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An early conclusion

1. Yes, the OTAs will continue to grow and become
stronger

E Lnazteitzute of Tourism
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An early conclusion

2. Yes, the pace of innovation will continue to be high
and we are heading towards a more complex world

E E IPnasgteitgute of Tourism
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An early conclusion

3. Yes, hotels still have a chance in this battle, but
have to work on their (e)Fitness

E Lnazteitllute of Tourism
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Agenda

View on the customer: travel search and booking
trends

Hotel distribution in Europe
7 hotel distribution trends

Challenges and recommendations for the
hospitality sector

E Institute of Tourism
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(travel search and booking trends) B
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(travel search and booking trends)
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Top information sources for travel ~ He gggi/ WALLIS
bookings in Switzerland (2009-2013)

Hochschule fiir Wirtschaft & Tourismus
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Frage: Worauf stutzen Sie in der Regel lhren Buchungsentscheid?

Source: Buchungs- und Reiseverhalten © Allianz Global Assistance 2014
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The Complex Path from
Searching to Booking

D=9

ADVILE AL GREGATDR AOVHE

o s”

ROEEEGAT OR ADWICE AGGREGATOR

&—=D

*“uh

o

Hes-so/// Wi

Haute Ecole de Gestion & Tourisme
Hochschule fiir Wirtschaft & Tourismus

KIRLINES ALY

SOCIAL MEDIA ADViCE ORERATOR

Bl

Source: http://www.tnooz.com/article/travel-research-google-online-acitvity. The data (and subsequent interpretation by
Google) comes from two studies carried out last year with 5,000 consumers via GFK and a Nielsen study of 1,700 mobile

users, both with UK respondents

Lnaséteitl%te of Tourism



The Complex Path from Hes
Searching to Booking: the stats

Hochschule fiir Wirtschaft & Tourismus E

Online buyers:

* Number of search sessions — 16.7

* Overall time spent — 129 minutes

* Number of sites visited — 32.5

e Days of activity over a 73-day period — 13.8 days

Source: http://www.tnooz.com/article/travel-research-google-online-acitvity. The data (and subsequent interpretation by
Google) comes from two studies carried out last year with 5,000 consumers via GFK and a Nielsen study of 1,700 mobile
users, both with UK respondents

E E IIjnazteitlulte of Tourism
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Distribution Channels in the Hessi/ WALLS
European Hotel Industry
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Number of survey responses
by country (total n=2"298)
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597

o ©

159
102

In Germany, 5 hotel chains with 596 hotels and 82’129 rooms
have provided additional data for some of the questions
(distribution channels and /or relative market shares of OTAS) of
the survey.

\ \ \ ‘
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Market shares of distribution
channels in Europe 2013:
weighted sample

Hes

Haute Ecole de Gestion & Tourisme E

' Mark
Weighted overall sample; n=2'169 arket
share
Direct - Phone 19.41

Hochschule fiir Wirtschaft & Tourismus

Based on results of 25 countries (data from hotel chains in Germany not included). Market

shares in % of overnights.

E Institute of Tourism

Page 14

Direct - Mail / fax 2.66
Direct - Walk-In (persons without reservation) 5.79

. . . — 55.94
Direct - Contact form on own website (without availabilty check) 5.50
Direct - Emall 14.91
Direct - real time booking over own website with availabilty check 7.67
Destination Marketing Organization (DMO) / trade associations 0.95 135 —— ‘
National Tourism Organization (NTO) 0.39 ' Information
Tour operator / Travel agency 9.59 :
Hotel chains and cooperations with CRS 1.63 16.50 N
Wholesaler (e.g. Hotelbeds, Tourico, Gulliver, Transhotel, etc.) 3.54 ' _ [
Event and Congress organizer 1.74 P58
Online Booking Agency (OTA) 22.50
Globale Distributionssysteme (GDS) 1.89 | 24.81
Social Media Channels 0.42
other distribution channels 1.40 | 1.40

o‘rreg



Market shares of distribution Hes
channels: Czech Republic . ol i Cotont Toems

Unweighted sample: n=82 Market
share
Direct - Phone 17.4 |
Direct - Mail / fax 0.9
Direct - Walk-In (persons without reservation) 6.1 58.0
Direct - Contact form on own website (without availabilty check) 8.3 '
Direct - Email 18.8
Direct - real time booking over own website with availabilty check 6.5
Destination Marketing Organization (DMO) / trade associations 08 | 09 | Tourist
National Tourism Organization (NTO) 0.1 ' Information
Tour operator / Travel agency 127 |
Hotel chains and cooperations with CRS 1.7 19.9
Wholesaler (e.g. Hotelbeds, Tourico, Gulliver, Transhotel, etc.) 2.0 '
Event and Congress organizer 3.6 —
Online Booking Agency (OTA) 181 | -
Globale Distributionssysteme (GDS) 1.1 19.6 |
Social Media Channels 0.4
other distribution channels 1.7 1.7

Confidence intervals are stated at the 95% confidence level. Market shares in %.

