40,000 or more more

Traveled abroad for
leisure/holidays at least
2-3 times in past 5

»  Decision making on Travel aboard for leisure +  Decision making on years
planning and choosing 2-3 times in P5 years planning and choosing If retired, last salary
destination Decision making on destination must fit with the

planning and choosing
destination

income criteria

(i)

%

&
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Sample and Methodology

* 2 In depthinterviews with Travel agents

Kantravel (@ SWAN

o BRI S MO

13 May 2019
Gustavo, Manager

14 May 2019
Natalia R., Travel Agent

OVERALL FINDINGS

&{l C IN-TOUCH
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Bad economic recession in Argentina has a big impact on ability
to travel

Economicsituationin Argentina has been
decliningover the past few years with high
inflation levels (up to 40%). This has a
massive impact on lifestyle and
consequently on attitudes towards
travelling.

Since travellingis a nonessential expense,
people tend to be very careful or tend to
postpone in an attempt to save money for
daily life or emergencies.

Tough life conditions reduce the frequency
of travelling, hence respondents mention
one travel per year frequency vs. higher
frequency in other countries in the region
(ex. Brazil 2-3 times)

Strong cultural ties and origins make EU the top favourite destination

Argentinais a relatively young country.

Majority of the Argentineans are descendants of European immigrants from the

past century, especially after WWIL.

Although more than 40 languages are spoken in Argentina, the national language

is Spanish.

As a consequence of all the above, when it comes to travelling, European
destination are top of mind across the population with Spain and Italy as the top

choices.

(1)
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More than half of respondents have never visted Asia or SEA

There’s a general lack of
awareness that hinders curiosity
towards Asia and SEA

Moreover a number of barriers -
distance, cost, and language -
THAILAND place Asia on the bottom of the
travel destinationist for
Argentineans.

CHINA

VIETNAM

As a consequence, very small
minority of respondentshad
direct experience with Asia in
general and Thailand in specific

INDONESIA

P e e
)

Standard sources of information: mostly digital and TV.
Influencers are not particularly relevant for Argentininans

Digital Websites/Blogs GRS ;«:;;": P A‘
*  Google ¢ Civitatis 3 ‘,“;‘ _l“‘
e Tripadvisor ¢ Viajeconchicos Guia'paré organizar un

*  Booking.com ¢ 101 lugares increibles primer vigje a Laos

. Viajeros callejeros

. Un argentino por el

Newspapers (Travel section) mundo
. Clarin . SirChandler
. La Nacidén . Mundo Némada

. Lonely Planet

Local TV shows Cable channels

. Modo Selfie . Sun Channel

. Resto del Mundo . National Geographic
People

Pass perretan, spee y by Mocamatins of pustde Srunces  Coune on o Baod b Bsrotla 1a

. Ivan de Pineda
. Meme Castro

. Marley

. Agustin Neglia

&a c IN-TOUCH
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ATTITUDES TOWARDS LIFE

Attitude towards life vary greatly amongst the different groups of
respondents with students being the more positive towards the future

= v ey
<

Main concern is future success

‘
! ‘ Despite difficult economic conditions they’re still positive towards the
-

A r' 4 University students & first jobbers
future.
[~

Willing to learn about new cultures / having new experiences that will
help their future career path.

Families with Kids

()
§ g Kids are the center of everything
u Focus on kids’ education, especially on high school
n Live the moment as the most memorable period of their life with their
family.

(1) @ vieucy
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Adults and seniors live a happier and more stable established life

Q 6 Adults

an - J Already established life; working for a few years, they have achieved
W‘ some form of financial stability.

Focus on investments for the future, example are buying a second
house or moving out of the country in case situation gets too difficult.

. Seniors

L About to retire or retired already.
u Happy living their life, lookingahead towards a relaxing life after having

worked for so many years.

amE=m e As most of them are from European descendants, they are looking
forward to travellingto their countries of origin.

KEY MOTIVATIONS

= Research & Consultancy
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Students travel for experience, while families travel to build strong
bonds and memories

A ) University students & first jobbers
S “’ ¢ Travellingmeans expanding knowledge and it can be an investment
for their future career.

* Open minded and easy-going. Not worried about experiencing new
things.

* Some travel to follow their passions (sport, fashion, work).

