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COVID-19 IS THE MOST PROFOUND SHOCK TO THE GLOBAL TRAVEL AND
TOURISM INDUSTRY AND GLOBAL ECONOMY IN RECORDED HISTORY.

COVID-19 IMPACT ON GLOBAL TRAVEL, 2020
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COVID-19 IS CHALLENGING DESTINATIONS AND OPERATORS TO ASK CRITICAL
QUESTIONS.

Markets Positioning Consumers Value

Are weinvesting in Are we positioning Are we targeting Are we actually
the right markets? SriLanka right? the righttravel driving incremental
consumers and and high-value

Are wein the Are we working segments? tourism to Sri
market at the right with the right tour Lanka?

time? [
operators and Are we developing

agents? and promoting the
Who are we right experiences? Are wedriving yield,
competing with? Are we attending dispersaland
the right trade Are we using the seasonality growth?
shows and are we right channels?
achieving ROI?

Twenty)3T) we:




THE EXPERIENTIALOR INTREPID TRAVELLER PRESENTS AN AWESOME
OPPORTUNITY FOR DESTINATIONS AND OPERATORS GIVEN THEIR SOCIAL

VALUES.
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68% have valid passport ’ P P
Info & Advacacy Status LA
Highest reliance on social
media for planning and
advoeacy p
Experience Appeal by USPs**
Active Award-winning Connecting Personal Journeys  Vibrant cities on
Adventure local cuisine with locals by land, water, air the edge of
nature
52% 62% 51%
(5. 50% Global CEs) (vs. 55% Global CES) {vs. 59% Glozal CEs) (vs. +4° Global CEs) 53%
(vs. 49% Global CE3)

Marketing Considerations

Product Appeal: Communications Appeal:
= Vibrant, lively, nightlife - Emphasize comfart and
« Provide opportunities to cecurity

Show Off & brag

* Social media and websites
- Appeal to younger singles
- Social packages, grouptours  and young families

with zome independent
« Range of price points
« Vibrant cities

+ Uncomplicated, familiar,
safe

Type Valuation

Total Opportunity:  Definitely/Likely to Visit:

« 6.9 million people = 4.6 million people
+ 53,783 receipts™ * 54,281 receipts™
« §163yield™* * 5179 yield™

“* per party, *"'per person per night

tourism.
defined

Sources: Twenty31 Quantitative Intrepid Traveller Data, 2020

Intrepid
Travellers: Free
Spirits; Cultural

Enthusiasts;

Authentic
Experiencers
represent 1/3 of
the total travel
population




WHILE THE WORSENING ECONOMY WILL DECIMATE THE SIZE AND POTENTIAL
OF MOST OUTBOUND MARKETS — AT LEAST 15 HAVE A CRITICAL MASS OF
INTREPID TRAVELLERS.

Intrepid
HeEVEUES

Sources: Twenty31 Quantitative MPA Data, 2020



Sri Lanka Tourism Alliance Contact Us

welcome@srilankatourismalliance.com

Aarthi Dharmadasa Nishanthi Somaratne
Operations Director Industry Engagement Manager
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