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1 - [WW] Previsioni UNWTO

UNWTO ipotizza 3 scenari a seconda della data di riapertura dei confini che varia fra il -58% (se in
luglio) e il -78% (se in dicembre).
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Fonte: The Economist 29 Aprile 2020 — Daily chart
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1 - [WW] European Travel Commission

Europe GDP and tourist arrivals

Annual growth, %
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Per il 2020, la riduzione degli arrivi in Europa € stimata intorno al 39% con una ripresa
nell'anno successivo.




Fonte: The Economist 29 Aprile 2020 — Daily chart
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1 - [WW] La ricerca on-line al 20 aprile u.s.

|
The road not taken

Hotel searches in April 2020, % change on a year earlier
By destination and arrival date
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A fine aprile 2020, le ricerche online globali di aprile di hotel e voli in partenza per
I'estate sono crollate:

* linteresse per i voli previsti per la fine dell'anno ha resistito meglio

« per gli hotel si evidenzia un ritorno a livelli «xnormali» per il mercato domestico per il
prossimo anno.

 L'Organizzazione

mondiale del turismo
(UNWTO), mostra che
piu di 200 paesi e territori
hanno introdotto
restrizioni sui viaggi a
causa del Covid-19. (Al
15 maggio nessuna
restrizione € stata
revocata.)

Circa 164 compagnie
aeree hanno messo a
terra le loro intere flotte;
altre 91 ne usano meno
del 10%.

In questi giorni pero le
compagnie stanno
ripianificando i voli in
relazioni alle decisioni
dei vari governi in termini

di vincoli all'ingresso.
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1 - [WW] Destination Net Sentiment Index

DESTINATION NET SENTIMENT INDEX |
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(*) The Met Sentiment Index measures the polarity of web social conversations in relation to the destination (% positive — % negative posts)

«La destinazione
con una migliore
reputazione ogg
sara favorita nella
scelta di domani»
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1 - [WW] Trend Consumi per Paese

-
Consumers expect to decrease spending, though spending intent for

personal care and household supplies is showing signs of recovery

Expected spending per category over the next two weeks compared to usual’ B Decrease ' Stay the same M Increase
% of respondents
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' Q: Over the next wo weeks, 0o you expect that you wil spend more, @out the same, or ess money on these categodes han usual? Figures may not sum 1o 100% because of rounding
“Net intent is calculaled by sublacting he % of mspondents slaing they expect 10 decrease spending om the % of respondents staling they expeact K incréase spendng
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Source: McKinsey & Company COVID-19 Gesnany Consumer Pulse Survey 430-53/2020, n - 1 002, sampled and weighted 1 maich Gemany's generd populaton 18+ years McKinsey & Company 4
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1 - [WW] Trend Consumi per Paese

Looking beyond COVID-19, consumers plan to engage in few
out-of-home activities, including domestic travel

Expectations for consumer behavior after COVID-19, relative to pre-crisis’ M Decrease | Stay thesame Ml Increase
% of respondents

Net intent?

Domestic travel

61% 28% | 7 Y=

Shop in physical grocery stores 7% 80% 13% I +6
Shop in physical stores (non-grocery) 75% 13% I +1
Go to movies, concerts, and other events 18% 63% m I +1
Go to the mall 67% I -5
Shop online for items (non-grocery) 16% 74% I -6
Wor rom home e T | -
International travel 57% I -9 -
Shop online for groceries 31% 54% 15% I -16

1 Once the comnavirus (COWD-19 sivaton has subsded, which of the foliowing do you ik yow will do more or (ess compared fo before the coronavirus [COVID-19) siuafion stafeo? Possible answers: “will reduce This”; "will do The same
as before coronavines”, “will noraase Tes.”
“ Netinien! is caculaied by sublraciing the % of respondente sialing hey expect 1o decrease lime spent from e % of respondents sialing 1o increase Ime spent

Source: McKinsey & Company COVID-19 Germany Consumer Puse Survey 430-53/2020, n = 1,002, sampled and weighted o maich Germany's general population 18+ years McKinsey & Company 1
https:/fwww.slideshare.net/signup?login_source=slideview.clip.like&from=clip8layout=foundation8ifrom_source=https%3A%ZFE2Fwww.slideshare.net?2FMcK_CMSOForum%e2Fmckinsey-survey-german-consumer-sentiment-during-the-coronav
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1 - [WW] Trend Consumi per Paese

