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Seasonality of Short Trips & Main Vacation Trips
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Die wichtigsten Chancenmarkte
der dsterreichischen Hotellerie
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A lot of new influences for hotels?
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Total Confusion?
Who knows our guests
expectations nowadays?
How can we define target
groups in the future ?
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Die wichtigsten Chancenmarkte
der Osterreichischen Hotellerie

6 Theses

1. LEISURE & WORK in transition

2. A new understanding of LUXURY

3. SELFNESS & individualisation

4. Hotels are DESTINATIONS

5. Vacation 2.0 starts in the DIGITAL WORLD
6. NICHES as the key for success for hotels

9 Quelle: WKO — Hotel der Zukunft 2 KOHLE PARTNER

Our guests: New generation of Creative Tourists

* High level of education

e Opinion leader

* Manyfold interests also beside the mainstream
 Individual fulfilment

10 KOHLEPARTNER



Our guests: New consumer values — New Luxury

Higher quality of life.....

* Inspiration (Ambience, Hotel-Community)
* Authenticity

e Privacy

e Sustainability & Green Lifestyle

* Convenience

Flexibel transition zones - Hotel Q, Berlin

11 Quelle: WKO — Ho unft 2 KOHLEPARTNER

Our guests: It‘s all about creating new communities

Community — being connected

12 Quelle: WKO — Hotel der Zukunft 2 KOHLE PARTNER



Our guests: How much sustainability do they want ?

Purchasing of regional pr:
urchasing of regional products Renewable energies

' Ecological °

Waste reduction / recovery

Energy saving (LED-

Lights, etc.)

War for talent — Care for talent ,

Partizipation in the Social Economical

regional processes and
developments 3
Ethic, social structures & traditiol
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Our guests: Demographic Change
The age group 60 will grow around 10 % between 2010-2030
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Same age — same interests?
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Die wichtigsten Chancenmdrkte
der dsterreichischen Hotellerie

Hotels became private living places....

* ...toinspire me

* ... to be part and create communities

* ... to be active OR

* ... reactivating places to stay in touch with myself
* ... for my new learning experiences

* ... ONLINE or OFFLINE

A PLACE TO BE
and no longer only a place to stay and sleep

16 Quelle: WKO — Hotel der Zukunft 2 KOHLEPARTNER




Hotel Zukunft

Die wichtigsten Chancenmarkte

New dimension of travel... der Gsterreichischen Hotellerie

Where do | to travel to ?

What kind of experiences
can | discover there ?

... has to fit to the ,,New Individuality*

17 Quelle: WKO — Hotel der Zukunft 2 KOHLE PARTNER

More themed hotels
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Architecture, Desing, Ambiance
more important than ever before .....

e R

.. but the design has to fit to my client !

10 KOHLEPARTNER

New lodging formats — example smart private living
in holiday villages with huts
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Quelle: www.lheg.com

Quelle: www.starwoodhotels.com

New urban design & sustainability

K-STAR Hotel H:
(Opening 2013) .

- =Urban Design Hotel wi

and 8 suites
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New urban design & sustainability
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New urban budget concept

all public area

KOHLEPARTNER

New urban budget boutique hotel

hotel concept

citizenM is a hotel

driven by one desire: to create

affordable luxury
for the people.

international traveler,

Those who travel the world
.2 el

I'n short, everyone who is a

mobile citizen

of the world.

Most

24 Quelle: www.citizienm.com KOHLEPARTNER




Niche hotels
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Quelle: www.loisium.com KOHLEPARTNER

Location and price are no longer the differentiation
criteria — no ,,more-of-the-same*” hotels - Positioning !!

26 Quelle: Hilton Vienna KOHLZPARTHER
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Die v gsten Chancenmarkte

Hotels are DESTINATIONS.... e

* lIt's all about the place,

* how can | get inspired there,

* how can | find out about myself there,

* Hotels are plattforms for emotions !

* It‘'s the quality of experiences in our hotels that count !

mmm) NEW OFFERS & PROGRAMS

7 Quelle: WKO — Hotel der Zukunft 2 KOHLE PARTNER

It‘'s about emotional programs

Abtauchen im kristallklaren Pool,
Swing & Chill Laune inmitten der
Weing'airten —in unseren Lounge
Chairs, Schwebeliegen & Hingematten.
Kiihle Cocktails & Sommer Snacks,
der Geschmack von Eiscreme Lippen
und das Farbenspiel der unter-
gehenden Sonn

Quelle: www.loisium.com KOHLEPARTNER



It‘'s about Neighborhood Integration
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29 Quelle: www.cosmo-hotel.de KOHLE PARTNER

Room Food Style in perfect harmony

aller Kirze erwannen u
Room Foor Style”

Quelle: WKO — Hotel der Zukunft 2 KOHLE PARTNER
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Die wichtigsten Chancenmarkte

Futu re Health der Gsterreichischen Hotellerie

* Relaxation as an intimate orchestration — joy escape
e 3 steps for health offers today
1. health for a better life ( presonal functionality )
2. Well — Fitness phase
3. Creative Health or beeing healthy for happyness

,Future Health“ = new health offers with SELFNESS focus !!!

* High grade of differentiation of all Wellness offers
e Soft health — Wellfeeling & enjoyment

*  Work & Chill Offers for the creative class

* Bringing privacy to our Spas

e ...but main focus now on growth of my inner self

Quelle: WKO — Hotel der Zukunft 2 KOHLE PARTNER

HOTEL

AWARENESS

Selfness

Hotels have to decide to what extend they want to get involved....