Families with Kids

8 )

* It's about Family bonding

0004
9006

3+ Travelis aninvestment for kids development, the more they see the
n more they learn things that are not taught at school.
-l P

Adults travel to relax while seniors mostly want to rediscover their roots

@ Adults
e 5 * |t's aboutlearning new things e.g. culture, language

¢ Many mention of honeymoon, dating, and romance
E‘! ¢ |t’s aboutrelaxing and exploring the new world

Seniors

“or®
, . @4 » * Some wantto go backto their origins.
| | * Some want explore their roots.

* |t’s about enjoying their life after retirement
Za|mEm 4
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KEY EXPECTATIONS AND

DESTINATIONS

Students and first jobbers travel cheaply, mostly to the USA and Europe

University students & first jobbers

8}
B

.
-

J=[g

Mostly are backpacking

Their key criteria is
experiencing at low prices

Normally organise the trip
onlinethemselves, hardly use
any agency
Accommodationin cheap
hotels.

Beach destinationsare
preferred

Key destinations:
EU: Spain, Germany, Italy,

America

Asia: Thailand, Malaysia,
Cambodia, Vietnam,
eadventurousdifferent
culture; this is the time
when they can travel far and
more free from constraints.

“They don't care if they're taking a flight in which they have to make five stops. They don't care at all.
These segment doesn't care about how many stops and how many hours they have to wait at an airport,
they don't care. They prefer paying less. Hotels are different of course. They tend to go to hostels. “

&\

Qmm\“€
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Families don’t want to travel too far and they look for convenience
and activities for kids. Mostly USA (Disneyland) and LATAM

Families with Kids

+ Travelling with young kids (<10 yo) must be ~ BUGAGESIREILES
comfortable for the family

» Distance is a big barrier because kids USA and Latin America
become nervous in long haul flights, hence
they tend to travel in the country or in the Miami and Orlando for
region.

Disneyland

* They tend to choose all inclusive hotels with
kids club.

* They are not interested in excursions or
activities. Relaxation is the primary driver.

* Families with older kids >15 yo show
different expectations. They look for
outdoor activities, sports, and they are
more comfortable with long haul flights.

‘Families with young kids, when they go to the beach, they don't look for cultural activities. They look forward to
relaxing to being with the kids in a hotel, to be in safe at the hotel, to having a kid's club that organizes everything’

‘For older kids, They love European countries. They rent a car in Spain and they go through different towns. Then
they also go to London, specifically to London and also to Russia. There were lots of fathers joining with their own
sons to Russia to the World Cup. They also love cultural trip like in Vietnam and Cambodia’ @

Adults have more disposable income and seek luxury and comfort.
Travel in every continent

Adults S
E— Key destinations:
¢ As datingand honeymoon
seems to be importantdrivers, USA: New York. Miami

they tend to choose exotic

destinations. Asia: China, Japan, Vietnam,

* They have higher disposable Hongkong, Malaysia,
income than other groups, Thailand
therefore they are willing to
pay more for luxury travelling. Latin America: Columbia,
* Hotel is a primary factor when Mexico, Costa Rica
going with their partner. They
prefer to choose luxury hotels EU: France, Italy, Russia,
like International Chains Spain

‘A honeymooner wanted to go to have something exotic. | felt that they wanted to go to something different. Asia
is full of luxurious hotels and this is a good place for honeymooners as well. Asia and Australia are full of luxurious

hotels. It's a luxurious destination’

IIIZ_.! C IN-TOUCH
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Seniors look for pre-arranged package tours in Europe to get
back to their roots

Seniors Key destinations:

¢ Have income from savings or Europe mostly:
retirement plans. Spain and Italy

* They look for easy travellingwith
comfort.

¢ Half of them travel with their
partner, half of them travel with

-8
' 4 friends.
| * They expect good service, local

excursions and good hotels. They
prefer pre arranged package tours.

AN EER A

‘Out of these 60 year old people, 50% chooses to go on their own and then 50% chooses to go with a group. They
like getting to their destination and then landing at the airport, having the car ready to be picked up, having a
hotel waiting for them.”

KEY FACTOR FOR CHOOSING

DESTINATIONS

§ ™ (g IN-TOUCH
Research & Consultancy
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Budget, unique attractions, and safety are top criteria when selecting
destinations

e Budget: given economic conditions, this tends to be the top criteria in choosing
destinations. When thinking about budget, respondents’ top issue is the cost of
their flight, due to location of Argentina, every destinationis very far away and
this has a tremendous impact on costs.

