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= Globalus tyrimai
* 40 mety patirtis dirbant su vieSuoju sektoriumi

= Tyrimy objektai: industrijos, Salys, vartotojai
» Knygos, ataskaitos, sindikuota duomeny baze, ad-hoc projektai

= 800 analitiky 80-yje saliy
= Regioniniai tyrimy koordinavimo centrai




GEOGRAFINE APIMTIS

80 saliy
85% pasaulio gyventojy_
98% globaliy vartotojy islaidy
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Alcoholic Drinks

Beauty & Personal Care

Clothing & Footwear

Consumer Appliances

Consumer Electronics

Consumer Health

DIY & Gardening

Eyewear

Fresh Food

Health & Wellness

Home Care

AR
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Hot Drinks

Housewares

Luxury Goods

Packaged Food

Pet Care

Personal Goods

Soft Drinks

Tissue & Hygiene

Tobacco

Toys & Games

Services

Suppliers

ﬁ Consumer Finance

B> Consumer Foodservice

i Retailing

&L Travel & Tourism

Countries and Consumers

d Industrial
A Ingredients

e Packaging

Q Countries and Consumers

g Consumer Trends & Lifestyles

5‘@ Economy, Finance & Trade

m Government, Labour &
Education

Income & Expenditure

Industry, Infrastructure &
Environment

ﬂ' Population & Homes

((T)) Technology, Communications &
Media
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Company Profiles

Global Briefings

Accor Invests Heavily in Asia Pacific Africa vs Global Tourism Performance
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Ibis to dominate openings in Asia Pacific 5 MENA

+ Since its launchin 2004, Ibis, the budget brand, has achieved - .
notable expansion in China and, in the upcoming years. it will be no 7 .“'
Asia

different.
8
5 itors
hustalasia gme?™eM Europe

« Although numbers of visitors are smaller than for most other regions, Africa's growth between 2004 and 2009 was
outpaced only by the Middie East and North Africa region.

« Growth of 9.3% is expected for 2010, and visitor numbers are expected to reach 39 million by 2014,

+ South Africa, Madagascar, Kenya and Zambia are all predicted to show growth of over 10% in 2010.

+ Of the world's Top 50 tourism destinations according to the number of arrivals, as defined by UNTWO, only South
Arica (25th) makes it onto the st

+ A3 0f 2010, the brand has 38 hotels or 7.224 rooms In the country.

« In an attempt to further supporl growth of s fbis brand in China,
Accor introduced the franchising model in 2010. Previously. Accor
used an ownership and lease model for Ibis In China:

200972014 CAGR % volume

+ Accor expects to open 9,500 reoms by the end 072010, and plans o e .

have 17,500 rooms in 2013/2014. 3 {north Latin America
« Ibis is set lo account for around 34% of new outlet openings In Asia . 0

Pacifc. At
+ In 2009, Iais announced plans fo open its largest hotel in Asia Pacific

by 2012 - a 550-ro0m hotel located in downtown Hong Kong. 1 S
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2004/2008 CAGR % volume

o Despite the global economic downtun and the Chinese govermment 's financial stimulus to boost domestic
tourism, outbound departures still increased by 3% in 2009, to reach 35 million. During the forecast period,
outbound departures are expected toincrease by a 7% CAGR, to 49 million visitors.

+  Chinaistoutedas thenextbig economy, and the country was not badly affected by the economic downtum
in 2009. Cutbound expenditure injected a much-needd BMB268 billion into the economies of destination
countriesin 2009 As the global economy recovers and consumer confidenceis regained, outbound tourist
expenditureis expectedto enjoy 2 6% CAGR toreach RMB333 billion atthe end ofthe forecast period

Turtsiesle Usbos, e sarong e of sscorimsselon SR gooph k] £ s HongKong andMacauwill remain China's favourite destinations going into the forecast period. However,
Tirseagieat Lilen el replsienss an estimakl ikl «f . e as Chinese towists will enjoy an
7 il nleriatona] arbals 1 2000 rereserihg e SoAT s nrE CAGR. The lower costofliving in the Philippines and diversified tourist attractions, ranging from diving
cvrsment 1536 v s prEviTue e | n ) et e ] spotsto historical sites, will attract 347,000 visitors by 2014. More affluent Chinese tourists will wantto
~ A Bty SRS L iSO 1% i pe o st . 2 B travel beyond East Asia, and countries suchas the US and Australia will erjoy strong volume CAGRS of
PRt ol e gintnel evomeia sl s Ve Magor B o . 10% and 9% respectively in the forecastperiod
FevEun el e niegathe parfemancs ther liv yeer o+ Therise of Chinese tourists hasnot gone unnoticed by NTOs in many countries. As traditional high
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s Wi cdmapisad iy 7%, vl [y s oy lse replacements. Countries such as Thailand, Singapore, Malaysia and Australia are busy trying to attract
sr i parsd Rign Dva ok doe i of 19% wnd 7%, L s 184 LB Chinese tourists by setting up towism offices in China, offering the Chinese language on their tourism
R R ) . . websites. Chinese andregional low cost camiers will also drive outbound tousism.
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sl P Cambodia 1026 1235 1305 140.6 1476 153.2
France 4378 801.0 8739 7187 3708 3302
Germany 210.9 234.9 2517 2716 2525 2305
Hong Kong, China 77884 80265 84402 00902 93800 04113
India 341 449 623 88.1 533 410
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METODOLOGIJA

Countries &

Consumers

Sources

National Statistics
Central Banks
Government Ministries
International Organizations
IMF
OECD
World Bank
Eurostat
ILO
UNCTAD
COMTRADE
UNESCO

) Cross Check
' Validate

What it makes

Uniquely detailed, cross comparable, global data
built with robust methodology, audited by clients

Research

Quality
Control

Model
Forecast

Sources
Store Checks
Production/Trade Statistics

Harmonise §
A Definitions |
Coverage

Trade Associations

Trade Press

Company Reports
Broker Reports

Estimate Trade Surveys

Suppliers

Brand owners
Distributors
Retailers
Industry

What it means

Trustworthy, independent and transparent source
to analyse commercial opportunities and threats
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Prekiy kategorijos
analize

Saliy ir prekiy zenkly analizé
Produkty jvedimo j rinkg vertinimas
Salies patrauklumo jvertinimas
Pradiné galimybiy analizé
Strateginés prezentacijos

Zinios apie konkurenty
veiklg
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Konkurenty analizé ir charakteristikos
Prekiy kategorijy ir konkurenty
jvertinimas, jy veiksmy stebéjimas
Jmoniy ir dkio Saky palyginamoji analizé
Ukio Sakos stebéjimas

Makro tendencijy
analizé

Vartotojy apklausos

Mega tendencijy analizé
Eksperty nuomoniy jvertinimas
Tendencijy kitimo jvertinimas

Tiekimo ir vertes
grandinés analize

Pakuotés ir prekés sudéties analizé
Atliekamy funkcijy analizé

Platintojy ir didmenininky charakteristikos
Vertés grandinés analizé

Vartotojy nuomones tyrimai

Pardavimo-tasky
analizé

Mazmeninés prekybos kainy analizé
Mazmeninés prekybos tasky
iSsidéstymas

Mazmeninés prekybos tinklo iSvystymas
Mazmeninés prekybos jmoniy firminiy
prekiy Zzenkly nagrinéjimas
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