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Business Applications &
Partnerships

Partner-led & Thematic Initiatives
Downstream Business Applications
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ESA's 4 main pillars Eesa

Science and Enabling and < :  space soutons
afety and Securit
Exploration Support y y Applications
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ESA SDEJC’:‘ Solutions _ space solutions

The largest space innovation network in the world

—>The go-to place for great business involving space to
improve everyday life.

—>Supporting European start-ups and SMEs to develop
businesses using space technology and data.

—>0ffering funding, business and technical support to help
to generate successful business and create jobs.

ESA UNCLASSIFIED
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What we offer 1/2

Tero-equity funding {from
E50k to £2M+ per activity)

& personalised E5A
CanNSuFLant

Technical suppart and
cammisal I]m-!la nce

Tailared project
management support

"_ Aptess to our enternatianal
; network of E5A and partners

Attt to our netweark
of irwestors

Credibilsty of the
ES& brand
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Big Data analytics '
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VR/AR ~ Users & Market :
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Artificial Intelligence

Mega-constellations Maritime /_ \ M
NG/ \ 74

Crowdsourcing

— Environment /@\ w‘\
Cybersecurity \ / \ /
Blockchain M/ t\
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Spaceflight
Technologies

Space
Weather
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BEHF VTR

Space for Tourism

Space for Tourism
JHITY Intended Tender
ALTINITY Feasibility Study, Demansiration f':u|r::

CLOSING DATE 31 March 2023
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Supporting tourism & travel industry in thelr transition to the “new normal™

Our goal is to support business innovation towards responsible,
sustainable and accessible tourism

HOW? By...
*  Increasing/ supporting competitiveness of tourism sector
* Increasing its resilience against environmental/ health/ other factors

*  Helping the sector embrace new business models required in post COVID-19

«  Ensuring sustainable growth (i.e., environmental protection & conservation) 1 Xy, | 4
* Using tourism as catalyst to sustainably and responsibly support rural comqﬁﬁ !
.. - 'r .I

upliftment

s RSP
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1. Use of digital and connectivity solutions to help the
sector embrace new business models required in
post-COVID 19

«  Unmanned transport (automation & robots)
*  Rural tourism

»  Everywhere connectivity to travellers

*  Active engagement with rural communities

2. Seamless travel
3. Safe travel
4. Guide investments and measuring impact

5. Drive Sustainable Tourism Development

ESA UNCLASSIFIED
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The power of space

Satellite Communication (SatCom) - SatCom is essential to ensure global communications for

e L any of the above data services enabled by SatNav whenever the terrestrial communications
I @ 3 are absent or not reliable. SatCom may be used also to provide broadband Internet access via
@ 'ﬂ WIiFi hotspots to enable mobile immersive applications.

Satellite Earth Observation - SatEQO data (both SAR and optical) can be used to monitor and
plan infrastructure (e.g. buildings, road network, parking lots, airports) as well as identifying
visitors' patterns. SatEO can also be used to monitor land cover changes over time (e.g. in
both rural and city level, wild habitats, forest, land, water, etc.).

Global Navigation Satellite Systems (GNSS) - SatNav is essential to track and trace tourists
"E..___.' and search and rescue teams. SatNav can also enable visitor flow-monitoring and location-
based services to geo-localise points of interest in the tourist maps and to enable geo-fencing
E and time-fencing features. In addition, GNSS receivers and sensors can be installed in the
tourist sites to be used as complementary ground surface deformation measurement points
to EO data.
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Elena Cholakova

Head of Innovation Projects
World Tourism Forum Lucerne (WTFL)

ESA UNCLASSIFIED




<

ey,

world tourism forum lucerne

4 ‘g
| F
- effiE et
r""
_ ELENA CHOLAKOVA, HEAD OF=INNOVATION PROJECTS
i ELENA.CHOLAKOVA@WT FLUCERNEORG
WWW.WTFLUCERNE.ORG -