E Institute of Tourism Oirec
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VALAIS
OTA market shares in Europe Hess// e
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Italy (101) 31.2
Belgium (78) ! [ [/ [ | 279
Netherlands (5) | 26.0
France (49) | 24.8
Estonia (19) | 23.7
Denmark (73) | 22.8
Europe (weighted) I N N 295
Spain (153) -/ [/ [ | 217
Germany (966) | 20.9

/[ [ |
Luxembourg (39) 20.1

: I N
Switzerland (272) 19.4

-/ | |
Hungary (76) 19.1
. I B
Czech Republic (82) 18.1

Greece (266) ! [ | 16.3
Austria (58)
Latvia (33) | :
Cyprus (17) e EEEE 12 .4
Turkey (52) |
Malta (7)
Sweden (17) |
Croatia (26) |
Finland (66)
Lithuania (4) |
Norway (55) |
Slovakia (35)

15 20 25 30 35
in %

.—'—"""...H_‘-
Less than 30 observations -> weak validity of mean value, less than 10 values -> no validity. For HO'I'reC
Germany the weighted mean between individual and branded hotels is used. Hospitality Europe



Market shares of direct booking
channels in Europe

Sweden (17)
Slovakia (35)
Finland (66)
Norway (55)
Austria (58)
Germany (966)
Netherlands (5)
Switzerland (272)
Belgium (78)
Ireland (33)
Denmark (73)
France (49)
Czech Republic (82)
Hungary (76)
Lithuania (4)
Europe (weighted)
Greece (266)
Luxembourg (39)
Croatia (26)
Latvia (33)
Portugal (30)
Italy (101)

Spain (153)
Turkey (52)

Estonia (19)

Cyprus (17)
Malta (7)

Arithmetic means based on sample data.

Less than 30 observations -> weak validity of results, less than 10 observations -> no validity
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Hochschule fiir Wirtschaft & Tourismus

VALAIS
WALLIS

4.7
70.1
[ N A B A 68639'8
I R N R R 66
I R N R N a7 |
66.2
63.7
61.2
59.4
I R N A R 40
56.7
- 55.8
I R R R R 5‘1553
53.¢
524 Pho_ne
' 50.3 - Mail / fax
49.9 - Walk-In
49.1
I R N 436 - Contact form on own
I R N R ' .
41.7 website
328 - Email
1 - Real time booking over
0 10 20 30 4I0 50 own WebSIte
in %
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Evolution of Hotel Distribution Hes-so/// Wi

Haute Ecole de Gestion & Tourisme

ChannEIS bEtween 2002 and 2013: Hochachule for Wirtschat & Tourismus I3
example Switzerland

,\. %
E Institute of Tourism %05
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Distribution Trends in the Swiss Hes so/// i
Haute Ecole de Gestion & Tourisme

HOtEI SECtor 2002_2013 Hochschule fiir Wirtschaft & Tourismus

m 2013 (n=279)

Tourism partners (tour operators, DMO = 2012 (n=200)
national-local, event & conference 2011 (n=196)
organizers, others) m 2010 (n=211)
] 2009 (n=198)

Online booking (GDS, IDS/OTA, direct " 2008 (n=184)

nline booking : , direc 3

booking on hotel website, hotel chains 2006 (n=100)
with CRS, social media) m 2005 (n=94)

= 2002 (n=202)

o
Electronic request (e-mail, booking form) é
0
(s
vg)
| o
®)
)
Traditional distribution (telephone, fax, 0%
letters, walk-ins, others) n
0% 10% 20% 30% 40% 50%
_ _ Attention: Market shares in % of bookings for 2002-2012 and in % of _g‘éjﬁ
E Lnasgte'tltgte of Tourism  gyernights in 2013 ! -



OTAs in Europe Hes-so/// Vi

Haute Ecole de Gestion & Tourisme
Hochschule fiir Wirtschaft & Tourismus

B o

e o
E Institute of Tourism HO-I_reC
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Weighted relative market Hes so/// Vit

