HBenchmark

Hospitality Data Intelligence

Better - Study Visit
Destination Data Intelligence
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30+ Destionations have
already joined HBenchmark
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‘ Collects automatically Real time
data from Hotel regarding past
tourist flows and future bookings

Displays in real time the
collected data

Provides targeted information to
objectively Monitor past tourist
flows and future bookings in the
destination and measure the
economic value generated
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How it works

HBenchmark collects from hotel and
camping and reports back real-time data on
the destination's past performance and
future bookings.

The platform automatically collects data
directly from hotel and camping
management software (PMS).

What do hotels and camping send?
Past and future reservations directly from
their PMS

What do they get?

Access to their HBenchmark online account
to see in real time their past and future on the
book performances compared to the
average of their competitors
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LIVE DEMO

HBenchmark

Hospitality Data Intelligence
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The path toward evolving into a




The Project HBenchmark Lugano - Ticino Canton

#1: operating since 2018

#2: 35 integrated Hotels in Lugano and Surroundings (Sottoceneri)

#3: 5 Key-Players involved between hoteliers, city, destination, region and

university: Hotellerie Suisse, Lugano Region, Ticino.CH, Universita della
Svizzera Italiana, Cantonal Government

#4:2021-22: planned extension of the project to the whole Ticino Canton
(Lugano, Locarno, Ascona, Bellinzona and Alto Ticino)
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Welcome on board: HBenchmark brings together all the key-players in the
Ticino territory, collecting and delivering data in real time.
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HotellerieSuisse

. A perfect example of a collaborative
prOJect across all levels, aggregated data are

shared and accessible to all private and
public stakeholders, creating value across the

entire tourism c:hain1.O
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How each stakeholder

IS becoming more efficient

In managing their daily business
thanks to HBenchmark real-time data
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Stakeholders benefits

AL

HotellerieSuisse

v

Leader of Lugano
Project

Be more competitive
and reputable as a
hotel association

Maximize hotel
management in both
revenue management
and marketing terms
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Stakeholders benefits

i LUGANO
REGION

# TicIno=

v

Main Partner of
Lugano Project

Maximise the return
on promotional and
Adv campaign

Tourists Target
optimization

v

Main Partner &
Coordinator of
Canton Ticino
Project

Building a Big Data
Hub for Tourism

Using data to
maximize
promotional
campaigns at the
cantonal level

Optimization of the
panel of tourists at
cantonal level
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-ﬁ" TICINO® LUGANO

Lugano Region and Ticino.ch Maximise the Return on
Campaigns monitoring in real time the booking trends

1 - Define the target audience
Which market segment is actively booking?

o 2.92%
31.446% 32.60% RETAIL

CORPORATE

. LEISURE GROUP

BUSINESS GROUP

Mar Apr

Feb

Jan

From which sales channel are they booking?

20,39%

. NOT COMMISSIONED
. COMMISSIONED
. OTHER
27,96%

51,65%

Vv

2 - Measure results in Real Time

isualize the number of succeeded booking and economic results in real time

1547

mar 2021

1943 1977
1835

apr 2021
Booking Date

T
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Foresee the Tourist Flows by Nationality Jul - Sep 2021

Data extracted on Jul 2021

B #1 ®MGERMANIA
19,3 %
B #5 IIFRANCIA

10,9 %

NASCONDI ALTRI

-~
0 5 10 15 20

B #2 B sVIZZERA

13,1 %
B #6 =PAESI BASSI

6,1 %

#3 |11 TALIA
13,0 %

B #7 NON SPECIFICATA

8,6 %

B #4 £ REGNO UNITO
11,2 %

B #8 ALTRI

17,8 %

ROOM NIGHT SOLD - TREN

+75%
+55%
+18%
+14%
-3%
-62%
-97%
-98%

SWITZERLAND

HOLLAND

ITALY

GERMANY

FRANCE

UK

USA

AUSTRALIA
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Understand the Change in Average Revenue per Available Room by nationality