MISSION & VISION




wtfl start-up INNOVATION camps &
COMPETITIONS

HELP SCALE NEW IDEAS & BRING EXPERTS & DRIVE BUILD TOURISM
IMPROVE CURRENT DISCUSSIONS AND ATTRACT ENTREPRENEURSHIP
BUSINESS MODELS FOREIGN INVESTMENT COMMUNITY
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back to levels of 30 years ago

@

Loss In export revenues from
internationd tourism

USS 11 trillion

-73%

Internationd tourist arrivals

EFslimaled |oss in direc! tourdsm GOP

+USS 2 trillion

Intermallcna tourism could
plunge to levels of

1990s

100 million

direct tourism jobs ot Tisk

Less of infernoationa tourist
arrlvals

1billion

/5

EwnpiSOURGERgency
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ARRIVALS -73% | RECEIPTS -64%
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TO RETURN TO PRE-PANDEMIC LEVELS IN YOUR
COUNTRY?

0%

40%
30%
20%
2021 2022 2023 2024 OR LATER
HOCTOBER 2020 SURVEY B JAMUARY 2021 SURVEY B ALY 201 SURVEY
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SPACEFLIGHT SATELLITE

TECHNOLODGIES COMMUNICATIONS

COPE WITH COVID- 19
EXPLORE SAFELY THE WORLD
STAY CONNECTED

MONITOR b MEASURE. DATA
PROTECT MATURAL RESOURCES
EMPOWER SUSTAINABLE CHOICE S

SATELLITE EARTH
DBSERVATION

ROBITICS
CONMECTIITY
LOW- TOUCH TECHMOLOGIES
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Ana Agostinho

Senior Manager - Mirpuri Foundation

MIRPURI
FOUNDATION C e e e .
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SPACE FOR TOURISM

MIRPURI
FOUNDATION
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SPACE FOR TOURISM

Mirpuri Foundation

THE PROGRAMS

The Mirpuri Foundation supports
programs that can contribute to alleviate
or correct the world’s problems.
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AEROSPACE
RESEARCH

fte

MARINE
CONSERVATION

g

MEDICAL
RESEARCH
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SOCIAL
RESPONSABILITY

MIRPURI
FOUNDATION

FOR A BETTER WORLD

d

WILDLIFE
CONSERVATION

hﬂ
PERFORMING
ARTS
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MIRPURI
SPACE FOR TOURISM FOUNDATION

FOR A BETTER WORLD




MIRPURI
FOUNDATION
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CABIN WASTE

(2017 - Source: |IATA)

— 5.7 M Tonnes;
— Est. to double in next 10 yrs;
— SDG 12: 50% reduction in food waste by 2030.




SPACE FOR TOURISM

MIRPURI
FOUNDATION

FOR A BETTER WORLD

PLASTICS

(Source: Sustainable Aviation / IATA)

— 17% of cabin waste;
— Primarily water and soft drinks bottles, plastic

cups, plastics straws and disposable catering
equipment.
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SPACE FOR TOURISM

MIRPURI
FOUNDATION
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A Pioneering Initiative

“THE GOOD BOTTLE"™

An innovative package that is 100%
biodegradable and was developed for the welfare
of humanity.
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MIRPURI
OOOOOOOOOOOOOOO FOUNDATION
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Aerospace Research

WINGTIP SOLUTION
TRINITAIR




MIRPURI
SPACE FOR TOURISM FOUNDATION

FOR A BETTER WORLD




MIRPURI
FOUNDATION

FOR A BETTER WORLD
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Alfred Schumm, Martina von Munchhausen

WWEF Germany

Director - Innovations, Sciences, Technologies . : . .
e — Senior Programme Officer - Sustainable Tourism
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&%ﬁ WWF‘s Mission

We waht to stop'the
degradation of our

planets natural
environment and build a
future in which people -
live in"harmony with
nature.

37



 J
(&)

wwvi  Why Conservation?

Living Planet
Index:
Decrease of
68% since
1970

The Living Planet Index, which
measures biodiversity abundance levels
based on 16,000 monitored populations
of 3,038 vertebrate species, shows a
persistent downward trend.