4 Haute Eco_!_e de_z Gestion &Tou‘risme >
shares of OTAS in Europe Hocheehuls (i Wirtechatt & Tourismus 3
Booking.com 60.9
Expedia
HRS
other OTA
Hotel.de
Venere
Hotels.om
Agoda
OrbitzTravel
lastminute
eBookers |
Bergfex
eDreams
Destinia | 0.3 Agoda 0.9
Hotelzon | 0.3 X
Tiscover | 0.2 Booking.com 60.9
Rumbo | 0.2 Priceline 61.8
Olote_ls.com ] 0.2 HRS 8.9
Logictravel | 0.2
Latebooking | 0.1 Tiscover 0.2
Hoteliers.com | 0.1
Hotels.nl | 0.0 HRS (t‘_)tal) 12.9
BookNorway | 0.0 |Expedia 9.2
0.0 10.0 (Venere 3.3
Hotels.com 1.6
Based on 1736 observations from the oriceli RS m Expedi Expedia (total) 14.0
survey. Values in % = Fricelins: 8 " EXpedia Total of top 3 88.8




Distribution trends in tourism Hes-so// s

WALLIS
Haute Ecole de Gestion & Tourisme
Hochschule fiir Wirtschaft & Tourismus

E Lnazgtzljzte of Tourism



7 Distribution trends in hospitality Hes

Il.
IR
IV.

VL.

VILI.

B

Haute Ecole de Gestion & Tourisme E
Hochschule fiir Wirtschaft & Tourismus

Increasing complexity of distribution landscape
Marketing power of OTAs

Growing OTA market shares

Mobile booking

Consolidation in online market & product diversification of
OTAs

Metasearch Sites (Kayak, Trivago, TripAdvisor Meta Search,
Google Hotel Finder)

Social media/sharing economy: New entrants (P2P peer-2-
peer such as AirBnB, HouseTrip, HomeAway)

ﬂ Institute of Tourism
Page 23



|. Complexity of Distribution
Landsca pe or the « EprOSion » Of Hochschule fiir Wirtschaft & Tourismus

Interconnectivity in Tourism
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Source: Buhalis D., and O'Connor, P, 2005, Information Communication

Technology - Revolutionising Tourism, Tourism Recreation Research
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Il. Marketing Power of OTAs Hesﬂ

Hochschule fiir Wirtschaft & Tourismus

Priceline spends US$ |
533 million on Google GO ()

AdWords in Q3 alone AdWords 8
November 08, 2013 | Online Travel

e Estimation: Priceline spent probably 1.8 billion USS in 2013 for
the online marketing of more than 420’000 properties
worldwide (> 4000 USS per hotel).

e 555’000 transactions handled each day on booking.com
 Website traffic OTAs in May 2014 (skift.com):
0 booking.com: 200 million monthly visitors on website

O TripAdvisor: 160 million
O Expedia: 63 million

Source:
http://www.travolution.co.uk/Articles/2014/02/21/7573/big+interview

E E Lnazgtz%te of Tourism +booking.com+still+on+the+runway+says+marketing+chief html




lll. Future Evolution of OTAs in Hes so/// Vit
. . . Haute Ecole de Gestion & Tourisme
Europe: Priceline (booking.com)

Hochschule fiir Wirtschaft & Tourismus

90
80
70
60
50
40
30
20
10

O I I I | | I I I 1
2010 2011 2012 2013 2014 2015 2016 2017 2018

=o=Priceline Bookings—
(Milliarden USS$)

Source: http://skift.com/2014/04/16/the-big-growth-opportunity-left-for-the-worlds-biggest-travel-company/
Expedia and Priceline company reports, eMarketer, Piper Jaffray Research s

)
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llIl. Future Evolution of OTASs in Hes
. . . Haute Ecole de Gestion & Tourisme B
Europe: Priceline (booking.com)