Consumers expect to cut spending across all categories, with the

exception of groceries

Expected spending per category over the next two weeks compared to usual’
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Source: McKinsey & Company COVID-19 France Consumer Puse Survey 4/30-5/32020, n - 1,011, sampied and waghted 1o makch France generd population 18+ yeas

McKinsey & Company 4
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1 - [WW] Trend Consumi per Paese

Looking beyond COVID-19, French consumers expect to reduce
international travel and in-person activities such as mall shopping

Expectations for consumer behavior after COVID-19, relative to pre-crisis' M Decrease | Stay thesame Wl Increase

% of respondents

Net intent?

Domestic travel 18% 59% | =
Shop online (non-grocery) 19% 62% I -1

Shop in physical grocery stores 13% 76% I -3
Shop online for groceries 29% 50% I -8
Shop in physical stores (non-grocery) 26% 63% 1% I -15
Go to movies, concerts, and other events 32% 53% I -17
International travel 40% 46% I -25
Go to the mall 36% 53% 10% [l T

' Q: Once the coronawvrus (COWD-19) siuadon has subsded, which of the following do you think you will do more or fess compared o before the coronawrus (COVID-19) siuaton stated? Possible answers: “will reduce tus”, ‘will do the same

as before coronavirus”, "will increase TS, Exdudes wok-Yom-hame calegary
?Netinten! is cakulated by subkacting the % of respondents staling hey expect 10 decrease lime spert from he % of respondents staling 10 increase me spent

G

G

Source: McKinsey & Company COVID-19 France Consumer Puse Survey 430-5/32020, n - 1,011, sampied and waghted 1o maich France generd population 184 yeas McKinsey & Company
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1 - [WW] Trend Consumi per Paese

Consumers expect to cut their spending across all categories, with
the exception of groceries and entertainment at home

Expected spending per category over the next two weeks compared to usual’ B Decrease  Stay the same M Increase

% of respondents
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' Q! Over the next wo weeks, do you expect that you will spend more, about the same, or (ess money on these categones than usual? Figures may not sum 10 100% because of rounding
2 Net intent is calculaled by sublacting he % of mspondents siatng they expect 10 decrease spending fom the % of respondents staling they expeact 10 increase spendng

Net intent? Net intent?
+6 N l Entertainment at home +1
-15 (£ |Books.-‘magazines.-‘newspapers B -1
-7 ] Consumer electronics 11 T
-19 | Out-of-home entertainment Bl 58
-19 | Pet-care services B n
-41 | Fitness & wellness E -0
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-28 : | Vehicle purchases B 34
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-52 | Travel by car -27
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21 | Hotel/resort stays -64
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Source. McKinsey & Conpany COVID-19 Swmuzerdand Consumer Puse Survey 430-53/2020, n - 601, sampied and weighted 1o maich Swzerdands generd papulation 184+ yeas

McKinsey & Company
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1 - [WW] Trend Consumi per Paese

»00king beyond COVID-19, consumers anticipate returning to
physical grocery stores and decreasing online grocery shopping

Expectations for consumer behavior after COVID-19, relative to pre-crisis’ M Decrease | Stay thesame Wl Increase
% of respondents

Net intent2

Domestic travel 10% 57% I +23 -

+10

Shop in physical grocery stores 72% 19%

Shop in physical stores (non-grocery) 16% 68% 16% 0

Go to movies, concerts, and other events 22% 59% 20%
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@

Go to the mall 19% 65% 16%

R

4

International travel 24% 56% 20%
Shop online (non-grocery) 17% 70% 13%

-23

Shop online for groceries 36% 51% 13%

' Q: Once the coronawrus (COVID-19) siluadon has subsded, whch of the following do you think you will do more or fess compared o before the coronawirus (COVID-19) siluadon staned? Possible answers: “will reduce tus”, ‘will do the same

as before coronavirus”, “will Incréase his.” Excudes wok-Yom-hame calkegary

?Netinten! is catulated by subracting the % of respondents staling hey expeact 10 decreass lime spent from he % of respondents staling 10 increase sme spent