Source: WWF Living Planet Report 2020
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The Great Acceleration... (@

WWF
SODM-ECONOMIC TRENDS EARTH SYSTEM TRENDS
L P L g LR o] L35
i ' P
iZ ‘ = e
R LT LINPEE ETL LN N
g F5
I . I B
I is

[!
L

[s
L

WWF (2018):,,Living Planet Report”, p. 24-25 39



(@ WWF International

WWF

1961 , +6 Mio.
Foundation .7 Supporters
WWEF International / worldwide
- -
+100 f i‘ =
WWE is w B _ ‘ 6600
represented i L "’I-* Employees
more tr]a ' - %7 worldwide
countries. - o .
) - +25 Mio.
707 Mi1o. € 2
Revenues via Follower on social
evenues Vi media

donations, licenses,
external funds and
testaments.

40



(CJ WWEF on the Ground

WWE
In more than 100

countries:

33 financially independent
organizations (NOs)

More than 70 offices
reporting to WWF Intl.

41



... Which is at the core of why and how WWF works with (@
markets and businesses wwr

WWF

MARKETS /

BUSINESS
! ¥ T34 ‘ FINANCIAL
S A TN MARKETS
, . ,‘..-I'v ,
: GOVERNMENT /
, Climate §
Forest Oceans Water Species POLICIES

Energy

Coca Cola & WWF 42



‘C# Planetary Boundaries & Social Wellbeing

WWF
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& WWHF’s tourism work: Leveraging the Tourism Sector

» Develop community and nature-
based solutions in WWF projects

Stl]p the « Transform industry and corporate

flood of plastic

Efective measares to avoid single-use

operations through strategic
partnerships and alliances

» Develop and assess certification and
standards

» Support international Initiatives

* Engage business, travelers and
consumers

45



& Partnerships and Initiatives

™\ SCIENGE
BASED
N/ TARGETS

TS, CYMIRCRATE CLIBATE ACTEN

@ Royal Caribbean Group

‘l.—::_.
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ReSource

Plastic

Hilton

Marine Conservation and
Sustainable Fisheries

T B o
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Global Tourism

T

Plastics Initiative
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‘Gi WWEF Area of Interest in the domain of Tourism and Conservation

WWF

1. Monitoring of 2. Monitoring of Tourism Traffic
Biodiversity and Volume

Impact

5 Challenges 3. Climate Smart Mapping and
Zoning

5. Identify Unsustainable

Tourism Practices
4. Support Remote Areas

and Rural Communities

47
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1. Monitubring of Biodiversity and Impact

Pt , -

- -
‘h‘ * Technical solutions to measure and monitor the impact

of tourism activity and conservation progress: Involve
and equip partners, guides, drivers and tourists.to
become conservationists

Game counts from space: Need for high resolution

satellite imagery used for game counts to measure and \
monitor wildlife and natural landscape recovery and
conservation performance of a tourism product

Maonitor the loss or conversion of ecosystems and ist
associated wildlife population; e.g. mangrove‘s loss,
conversion into cropland and settlement areas
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2 Monltorlng of Tourism Traffic Volume

. '%ﬁ p—
N/ 1:‘3 .

,‘lﬂ =+ Monitoring tourism traffic volume creating conflicts

'b‘ Foto: WWF

with wildlife along roads, tracks, riverbeds and
marine and coastal hotspots

* Monitoring overtourism in fragile natural sites and
landscapes for better allocation of visitors and
minimize impacts, accidents and collisions

« Examples:

* Namibian Riverbeds with elephant herds and
communities in conflict with self-dirve tourists

Mexican Whalesharks and tourist boats
Manatees in the Caribbean




Zoning
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. Te.chnical support in form of mapping and
zoning to evaluate and regulate landuse and
conversion (spatial planning tool)

* Applications:

» For planning of tourism infrastructure such
as hotels, marinas, airports to avoid
destruction of ecosystems

Improvement of ship‘s routing (whale ship
collision avoidance systems)

Land use zoning system to protect
ecosystems which are nature based
solutions for climate protection (mangroves
and coral reefs
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between tour operator and nature based and
community based tourism products is missing;