Tend to look at promotions and decide based on them.

e Type of scenery and unique attraction: beaches are top destinations; landmarks
are also very important.

e Safety of the destination:tend to avoid destinationscharacterised by political
turmoil or conflicts. Also many mention a preference for destinationsnot known
for robbery or street violence (esp. amongst single women).

e Access to easy transportation system: freedom and conveniencein moving around

are important.

Outdoor activities and Healthcare facilities are important for specific
groups

e Opportunitiesfor activities and excursions: merging with locals in activities locals
like to do, avoid being a tourist, are important criteria.

e Weather: tend to avoid rainy season or extreme weather

e Health system: mostly amongst seniors, it is important that the destination has
good healthcare system in case of something happening.

e lLanguage: being able to speak either Spanish or English is important.

K:‘:\e @IN—TOUCH
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RANKING OF TOP DESTINATIONS

Argentineans tend to travel less frequently and on average they visit less
countries compared to others in the region. Europe is a top destination.

On average Argentineans have visited 4 countries vs Brazilians (almost 30). This is
due to both economic conditionsand distance.

Overall top destinationamongst all groups is Europe, with Spain and Italy being
the top countries. Thisis due to the fact that a large majority of Argentineansare
of Italian descent and the main language is Spanish.

France, London, and Scandinavia are mentioned although to a minor extent.

Europe is a top destinations because of beautiful scenery, most countries are well
prepared for tourism with infrastructures and good transportation systems.
Those destinationsare clean, tend to be safe and culture is very similar. This is
particularlyimportant for senior travelers as they seek for comfort.

(1)
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THRN

‘\él

(@ IN-TOUCH
Research & Consultancy

a-12



s1euatuaNysel
lAsInsANYInaIRUnvieuesslssmaAnguUsemeiinlng (Emerging Market) : U@a wazensiaufiun @Tuusemeensauiun)

USA and LATAM are important destinations for Argentineans
due to proximity.

e USA istop destination especially amongst family with kids as Disneyland is a must
for kids when they reach 15 years old.
NY, Miami, and Orlando top destinations.

e LATAM — easy to travel because of less distance and language barriers as many
countries speak Spanish
MEXICO, COLOMBIA and BRAZIL top destinations.

Africa are mentioned by some Argentineans.

e Africa and Asia are not top of mind
destinationsfor Argentineans, mostly
because of the difficulties to get there
and in specific for Asia, a lack of
knowledge.

e Africaisthe place for Safari—a dream
destination for a rich niche of
travellers.

— According to travel agent, Africa and
South Africa are popular among family
with kids during December - February
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Perception toward Asia

e Before Argentineans don’t dare to visit Asia countries but now many airlines like Turkish,
Qatar, Emirate have options for people travel to Asia. This make Asia countries become
easier to travel

e Amongst Asian destinations, the top of mind is
Japan thanks to interest in culture, technology,
and a general perception of nice and polite
people. The country is considered as luxurious
destination

— According to Travel agent, Japan is the top
destination for this year. There will be a World cup
of Rugby in Japan and many Argentineans plan to
visit there in November. Rugby is one of the
favourite sport for Argentineans

e China becomes second popular due to the
contrast culture. However some think Chinese
people are believed to not be friendly and don’t
speak English.

e Vietnam, Laos, Bali and Cambodia are mentioned
to among some.

Distance and cultural differences are key barriers for travelling in Asia
among some travelers

Asia is a potentiallyinteresting destination, however some key barriers make it nota
top destination:

e Lack of awareness: there’s a generic idea and misconception about the different
countries’ unique characteristics

e Time to get there: very long flying hours make Asia off the radar for specific
groups, like families with kids, or those who have limited holidays.

e Cost: related to distance, airplanetickets can be very expensive and some people
can’t afford them

e Food: not familiar with Asian food and generic misconception of extreme taste or
difficult to eat.

e Language appearsto be barrier as many Asia countries don’t speak English
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FOCUS ON THAILAND

Although considered a “paradise” country, there’s very little

knowledge about Thailand amongst respondents

e There’s very little knowledge of Thailand amongst
Argentinianrespondents.

e Some source of awareness comes from cinema
and this contributes to buildingthe image of a
beach paradise country with blue sky, white
beaches, and crystalline sea.

e Few people had direct experience with the
country and mostly as part of a bundle of country
they visited while backpacking with friends or
when working in Asia.
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No negative perception about Thailand, still awareness and knowledge

very low

e Amongst those who know about Thailand, there seems to be a general positive
image with no major negative mentions.

e Only negative mention to note is that some perceive TH as overcrowded and too

popular.

e Inexpensive

e Culture of respect
e Friendly people

e Safeto travel

e Buddhist country

e Beaches full of tourists.
Overcrowded.