RICAVO MEDIO CAMERA RICAVO MEDIO CAMERA RICAVO MEDIO CAMERA RICAVO MEDIO CAMERA
(STATI UNITI) (FRANCIA) (GERMANIA) (ITALIA)
12 € B w.id € 1) <15 € — v -4 € i)
rispetto ai 4*-4*S del territorio (anno scorso) rispetto ai 4*-4*S del territorio (anno scorso) rispetto ai 4*-4*S del territorio (anno scorso) rispetto ai 4*%-4*S del territorio (anno scorso)
82€vsT70 € 72 £vs 76 € 75 € vs 60 € 66 € vs 70 €
100 €
82 €
80 €
70 €
60 €
40 £
20 £
0 €

Totale
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1 Ticinozs

Building a Destination Data Hub for the Ticino Canton -

CAMPSITE

HOTEL CELL DATA
HOTEL = ( ).
oo A )
ooo | i
X »,_
Ty — <

_ EVENTS,
i § MICE AND
~— - CULTURE

SOCIAL AND " l' 'I

CONTENT

TRANSPORTATION

TICINO TICKET

PAYMENT

HBenchmark is helping Ticino.ch building up

an integrated destination data hub to monitor,

understand and forecast the tourism trend on
a wide destination

HBenchmark runs on a flexible and modern
technology (API ready and active on Microsoft
Power Bl) and is able to easily be integrated
into a central Big Data Hub
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HBenchmark for campaign optimization
Booking trend in the last days

OCCUPAZIONE

-~ 5,3 pp -~ 6.506 *x-0,8¢€

vs. Corrente al 16 Giugno 2021 vs. Corrente al 16 Giugno 2021 vs. Corrente al 16 Giugno 2021
52,3 % vs 47,0 % 64 Kvs 58 K 161,2 € vs 162,0 €

CAMERE VENDUTE ADR

. ON THE BOOK TODAY 523 %

.ON THEBOOK - 7ZDAYSI ~ 5.3 pp 470%

100 %
80 %
73 %
68/%
63 %
61 %
60% Yo
60 % 57 9% \ 56 %
56 % 56 % 56 %
52%/\\54%/ sw%n% 53 %" 525,2% 53 % /% 53 %52 % f—aer
50 % 50 % —\_ so% 50% 49 ¢
49 % 49 % V48% 49 %48 % 49 6 A % 48% 48% 48 %
.~ 47 % 46 %46 % 47 % 7% 8% a7% M\/‘/\w%%% 4548 %
\/’ 44% \/\_\/\N““% 45 %45\% \42.% - 43.%/
40 %
20 %
O O ’ O e O O - O O O O O O O o O O - O O O O O O O O O O O O O Qo o O (4 < < 2 e < 2 2
N QO o QO N N N N N N N N N N N N N N N N X L > < < % S X > < hY < A A X L \ < \\ \\ \3 A A
PP P I P P I PP P PP I PP PO S & &S S S S
OF 00 1B ©F N aM ¥ oW oM N0 o N AN o ¥ alY" M a W oV N e e P PP P SR S S S SR MY T oT ob o & ¢ ¢
A0 D S A T L S S SO < A S S AL L NN AN AN T P 2 G P %Q\’(,)z%%@c,f_)z,\c,qu,@‘_)e%%z%(_;z/,\%eo
N N A N

Il°l| Occupancy On The Book for future stay dates

+11%
ROOM NIGHT
vs -7 days
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HBenchmark for campaign optimization
Pricing trend in the last days

B oN THE BoOK ToDAY 159,6€
. ON THE BOOK - 7 DAYS 160,7€
190 €
180 € 178.2 178.1
175
" \ \74.9
1725 % 7 L7339 173.2 I}ﬁ 41726 1731
169.5 1701 408 7\ IR0 1INk 0.7 mve
170 € 167 16 {37,.-5 b
f\‘ 1651
162.4 1637 1847 L
I 160.4 -so
160 € Lis 157.9 1584158'1 J
‘ 14, fs‘§3
7
A5 %6 1506 152,
149.4 149.2 150 1485