Source: McKinsey & Campany COVID-19 Swuzerand Consumer Puse Survey 430-5/3/2020, n - 601, sampied and weighted 10 maich Swzedands generd population 18+ yeas McKinsey & Company 1"
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1 - [WW] Trend Consumi in ltalia

il
Consumers expect to decrease spending overall, but categories such

as household supplies and personal care have started to pick up

Expected spending per category over the next two weeks compared to usual’ B Decrease © Stay the same M Increase
% of respondents
Net intent? Net intent?
1(.;\\:]' lGroceries +10 A~ 'Entertainment at home +6
11| Snacks B 2 (2 [ ] Books/magazines/newspapers -14
| Tobacco products 10} -7 | Consumer electronics 8] -38
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J Quick-service restaurant El 58 1 || Fitness & wellness B 52
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J Accessories -60 ~ J Travel by car -47
™\, ||| Non-food child products IE -6 J Cruises B -63
.Ll'lf l Household supplies +6 | Adventures & tours B -s6
g ] Personal-care products +4 | International flights B -7
< J Skin care & makeup B =2 | Hoteliresort stays 72
i- J Fumnishings & appliances B 49 J Domestic flights 8 -7
=
o
L

'Q: Over the next wo weeks, do you expect that you will spend more, about the same, or fess money on these categodes than usual? Figures may not sum 10 100% because of rounding
“Net intent is calculaled by sublacting he % of mspondents siatng they expect 10 decrease spending Fom the % of respondents staling they expect 10 increase spendng

Source: McKinsey & Company COVID-19 ltaly Consumer Puse Survey 4/30-5/32020, n - 1,001, sampled and waghiad 1o maich lay's generad population 18+ yeas McKinsey & Company 4
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1 - [WW] Trend Consumi in ltalia

After COVID-19, consumers expect to continue online shopping
while reducing in-person activities such as events and travel

Expectations for consumer behavior after COVID-19, relative to pre-crisis'’
% of respondents

Shop online (non-grocery) 14% 60%

Shop online for groceries 21% 48%

Shop in physical grocery stores 15% 68%

Work from home 36%

Shop in physical stores (non-grocery) 23% 61%
Domestic travel 27% 52%

Go to the mall 37% 46%
Go to movies, concerts, and other events 39% 44%
International travel 44% 40%
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' Q. Once the coronawrus (COWD-19) situadon has subsded, whch of the following do you think you will g more or fess compared (o before the coronawrus (COVID-19) siuadon stated? Possible answers: “will reduce tis”; ‘will do the same

as before caonavrus”, "will Increase his,
? Netinten! is cakculated by subacting the % of respandents sialing hiey expect 10 decrease lime spert from he % of respondents staling 10 increase sme spent
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Source: McKinsey & Company COVID-19 ltaly Consumer Puse Survey 430-5/32020, n - 1,001, sampled and waghilad 1o makch hay's generd population 18+ yeas

McKinsey & Company 1"
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OE Fonte: EMG Acqua in collaborazione con Boscolo

1 - Trend Consumi

IL TURISMO Al TEMPI
DEL CORONAVIRUS
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G Acqu i Osservatorio £mg - Criter segut Ia ione del ione: Campione rappresentativo della popalazions maggiorenne per sesso, et regioni ed istuzians.
Metode di raccelta delle informazionk: Bilevazions telematica su Pancl - Numere delle persene interpellate, universs di rhrlmnnw, intervalle fiduetaria: Unherso: popolazions taliana maggiorenne, campione: 1756 cash,
Intervallo fiduciario delle stime: £2,3% tatale contatth 2000 (tasse d rissosta BEL riflutlsostituzions 244 {tasso d | rfiuti 127 - Perleda in cul & state realizzate il sondaggle: 23-24 marze 2029

Rilevazione 23-24 marzo 2020
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s y 1 - Trend Consumi per lItalia
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Rilevazione 28 aprile 2020
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1 -Trend Consuml per Italla
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