¢ Cheatingtaxis

e Prostitution (Minority. Don’t
reject but are aware)

e Exploitation of elephants
e Foodtoo spicy

e Language —not many people
speak Spanish @

Different attitudes towards Thailand amongst different groups

University students

& first jobbers
Interested but too
expensive to get

“ there

8
3

Families with Kids

Travel too long and too
expensive to bring the
whole family

Adults
Not much info hence not

© &
W ' clearideas
| | e

Seniors

- Not interested, they prefer

. &@ Europe
'B"  Notmuch infohence no

clearideas
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No relevant source of information for Argentineans about Thailand

e There’s a general lack of knowledge about
the country.

* None has ever seen any advertisingabout
Thailand.

e Those who know about the country mostly
heard because of word of mouth, social
media or trip advisor.

e Note: bloggers, celebrities and influencers
in Argentina seem to have less importance
thanin other countries when it comes to
opinion forming.

Thailand is not a luxury destination in the eyes of Argentineans

e Luxury for Argentineans mean having all the below ingredients:

Top experiences

Best hotels, best services

Modern transportation infrastructures

Good healthcare system
e Luxury destinations are Dubai, Switzerland and Japan

e Respondents believe Thailandis currently a place for good quality hotels and
services but not yet a luxury destination.

“Thailand is full of temples. It has a lot of religious life. It's not a synonym of luxury.”

“When you think of Thailand, you think of youngsters in Thailand. | think that Thailand is mainly targeted at youngsters
here in Argentina. It's for another target. It's not a luxurious target.

Thailand is kind of chaotic, so if it is more organized then my preconception would change”

luxury has to do with being exclusive. It's a place that you cannot get there by any means of
transport. You can think of a luxurious hotel as well.
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Concept evaluation

Explore the hidden gems
(Culture and local experience)

Discover the cultural richness of Thailand| Explore the hidden corners of Bangkok,
Phuket or Chiang Mai. Experience the diverse traditions of multi-cultural
communities, marvel at architectural gems, visit a hip art gallery or café, or try
authentic local cursine at neighborhood restaurant

Luxurious Romance in Thailand
(Romance and Honeymoon)

Treat your loved one to ultimate romantic experience in Thailand. Stay at a
secluded, private 5-Star sanctuary where you can indulge in the luxurious services
and facilities, such as state-of-the-art 5pa, exclusive dining with a view of the sunset
overiooking the sea.. All 1o ensure the most memorable romantic getaway!

Concept evaluation

Cultural trip is most relevant with
all groups. Thisisan opportunity
for them to learn about Thai
cultural.

The concept has potentialamong
Working Adult group. Hotels are
attractive. But concept needs to
elaborate more how Thailand’s
beaches are different from other
part of the world.

Fun park and edutainment
(Family activity and attractions)

Give your family a quality time together with a vacation that combines both fun and
educational experience. Learn about wildlife conservation at an internationally-
acclaimed h park, turtle o center or spend one day as a rice
farmer at your hotel. Relax and have fun together at an entertainment park or zoo.

Eco-adventure and sports

Have the most fun-filled and exciting time among the tropical splendor of
Thailand! Enjoy an endless variety of sports, adventure and outdoor activities,
such as zipliner, rope-climbing, kitesurfing or waterskiing while immersing
yourself in the spectacular view that’s worth millions,

e Fun park receives good attention
from family with kids

e They like the idea of fun and
educationaltour. Elephants are the
high light of this concept

e Theme park is liked among family
with young kids

e Eco-adventure likesamongsome
Adult. Theidea gives the new
perspective of Thailand. However,
other groups find the activity less
relevant

,
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Concept evaluation

Authentic Thai therapy (Health and wellness)

Experience wellness inside and out! De-stress, relax and rejuvenate through a range of
authentic Thai therapies, such as spa and massage using local medicinal herbs and
traditional techniques, along with yoga, meditation, detox and more. Learn about
organic food and agriculture through a garden visit and cooking class right at your hotel.

CONCLUSIONS

e Health and wellness is least
preferred across group.
e They prefer to know more about

culture and history rather than
doing treatment
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Conclusions and recommendations

¢ Argentineans tend to travel less frequently than other countries. This is mostly
due to economic conditions and distance.