Need for-increased traveler‘'s experiences in rural =
remote areas,

Need for digital support to build an online platform
or similar tools for products, activities, handcraft,
accommodation and food offered by rural :
communities in remote areas where sustainable ¥
tourism development is needed in collaboration

with WWF

r
T
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* Critical gwdance for travelers and visitors is
missing; There is no quality check for Online Travel &

Agencies (OTAs);

* Need for screening of tourism platforms: technical

support to develelop criteria
identify negative practices an
business practicies

d algorithms to
hlight sustainable l
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Paras Loomba

Founder at Global Himalayan Expedition
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Current Rural Tourism Problem

Lack of Basic FaC|Iit|es

Limited New Rural Destlnatlons
“Migration of Tribes
& Lost Culture”

Lack of Education & Livelihood
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: @; Global Himalaygxpedition I
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Empowermg Remote Vlllages through Tourlsm
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TOURISM & TECHNOLOGY AS FORCE FOR DEVELOPMENT .
3 BN e EIEES SRR

UNITED NATIONS SUSTAINABLE
DEVELOPMENT GOALS 2030

— Alleviate Clean
v Poverty Energy
GHE
o Digital
Livelihood Education




167 100,000 35700

WALETES Lives Tons CO2
Electrified Impacted Offset




il

L . &
B T $ 090909090 T o an g
[ I’ - - i
-, - 5
E
=
M

Har,mf.ufl Kerosene Oil Lamp |
ﬁ



SOLAR POWERED HEALTH CENTRES

- T, g 1;‘!! AE7 e 3 =
Creating Solar Powered Health ot ﬁ_f:‘% "‘“"L 1&@ ﬂ
Centers with better medical N e 4% ‘;_;f ' 1’!3 LA =
equipments’ -y 2 a,ih///
Provide good quality Health Care to e 2% .
the Communities /A N O

Training of the local medical staffon -
the installed appliances ;
Developing a sustainability model for

smooth operations of medical |

centres
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Providing the Basic Health Care Infrastructure required at
Health Care Centre
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SOLAR POWERED HEALTH CENTRE IN LADAKH (CHANGTHANG)




ACCESS TO CLEAN COOKSTOVES

o ?
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Proviaihg a Transformative Solution for the Rural Communities -
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PROPOSED SOLUTIONS: CLEAN COOKSTOVE

MR AT N Y- - " ™

 80% reduction in smoke &
toxic emissions

* 50% reduced cooking time

* 60% reduced fuel
requirement

* 50%b reduction in fuel costs

* 40% improvement in
cooking efficiency

. .~ R ! ¥: = oot ey o b A

60%0 reduction in CO2 and 40% reduction of Black Carbon
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Mountain Homestays

An initiative by Global Himalayan Expedition

Empowering communities
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Post COVID Challenges

. - i

Lack of Infrastructure

Lost Opportunity
“Zero income”

124

“No Basic Facilities”

= Travelers will demand basic
facilities at
accommodations & safety

"= |n a post COVID world, -1, The village homestays do
! people will avoid long haul not have access to basic

I travel and prefer to travel health care and are most :

| domestic l i vulnerable It 1 net at these destinations

| * Additionally, there is a H There are also no basic | I'm A poor setup will lead to

| strong inclination to visit 0 information and Monitoring | | low confidence translating

- offbeat destinations and e facilities that are available at ;1 | into zero revenues for

: stay in homestays 1. these remote locations . . _ these communities _

T J | = == mmomm e EmaEm e = e <



Challenge 1 — Destination Natural Resource Monitoring

arh 4 o ot S

-l n.-'

Increase in Hand wash and sanitation will
lead to depletion of natural resources

* Sensor based monitoring of Key Natural
resources of the Village

* Providing real time carrying capacity info for
travel companies



Challenge 2 — Traveler Accommodation & Safety Updates

Availability of Safe Accommodation in remote
areas will be essential post COVID

_ — Satellite based information on the availability
N R T 3 of the accommodation will be crucial