Hochschule fiir Wirtschaft & Tourismus

45%

109, | —*Priceline as a % of total P
online

35% - -=Priceline as a % of total

30% online & offline

25%

20% _— —*
15% / /'/
10% //‘/:/./

5% ——

O% I I I | I | I I ]
2010 2011 2012 2013 2014 2015 2016 2017 2018

Source: http://skift.com/2014/04/16/the-big-growth-opportunity-left-for-the-worlds-biggest-travel-company/
Expedia and Priceline company reports, eMarketer, Piper Jaffray Research s

c
EE IPnasgteit2u7te of Tourism -:,;;Q%



IV. Mobile Booking: Evolution of Hes so/// e

Haute Ecole de Gestion & Tourisme

Internet Access DeViceS Hochschule fiir Wirtschaft & Tourismus

Wearables

E Smart TVs

'| Tablets

D Smartphones

':l Personal
Computers

2009 2013E

Source: PhocusWright 2014 based on Expedia and Business Insider

E Lnaséteitz%te of Tourism



IV. Mobile Bookings as Share of Online Hes so/// i

Travel Bookings Wtk -
30%
25%
20%
15%
10%
-l )
0%

Europe APAC
m 2013 m2015

Source: PhocusWright 2014

E IPnazteitZ%te of Tourism P
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V. Consolidation - Cooperation: Hes. soif WAL

Expedia & Travelocity &
HomeAway (2013)

DIGITAL  BOOKING SITES R Follow this topic

Orhitz President: Expedia-Travelocity fypedia Partners With HomeAway To
Deal Removes Clutter in the Offer Vacation Rentals
Marketplace

E Twitter n Facebook Linkedln @ Email Fnteremall address HEWSI'E" i
|

Source: http://skift.com/2013/10/22/expedia-partners-with-homeaway-to-offer-vacation-rentals/

E Lnazteit?’%te of Tourism




V. Cooperation - Diversification: Hes

Haute Ecole de Gestion & Tourisme B

Priceline & OpenTable (2014) Hochschule fiir Wirtschaft & Tourismus

Priceline Group to
Acquire OpenTable
for $2.6 Billion

Dennis Schaal, Skift
W @denschaal

PpSKIFTTAKE

The Priceline Group? Restaurants? Yes, the
agreement to acquire OpenTable is about
mobile, and the push by TripAdvisor and
now Priceline to fully engage their
customers on the go when they are already
in a destination — or when they are

Priceline is gernng mro the restaurant reservations space with the announcement it intends 1o

traveling for business. ERE R i . Car
= acquire OpenTable. Pictured is the Zentan Restaurant in a Kinpton Hotel in Washington, D.C.

— Dennis Schaal Kimpton Hotels

Source: http://skift.com/2014/06/13/priceline-group-to-acquire-opentable-for-2-6-billion/
edre

c
E Institute of Tourism g@
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VI. OTAs play the “Meta-Game”: Hes so/
. . . . Hothschulo o Wirtschaft & Tourismus 3

Expedia - Trivago & Priceline -

Kayak

———

i ﬁ = Go glt Hotel Finder
— ' - g1 B pinoh
Gobitbsnitin ( c
w T ks
. eb\ﬂ
Qe trlpadwsor pnce\‘“

for business

Expedia pays $632 million for majority stake in Trivago, let the travel
search games begin

Source: http://skift.com/2013/09/19/after-big-mergers-when-will-priceline-and-expedia-take-the-next-big-steps/

E E IPnasgteitguZte of Tourism




VII. Sharing Economy as Disruptor Hes so// Ve
of the Hospitality Industry

Hochschule fiir Wirtschaft & Tourismus

NEW DIGITAL ATTACKERS

Level of change

Innovators

Medium
Share of value chain

E E Lnasgteit?)ugte of Tourism

E‘!
Source: Accor’s Digital Day 2014
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VII. Social Media/sharing HES% )/ Wit
economy: New entrants such as

AirBnB

New Study: Airbnb Generated $632 Million in Economic
Activity in New York

Hospitality Company Supports More Than 4,500 Jobs, Airbnb Guests Spend More
Time and Money in New York Than Typical Tourists & airbrb

&2 Prague, Czech Republic Browse

| Search When | Move the Map
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VALAIS
Challenges and recommendations Hess// e

Hochschule fiir Wirtschaft & Tourismus
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Direct bookings Hes

Haute Ecole de Gestion & Tourisme E
Hochschule fiir Wirtschaft & Tourismus

« The foreseen very high market share of OTAs Is a serious
threat for the lodging sector, already identified in 2003...

o “OTAs have become increasingly powerful in recent years and this
development puts hotels in a difficult position of having to sell steadily
growing portions of their inventory at (often) discounted rates and with

high commission rates through third party intermediaries” (Carroll &
Siguaw, 2003).

o ... but it has become an even hotter topic today (Green 2013):

o “The hospitality industry has reached an inflection point. On one hand,
the many intermediaries involved in travel have driven the cost of
business acquisition to record levels; on the other hand, the
opportunities to tap this base of third-party partners for competitive
advantage Is growing in leaps and bounds. Changes in consumer
behavior have altered the business dynamic more than most hoteliers

yet realize.”