KOHLEPARTNER

Quelle: WKO — Hotel der Zukunft 2




Future Health
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Die wichtigsten Chancenmdrkte

The DIGITAL WORLD der dsterreichischen Hotellerie

* 2010 — 90 billion online revenue from travel
* 31 % of all accomodation bookings were done ONLINE
* In A 44,6 % of those bookings were done by agers between 55 to 64

But there is a gap between the WWW and the Internet !!

* 51 % use Peer-to-Peer contacts or video downloads
e only 20 % if the time is used for surfing homepages

Dramatic change of behaviour !!

* Information needed within seconds
* Mobile Internet = communciation, information, real time & playful

34 Quelle: WKO — Hotel der Zukunft 2 KOHLE PARTNER




¢ Digitainment....
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Digital world and its users have to be understood
soroughly and are a driving force in our business

obsessed #* facebook.

AS OF 2011, THERE ARE 500,000,000 ACTIVE FACEBOOK USERS.
APROX. ON EARTH.
HALF OF THEM ARE LOGGED IN ON ANY GIVEN DAY.

OF YEAR OLDS
CHECK FACEBOOK

RIGHT YWHEN THEY WAKE UP...

ABOUT  CHECK THEIR FACEBOOK
‘ON THEIR SMART PHONES
BEFORE GETTING OUT OF BED.

THE 35+ DEMOGRAPHIC
NOW REPRESENTS
MORE THAN OF
THE ENTIRE USERBASE.

THE (COLLEGE) DEMOGRAPHIC

GREW THE FASTEST
AT IN .

4 LIKING “"DRUGS" IS UP 1131.9% THIS YEAR.
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Our guests: Need for new types of segmentation

UPDATE

POLYLGVE

New Lifestyle formats

37 Quelle: www.zukunfstinstitut.de KOHLE PARTNER

Using the E-Milieus
as a qualitative target group model
Establisheds Modem
Highar 10% Performers.
Conser- J 9%
vatives Post M \/
5% 10%
Modem J
Widdle Mainstream
16%
GDR- J Experimentalists
Nostalgics 8%
Taditionals 6% v
14%
Consum Hedonists
Lower Materialists 1%
1% \/
(V)
1 Binus Scclovigion 2006
Social [
Status
Tradition isation Re-arientation
Basic Sense of Duty and Ordar Individualisation, Seif-actualisation, Fleasure Muitiple Optians, Experi-
Values mantation, Paradoxes

@Belle: www.harrisinteractive.de KOHLEPARTNER



Positioning and Profiling is a must!
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What is my hotel‘s profile and position ???
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FUTURE SUCCESS.....

* Differentiation & experiences need strong
individual hotel concepts

* Emotion sells

* Niches are often the right answer

* Product development as an ongoing process

* Know & understand my guests better than ever before
* Understanding the digital world and new lifestyles

* Transparancy is increasing ( feedback community )

* Managing change is the key for success

40 KOHLEPARTNER



Die wichtigsten Chancenmarkte
der Gsterreichischen Hotellerie

Thank you very much

for your kind attention

Susanne Kraus Winkler

www.hotelderzukunft.at

www.loisium.com www.kohl.at

KOHLEPARTNER

Die 4 Geschéftsfelder von Kohl & Partner

Hotellerie & Gastronomie Destinationsentwicklung

-

Seminare & Trainings

Bilderquelle: Kohl & Partner .
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Wer wir sind
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HOTEL & TOURISM CONSULTING

STUTFGART
@ MoncHEN
NSIRICK.

2ilRucH @ BUDAFEST

BUNAREST
@
@s0ma

@ SKORIE
TIRANA B

Unabhangiges und international
tatiges Beratungsunternehmen,
spezialisiert auf die Hotel- und
Tourismuswirtschaft

Flhrendes Tourismusberatungs-
unternehmen in Osterreich mit
mehr als 30 Jahren Erfahrung

12 Blros in neun L&ndern
(Osterreich, Deutschland, Schweiz, ltalien,
Ungarn, Rumanien, Bulgarien,
Mazedonien und Albanien)

Internationales Team von Uber
40 Experten
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Ansprechpartner Kohl & Partner Wien

Mag.FH Martin Schaffer
Geschaftsfliihrender Gesellschafter
Kohl & Partner Wien

WallnerstraBBe 3

1010 Wien, AUSTRIA

Tel.: 0043 (0)1 5326335-24
E-Mail: martin.schaffer@kohl.at

Mag. Susanne Kraus-Winkler
Senior Partner
Kohl & Partner Wien

WallnerstraBBe 3

1010 Wien, AUSTRIA

Tel.: 0043 (0)1 5326335-0

E-Mail: susanne.kraus-winkler@kohl.at

Kurzer Lebenslauf

Studium am Fachhochschulstudiengang fiir
Tourismus-Management MODUL in Wien. Nach
dem Studium zwei Jahre bei Austrian Airlines
sowie zwei Jahre als Senior Consultant bei der
SynGroup Unternehmensberatung.

Seit 2005 bei Kohl & Partner.

Kurzer Lebenslauf

Studium der Betriebswirtschaft an der
Wirtschaftsuniversitat Wien. Langjahrige
erfolgreiche Unternehmerin in der
Osterreichischen Hotellerie und Gastronomie.
Zahlreiche Management-, Restrukturierungs- und
Beratungsprojekte in der Hotellerie und in der
touristischen Projektentwicklung in Osterreich,
sowie in den Mittel- und Osteuropéischen
Landern.

Seit Janner 2002 Senior Partnerin bei Kohl &
Partner

KOHLEPARTNER