ﬁ"!l" F&: nj"'l- -
S g
. __ TE ‘ This will be like a booking engine with two
e '%&* BT e way interaction between the host and
Tk o e ru

e o e
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Challenge 3 Portable GPS based Health Momtormg

Group trekking will require confidence
among fellow travelers

GPS system with integrated health
monitoring system will be essential

Will convey the vitals to the nearest
hospital aiding swift rescue and action
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Paras Loomba
&+ paras@ghe.co.in
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"‘-t’;% www.ghe.co.in
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CAPSULE'

| TRAVEL & HOSPITALITY ACCELERATOR |

@esa Spase for Tourism webinar

space solutions

MIA POTOBOYAIA TOY
AN INITIATIVE BY THE

HOTELS
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HELLENIC CHAMBER OF HOTELS
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CAPSULE
\ rtan The Greek Startup Ecosystem

 An ecosystem developed in the last 12 years

L EquiFund = over 300 million euros government, EU and
private capital funds

[ 9 Greek funds are managing investments 2018-2022

A 8-10% of the Greek startups are focusing on tourism (5t
place)

MIA TIPQTOBOYAIA TOY
AN INITIATIVE BY THE

HOTELS

=ENOAOKEIAKO ENIMEAHTHPIO EMMAADL
HELLENIC CHAMBER OF HOTELS
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V4

 Many initiatives such as incubators, accelerators and competitions
have been organized and funded by the private sector

The Greek Startup Ecosystem

O Very limited involvement / initiatives came from the public sector
1 Non of the initiatives had focused on travel & hospitality

[ More than 27% of the Greek GDP is coming from tourism*

MIA TIPQTOBOYAIA TOY
AN INITIATIVE BY THE

*In 2019, contribution of travel and tourism to GDP (% of GDP) of Greece was estimated
HOTELS

between 27.5 % to 33% (direct and indirect) O i

HELLENIC CHAMBER OF HOTELS
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ACCELERATR |

Who we are

The Hellenic Chamber of Hotels operates since 1935 as a Legal
Entity of Public Law. It is the institutional consultant of the
Government as far as tourism and hospitality issues are concerned.
Its members are, by law, all the hotels and camping sites of the
country.

Capsule’ is a non profit initiative powered by the HCH

MIA TIPQTOBOYAIA TOY
AN INITIATIVE BY THE

HOTELS

=ENOAOKEIAKO ENIMEAHTHPIO EMMAADL
HELLENIC CHAMBER OF HOTELS
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T
CQDSUL’E. Our Vision

Capsule’ launched in April 2019 with the vision to build an innovative
ecosystem in the tourism sector by offering opportunities to create
and develop startups with a global perspective and impact.

By creating this infrastructure, the HCH also aims to
enhance the technological evolution of its 10,000 hotel
members and answer challenges they are facing.

MIA TIPQTOBOYAIA TOY
AN INITIATIVE BY THE

HOTELS

=ENOAOKEIAKO ENIMEAHTHPIO EMMAADL
HELLENIC CHAMBER OF HOTELS
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Capsule! where T stands for
Tourism, Technology and Travel!

v" The first accelerator in Greece focusing on tourism
v 2 programs for local startups: Idea Platform and Acceleration

v' 2 new programs focusing on activities and opportunities abroad

v" Builds synergies and other initiatives to help startups and the
tourism industry innovate and evolve!

MIA NPOTOBOYAIA TOY
AN INITIATIVE BY THE

NNNNNNNNNNNNNNNNNNNNNNNNN



MIA IPOTOBOYAIA TOY
.)) AN INITIATIVE BY THE
Activities and Programs

CQDSULE HELLENECHAIER OF HOTELS

Bt A. Local Programs

|dea Acceleration
Platform Program

Creating a pipeline for new
ventures

Accelerate startups to scale up in

the local market

B. International Programs

Exchange Visits & International
Delegations Bootcamp

Market expansion, research Market expansion, exposure and
and networking collaborations
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CAPSULE”

Our program mix

Learning through
workshops and Open events &

inspirational talks

presentations

Networking opportunities in
Greece and abroad

O

Mentoring  » > > ) .