Source: Carroll, B., and J. Siguaw. 2003. The evolution of electronic distribution: effects on hotels and intermediaries.
Cornell Hotel and Restaurant Administration

http://www.hospitalityupgrade.com/_magazine/magazine_Detail.asp?ID=825

E E Lnasgggg%te of Tourism




Direct bookings: Accor’s Hes
strategy 2013

Hochschule fiir Wirtschaft & Tourismus

A leaf out of Accor’s book: how to drive
direct bookings to €2 billion

May 16, 2013

French hotel group Accor is aggressively aiming to

increase its digital turnover by 45% within the next

three years. It is also pushing for two-thirds of sales

to come from the direct channel. That seems a big :

ask so EyeforTravel's Ritesh Gupta talks to Rémy :

Merckx, VP e-commerce sales and distribution, ACCOR
Accor about what's in store

http://www.eyefortravel.com/distribution-strategies/leaf-out-accor%E2%80%99s-book-how-drive-direct-bookings-
%E2%82%AC2-billion

E E IPnasgteit?)LJ?te of Tourism
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Hes

Direct bookings: Accor’s e e de G i £

strategy 2013

« Website Traffic: GO ogle "
AdWords RANk ~=

» paid search (SEM), SEO
» Website Usability
» Conversion rate
» Best rates and very last room for customers
e Merchandising
e Club Accor: Loyalty program
 Improving digital Tools
* Mobile Site

TESTING

http://www.eyefortravel.com/distribution-strategies/leaf-out-accor%E2%80%99s-book-how-drive-direct-bookings-

Y%BE2%82%AC2-billion Ca
(A"
EE Lnasgteltgtéte of Tourism g@



Accor’s Global Digital Strategy Hes- so/// v

Haute Ecole de Gestion & Tourisme

20 14 Hochschule fiir Wirtschaft & Tourismus

O < & & K [11DAYSAGO

ACCOR

LEADING DIGITAL HOSPITALITY

DIGITAL IS ACCOR'’S DIGITAL ON SUCCESS

Digital revamp at Accor: mobile first, buys Wipolo, runs hacks

Accor has allocated 225 million Euros over the next five
years to fund a company-wide digital transformation which
covers guests, staff and hotels.

http://www.tnooz.com/article/digital-revamp-Accor-mobile-first-wipolo-hacks

E E IPnasgteit?)Lgte of Tourism
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Global digital strategy: Accor’s Hes-so// Vi
strategy 2014

Hochschule fiir Wirtschaft & Tourismus

8 programs focusing on serving our targets and reinforcing our pillars )»

Customer focused MOBILE CUSTOMER SEAMLESS MICE &
Seamless Journey FIRST CENTRIC JOURNEY BTOB
Employee focused

5 EMPLOYEE
Digital empowerment FRIENDLY

Partner focused

OWNER &
Transparent relationship FRANCHISE CENTRIC

stem focused Robust & agile

INFRASTRUCTURE
8 Bl & ANALYTICS
Data focused Industrial grade TRANSFORMATION N

http://www.accor.com/fileadmin/user_upload/Contenus_Accor/Finance/PDF/2014/UK/20141030 _accor leading_di
gital_hospitality _presentation.pdf

E Institute of Tourism

Page 40




Last but not least: Unique Selling Hes SO/ Wi
Proposition (USP) Hochachalo 1y Wirtschan & Tourisme 2

* Ask yourself:
» Why should customers book directly?
» What is my value proposition for them?

v LW A

E Lnazteitélulte of Tourism



Last but not least: Unique Selling Hes so/

Haute Ecole de Gestion & Tourisme

P ro pOSitiO n ( U S P) viochsctils i Witsehafts Tounsus I

o QOTAs (still) sell commodities (rooms) -> therefore create
unique and local products which cannot be replicated

« Generate higher revenue onsite through appropriate extra
services and qualified personnel. Learn from airlines

e Leverage ICT

DIGITAL TECHNOLOGY
THE NEW ELECTRICITY

ENRICHING OUR LIVES AND MAKING THEM EASIER

Source: IBM Institute for Business Value & Accor’s Digital Day 2014
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Differentiation strategy and Hes so/// Wik

Haute Ecole de Gestion & Tourisme

CUStomer focus: case HOtEl Hochschule fir Wirtschaft & Tourismus
Lugano Dante (Switzerland)

We want Guest Experience to begin before the arrival to:

— pbe different from the others
— «CUSIomizes the experience
— create expectations
— deliver the «promise

... while not forgetting the basics:

— accurate reservation

— check-in in less than five minutes
— no problems during the stay

— no billing emrors

E Lnasgteitllugte of Tourism %ﬁmﬂ«?