150 € :
147 / Y%a6.6 /%6
144. T47%.3 5\ 1443 144.6 145.1 W
L ey y

s

140 € 13'58
1328
130 €
122.1
e 1\13.1
110 €
o 0 O o O 0\ O 0 0 0 0O 0 0 0 0 0 9O O 0 0 00 . -0 O 0 €& O O O O O 0 O O 0 O O O O O
qq\ 09\ Q Q\ \,S C)\ Q\ Q(%\ C§ \’\ Q(\ O)Q %Q Q(\ 0’\ 0)\ Q\\ q(\ q\\ O 0)0 q(\ & o}\ Q\\ q\\ (;;\ Q\ O} 0} 0}\ q\\ &\ q\ &\ 0} Q\\ 0’\\ \. \ \ \ \ \ \ \. \. \ \ \. \ ~ ‘_,\. -~
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Il°l| ADR On The Book for future stay dates

vs -7 Days
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Stakeholders benefits

Universita
della
Svizzera
italiana

v

Istitutional
Partner

Using data to
increase the
knowledge of the
territory

Conducting research
and reporting for the
region

-
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Objectively communicate - Research Centers & Universities

i LUGANO
REGION

Albergheria
inverno 2020-2021
e aspettative per

la primavera 2021

PARTNER

| 2! HotellerieSuisse
eeeeeeeeeeeeeeeeeeeee

SEMl  DATI
I,..' H-BENCHMARK

ze O 1 % auumm
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O-.TUF,

@sservatorig
del turismo

’

The Universita della Svizzera Italiana Releases
periodic official reporting and publication of
territory data.

The university is the fist in Switzerland to
automatically have at their disposal real time
tourism data regarding past and on the book
performances on future dates.

The Universita della Svizzera Italiana is
officially recognized both at cantonal level and
federal level as the tourism observatory of the
Ticino Canton
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Stakeholders benefits
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W [V Citta
di
GjA Lugano

v v
Cantonal Smart City
Government
Institutional and Improve the

financial partner
(L-tur)

Objective
economic and
qualitative data to
direct investment
in the area: e.q.
funding structural
investments for
hotels and
touristic venues

organization and
administration of
the city during
seasonality and
events, based on
forecasting-data,
provided in
advance

Ensure safety and
mobility in the
area

.
|
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Measuring the Economic Return On Events

EASTER MEDICAL CONGRESS

HOTEL REVENUE HOTEL REVENUE

1,3 M CHF 1,2 M CHF

4 51,6% 4 50%

Vs same period last year Vs same period last year

19 -22 APR 2019
20-23 APR 2018

10-13 APR 2019
11-14 APR 2018

Occupazione
nnnnnnnnnnnn

Occupazione
oooooooooo

HotellerieSuisse and the municipality
has been able to demonstrate the
economic impact of congresses for the
hotel sector

The revenue generated by a medical
congress is comparable to the easter
long weekend, that is the most
important public holiday in this region
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Policy makers are able to have objective real data
to address public investments effectively

=D

HBenchmark helped Public and Private
stakeholders to demonstrate the economic
importance of business congresses for the
city

As a result the government has been able to
address the investment toward the congress
hall.

This is the power of objective data!

Marzio - Conference g gt
Center Project S
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Becoming a Smart Destination - monitor in advance
arrivals and departures to manage tourism flows

HBenchmark is helping The Municipality of

@check in @check out @stay lugano to anticipate tourism flow

The municipality is able to manage the city, for
example security and transportation, based on
foreseen arrivals, stays and departures.
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The roles of Key-Players

AL

HotellerieSuisse

\ 4

Leader of Lugano
Project

Project startupper
Economic support

Hotel recruiter to
guarantee the
representativeness of
the data Sample

Coordination and training
role towards hotels in the
territory

Advocacy of the project
for other key-players

N

i LUGANO
REGION

\ 4

Main Partner of Lugano
Project

Project startupper

Economic support

4] TICINnO=

\ 4

Main Partner &
Coordinator of Canton
Ticino Project

Responsible for the
extension of the project
at cantonal level

Coordinator of the
economic request to the
Canton Government
Ticino

Universita
della
Svizzera
italiana

i

\ 4

Institutional Partner

Territory data monitoring
and analysis

Release of periodic
official reporting and
publication of territory
data

EHH

v

Canton Government
Institutional and

financial partners of
the cantonal project

Economic support of
the project at Cantonal
level
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