programs

@) CAPSULE'

coo I|

Meetups with industry @ |TRAVEL & HOSPITALITY ACCELERATOR \
leaders and established R
startuppers @ E
C 2. W o
I 0 ......... 0
o ..........
Syn.erg|.es and Collaboranns with the - On-site group visits to partners
tourism industry, business community, . . o MIA IPOTOBOVIA TOY
. . & industry related business Participation in industry ANINTTATIVE BY THE
academia and startup ecosystem in 5
Greece

exhibitions and conferences
HOTELS

ZENDAOXEIAKD ENIMEARTHPIO EMAOL
HELLENIC CHAMBER OF HOTELS
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What have we
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Grow with Google
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MIA [IPOTOBOYAIA TOY
ANINITIATIVE BY THE

HOTHS

ZENDAOKEIAKD ENIMEAHTHPIO EMABOL
HELLENIC CHAMBER OF HOTELS
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CAPSULE'

Our impact at a glance.... ‘

Advisors

*The numbers presented are the overall review from September 2019 to November 2021.
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CAPSULE'

Our impact at a glance....

Trade shows

On-site/Virtua R
Participatio

Publications/
Interviews/PR

MIA [IPOTOBOYAIA TOY

ANINITIATIVE BY THE

HOTHS

ZENDAOKEIAKD ENIMEAHTHPIO EMABOL
HELLENIC CHAMBER OF HOTELS
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*The numbers presented are the overall review from September 2019 to December 2020
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Tourism and the Covid-19 era:
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CAPSULE'

Covid challenges for the tourism industry

v Health & Safety
v" Touchless contact
v' From mass to personalized experiences
v Operational adjustments
v Upgraded digital literacy for all A EOTOR0A O

AN INITIATIVE BY THE

v" Virtual "travel dreaming” from home
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Which are the actual needs of Greek hotels
regarding technology”

Key Findings from the resent research “Penetration
and Usage of New Technologies for Greek Hotels
operations”, Research Institute for Tourism, July 2021

\



MIA NIPQTOBOYAIA TOY

. 1 . o AN INITIATIVE BY THE
®» Hoteliers' priorities of new or upgraded

CHPSLLE tech solutions and tools S
1=most important 1 website
3 Social Media

PMS

'- _ Booking Engine

Channel Manager

Reputation Management
Revenue Management
Business Intelligence

10=less important ERP

Source: Research Institute for Tourism, July 2021



.»T Hoteliers' priorities of new or upgraded
CERSLE tech solutions and tools

-

-

1=most important

Touchless check in

Electronic keylocks

Faster check in

Mobile App

6=Less important

Source: Research Institute for Tourism, July 2021

MIA NIPQTOBOYAIA TOY

AN INITIATIVE BY THE

HOTELS

<ENDAOKEIAKO ENIMEAHTHPIO EMANOL

HELLENIC CHAVIBER OF HOTELS

Web meetings infrastructure
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CAPSULE"
| Other key areas of interest in the tourism sector

v' Sustainability solutions and management
v Renewable energy / Energy conservation solutions
v Accessibility — solutions for people with special needs
v Accessibility-transport in rural communities
v Quality measurements & control (beach/sea/atmosphere)
v Extreme weather conditions — emergencies (fires, floods)

v Connectivity solutions in rural areas / islands (internet, locals)

MIA TIPQTOBOYAIA TOY
AN INITIATIVE BY THE

v Qutdoor/"nature” trends — activities, glamping, RVs

ZENOADXEIAKD ENIMERHTHPID EAAAAOL
HELLENIC CHAMBER OF HOTELS
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CAPSULE'
How Capsule' can help in Greece...
v" Inform / educate young entrepreneurs / hoteliers / tourism ecosystem

v Support startups to develop solutions and new business ventures

v Connect stakeholders both locally and globally

v Guide travel/hospitality startups to enter ESA for tourism

\ 4

Support spreading new ideas, sources of funding and M IR0 101
opportunities to create advanced tech solutions!