Differentiation strategy and Hes so// Vi

Haute Ecole de Gestion & Tourisme

CUStomer focus: Hotel Lugano Hochschule fiir Wirtschaft & Tourismus
Dante

&

by HOTEL LUGANO DANTE

www. holel [uganodands; com

VCH = 8900 Lugens = F.as Cluccare 3 = Tol, 74) (0)3) 5103700 ~ Fax +41 {019] 9103717

Chére Madame De Anne,

C'eat Ausr plaisic qF s wiis eonficmans s rdaereation subvante:

enls In Out Prix
1 Chamisre it
doutie Mme. De Anne  11/09/08 14/03/08. o ]"“
- Executive i
el Fie ril

Riche butet pour e petit-dejeuner, TWA o sefvice nduc. La taxe de s=jour (oby tax) d=
1,45 CHF par persorme ef par nuit mest pes comprse dons b2 frt, Elle ser facturée &

part. Prix par jour f par chambre Mﬂdﬂmc Dﬂ[‘ldlﬂﬂ. Pemnna!islez
_— . - R S N e D votre séjour

* Uhitel me rizerve ls droit defechier un conteibs etfow une pré-suborizsabion de |a carte e T e | B i LT Tl v

e it suat . : s e s v S P

o P P e o e s T TR Rr R TTCRE ot ¥

Conditions d’anmulation L'bquipa u hile do voub ascupil 4 Lugare

Chriatian Gddo :Lirumun peut étre annulde sE0s guoune pdnalitd jLsqu's 24 heurss wn jour

Foaimrd Dol
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Differentiation strategy and Hes-so/// i

Haute Ecole de Gestion & Tourisme

CUStomer focus: Hotel Lugano Hochschule fiir Wirtschaft & Tourismus
Dante

Personalized reception

E{ gf oW L |
: - HOTEL LUGANO DANTE.,

e
r./f"‘*(‘

BY HOTEL LUGAND DANTE BY HOTEL LUGANG DANTE
I'] EN| DE| FR

| EN| DE| FR Eisa Crespo = Gentile Signora

e F ' -
f 4 w 2 / " _ _ _ That something extra
i Il,-" £ E f ™ Upon your arrival we'll welcome you with a smile:

!I!’ Bio- org anic
| hathrcam st =
f ﬁﬂ 12.- CHF;
MY RESERVATION Aonie  Avenio Slvbien  ropers 5
: ; i oft extra towels
EI{EE:W ] gl;rf';’it:r 2 gl;r:'?n at-] El;lt: :, T “’ Cimered ::'_
QUICK CHECK-N
: Some usaful information: ——
EXCLUSIVE OFFERS [ . Eaﬁ{] exéra
' s ' G?FEHEZ? = 2
+ Check-in & Chock-out )
L
How To REACH US your room will be at your digposal 2 of 2 pm on the da; — -
of amrival Check-outtimeis 11 am an the day of Aroma Diffuser
BOOK departura We woula gladly handle your luggage oefore 20.- CHF, =
and amar me tmes specihed
VISIT LUGANO v Int2met ViF " 1Q Air Cleaner &
the Holel has excellent WIF] coverage, aered Tee of b Purifier =
charge for you to use. The connedlion is secure (fies § 20.- GHF
from viruses and SPAM), and your computer will not -
ne=dto be configured (Zero configuration lzvel) lonizer
: 15.- CHF, =
s ANOAL Crmnalbo Froo

Personalized services before arrival: o~
Institute of Tourism free and paid extras
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Thanks for your attention! Hes

Hochschule fiir Wirtschaft & Tourismus B

Prof. Roland Schegg

University of Applied Sciences of Western Switzerland Valais (HES-SO Valais)
School of Management & Tourism

Institute of Tourism (ITO)

TechnoPdle 3

CH-3960 Sierre/Siders, Switzerland

Tel: +41 (0)27 606 90 83

Mail: roland.schegg@hevs.ch

Twitter: @RolandSchegg

LinkedIn: ch.linkedin.com/in/rolandschegg/

Web: www.hevs.ch / www.etourism-monitor.ch

Bachelor of Science HES-SO in Tourism in German, French and English
http://tourism.hevs.ch
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