¢ When it comes to top destinations Europe and USA are top of mind.

¢ Asia doesn’t make it the top mostly because of distance, language and
general lack of knowledge.

« Awareness of Thailand in specific is a key barrier for Argentineans to consider
it in their repertoire.

¢ Inorder to attract people to Thailand, the team needs to define a unique angle
to connect with tourists and heavily drive awareness of it.

Conclusions and recommendations

A number of potential angles can be developed in order to communicate the
uniqueness of Thailand:

1) Land of smiles - friendliness: travellers are always interested in experiences
with locals and Thais are famous for being very friendly

2) Pristine paradise beaches: Argentineans long for beach holidays and Thailand
is in reach of many beautiful spots

3) lllustrate differences between different parts of the country: people don’t know
how different and interesting is the nature and culture in Thailand between North
and South

4) Consider special promotions like bundle packages of different SEA countries:
Thailand is currently a country that is visited as part of longer trips in SEA.
Special promotion with airlines especially during stop overs, could help driving
more tourism to Thailand
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Social Listening
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Social Listening

@ IN*TOUCH

rch & Consul

| Methodology we used

We monitored 16 phrases combined with Thailand across the social media and online news landscape in Argentina and Brazil, i.e. 64 combination of search
1. Social listening

2. Online news listening
We have monitored social media channels to get

3. Google trends
a clear vision of how Thailand is perceived here.

We have monitored the same 16 keywords related We used this open source to find if
to Thailand across online media landscape. there are any interesting insights

when people search information
about Thailand.
K ©)] You B v (1]

Go gle Trends

Time period

We tracked all these mentions 6 months retrospectively. It means we went through all the content from 1st of January till 11th of June 2019.

|

May
1. Frequency 2. Sentimental 3. Source
How often the topic has been mentioned What are the tone(s) used to mention those Which source have been used as a medium for
topics those topics
MARKEY RESEARCH
We wake sense
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In Argentina, ,Beach” is also the leader in case of Reach.

Most of the topic’s results were negative however. It is because of viral message of dead Thai woman found on

Portugal beach.

Total Reach and Sentiment of the searches/ contributions
Argentine results N=184

Category

Beach
Honeymoon
Nature
Culture
Luxury
Gastronomy
Medical
Spat+Wellness
Hospitality
Lifestyle
Golf
Shopping
Wedding

Positive / Neutral / Negative

Total Reach Number of posts

g

1

[}

I

== e —

| »Dead Thai woman’s remains

| found on Portugal beach.” ”

1 https://www.facebook.com/28 |
963119862/posts/1015824998 |

6564863 1
b == -

12,4
63
24
1,2
08
03
03
02
0,1

01

33
12
10
20

16
13

S .

MARKET RESEARCH

The topic ,Medical” was the most frequented in February.

In Argentina, interest in the topics ,Beach” and , Culture” was at its peak in January.

Number of searches/ contributions*
Argentine results N=174

Medical
—Golf
—Honeymoon

—Beach
—Culture
55 ——Shopping
20
15
10
5
0
January February
(N=36) (N=48)

* Topics , Spa+Wellness, , Lifestyle, , Hospitality

March
(N=23)

April
(N=38)

-Gastronomy
—Luxury
—Nature

May
(N=38)

(N=1)

Wedding”, , Nightlife” and , Sport” omitted from analysis due to low amount of results (lesser than 5).

Analysis of the Peaks

Medical - February

,Argentine woman suffered from stroke in
Thailand. They refused to pay for her treatment
and now she owes the hospital 70.000 USD and
need another 20.000 USD for flight back home
with medical assistance.”

| Luxury - May !
| ,Visit Thailand’s capital city — it has something to |
| offer for everyone. From excellent street food to |
| ancient temples, markets and luxury resorts, I
| hotels and restaurants.” }

-
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In Argentina, Facebook was the most used medium.

There are several others social networks that were also used: Twitter, Blogs and in one case an article was -
published trough Comment.
Media distribution

Argentine results N=184

H Facebook Twitter m Blogs Comments

/N Hospitality (N=2) [FI
Shopping (N=13) [PEIS
A Spat+Wellness (N=4) B0

[
ES
$

62%

Golf (N=16) 63%
Medical (N=30) 17%
/\ Wedding (N=1) 100%
Honeymoon (N=12) 42%
Luxury (N=15)
Nightlife (N=0)
Culture (N=20)
Beach (N=33) 27% | |
ALifestyle(N=3) 67% 33%

Gastronomy (N=25) [EV:j
Nature (N=10) Bl 10%
Sport (N=0)

=

S

MARKET RESEARCH

& Indicative results only —low number of results

NEWS

This section is made of searching throughout the Meltwater
source base, which consists of more than 280.000 titles and
covers online sources with editorial and news content.

nms

MARKET RESEARCH

We make sense
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In case of Reach, the topics ,,Medical”“ and ,,Beach” were the leaders.

,Honeymoon“ has the worst Sentiment ratio with most of the contribution negative.

Total Reach and Sentiment of the searches/ contributions

Argentine news N=203

Category Positive / Neutral / Negative Total Reach  Number of posts
eacs I s =
e I e w2 =
oy SO v n
Gastronomy - I, Football player arrived to 8 5
Shopping - | Thailand to enjoy honeymoon, 7 10

| but he was arrested instead.”

Nature BB} @ @~ —mm == mme- 56 4
[ 54 8
Wedding - 34 5
Spat+Wellness I 1,9 8
Hospitality ‘ 0,1 a
Nightlife ‘ 2
Lifestyle 1

S &

MARKET RESEARCH

»Medical” was the most frequented in February.

It is because of several articles about Argentine woman that suffered from stroke in Thailand. There are two other
peaks: ,Honeymoon“ also in February and ,Beach” in April.

Number of searches/ contributions*

Analysis of the Peaks
Argentine news N=203 : = !

Medical - February

~Medical Beach Honeymoon Culture * Argentine woman suffered from stroke in
—Luxury ——Shopping ——Spa+Wellness —Golf ' Thailand. They refused to pay for her treatment
—Wedding ~Gastronomy and now she owes the hospital 70.000 USD and
50 . need another 20.000 USD for flight back home
5 * with medical assistance.
) R s e e S i e e A R A T e e et 2
| Honeymoon - February 1
35 | Football player arrived to Thailand to enjoy 1
30 | honeymoon, but he was arrested instead. 1
25 B e
| Beach—April I
20 \ | Dead Thai woman’s remains found on Portugal 1
15 ] | beach. I
| Thailaws now forbid taking photographs on the |
10 | beach near airport where the planes take off. 1
P A A~ -~ O
0
January February March April May June
(N=25) (N=77) (N=26) (N=38) (N=28) (N=9)

* Topics , Hospitali

“ »Lifestyle’; , Nightlife”, ,,Nature” and , Sport” omitted from analysis due to low amount of results (lesser than 5).
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TOP 10 most influential articles from Argentina.

ODF 2 E e
Author Sentiment URL
Infobae Temples, palaces and markets: an exc
Infobae Travelleras amountofc
Infobae Negative
Clarin Negative
Clarin Negative Fe enjoy honeymoon, buthe was arrested
Clarin ax to finance their medical expenses
Clarin Information about the current situation of Huawei company.”
La Nacién Positive Information about Leonardo DiCaprio and his partner and their visit to Thaila

La Nacién

,Information about death of Rocio Gomez in Thailand.

La Nacion

JInformation about Leonardo DiCaprio and his partner and their visitto Th

* The TOP Argentine results only

J
':'R Click on the description to see the detail
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Thailand‘s competitors

u Travelling China
i

®In General
Japan 3,3 16.3

@
Thailand \E 53 : o \

F By far the most frequently searched Thailand’s
Sri Lanka 0,5 I- L7 & . .
competitors are China and Japan. Thailand and
Vietnam o7 N - India are in the zone of not so frequently but still
Korea 03 I- 15 searched countries. The rest of competitorsis
ass - .- i searched in less than 2 % of China‘s searches.
Maldives 29 - i BUT! When comparing the countries within the
iiligines - I. 5 f:ategory of travelling in google trends, Thailand
is the TOP, followed by Maldivesand Japan.
Singapore 1,0 l. 1.2
Cambodia 04 I. 0.8
Malaysia 0,9 I. 0.8
Myanmar 0,2 |l 0.7
Taiwan 0,1 |I 0.6
Laos 0,1 II 0.4 s

MARKET RESEARCH

Related topics when searching Thailand:

CAPITAL CITY

+ when searched in category of Travelling:
Pyramid, Phuket, Phi Phi, Ko Tao, Railay Beach, Temple, Krabi
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