=ENOAOKEIAKO ENIMEAHTHPIO EMMAADL
HELLENIC CHAMBER OF HOTELS
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CAPSULE’

| TRAVEL & HOSPITALITY ACCELERATOR |

Welcome On board!

Katerina Saridaki, Director
linkedin.com/in/katerina-saridaki-athens

MIA NPOTOBOYAIA TOY



https://www.linkedin.com/in/katerina-saridaki-athens
https://www.capsuletaccelerator.gr/
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Research & Policy,
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VISIT FLANDERS?

internal independent
agency of the Flemish Government,
responsible for tourism development and

promotion

(there is no national tourism organisation in Belgium)




CURRENT TOURISM MODEL IS UNDER PRESSURE

CLIMATE CHANGE

HEALTH AND
ECONOMIC
CRISES

OVERTOURISM



visitor

) the )
resident @ flourishing @ business

\ location ,
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OUR VISION

We want to strengthen the role of tourism as a
positive force, ensuring Flanders can thrive as an
innovative, inspiring and qualitative travel
destination, for the benefit of its inhabitants,
entrepreneurs and visitors.

VISITFLANDERS



VISITFLANDERS ** =~

Six themes
which connect
into the DNA of
Flanders

* Heritage experience

* Flanders Naturally!

e Culinary Flanders

* Flanders as a cycling country

* Why Holidays Matter (ledereen Verdient Vakantie)

* Conferences and events



3 CHALLENGES
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1. COUNTING NUMBER (PROFILE) OF CYCLISTS

* Recent development of several long distance cycling routes:
* Made for trips taking more than one day
* Available in GIS format

* |[ssues:
* These routes are using roads used by many other users
* The target group will probably only be a small part of the users of those roads.
* Important to measure the success

* Measuring at this moment:

* Manual counting by volunteers (surveying cyclists on specific points)
* Not very efficient

VISITFLANDERS



2. COUNTING THE NUMBER OF TOURISTS IN THE DESTINATION

* Arrivals and overnights in officially recognised commercial accommodations are counted since 1930’s.
» Showing economic value

* Issues:
* Airbnb stimulated strongly unofficial accommodations.
. \ Incomplete
* Cruise passengers are not included ) Important for
£ e . overnights e oo
* Day tourism is not included Cat estimating
statistics

overcrowding
* Attempts in the past:

* Use of telco data (single source) for events or on city level

» Not very satisfying

VISITFLANDERS



3. LINKING EMISSIONS TO TOURISM

* Measuring framework for tourism available
» Measuring impact of tourism on many aspects

* |ssues:
*  Framework *II data are available
* Emissions linked to tourism in particular

e Actual situation:
* (CO2 emissions calculated for air transport based on distance and averages
* Attempts together with European Travel Commission to use satellite data
» Linking to tourism is difficult
» Correlation vs causality

VISITFLANDERS



THANK YOU

STEVEN VALCKE
VISIT FLANDERS
STEVEN.VALCKE@TOERISMEVLAANDEREN.BE



mailto:Steven.valcke@toerismevlaanderen.be
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Head of Corporate Development, IT & Innovation
Andermatt Swiss Alps AG
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Future of
Andermatt

Thomas Landis



Development of Andermatt as a
destination




We build nice Real Estates
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We build & operate Hotels IH" k"HIII':
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We operate the SkiArena o




We operate the Golfcourt
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We are a part of
Orascom Development

A

Byoum O West Taba Heights
AGYPTEN AGYPTEN AGYPTEN

The Cove
VAE

8 Countries 14
Destinations

33 Hotels 7’205 Rooms
101 Mio. m2 Land
around 9’000 Employees

Andermatt
SCHWEIZ
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o
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125 Andermatt - Pure Alpine Destination 18. Februar 2022 A
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What will be the Future of Travel &
Swiss Mountain Resorts?




There is no question that the
COVID-19 pandemic has
dramatically changed our daily
lives, travel behaviour, preferences
and needs. To grasp these new
challenges and meet our
responsibilities beyond the current
global crisis, we asked the Spark
Works team to help us better
understand the future. Their work is
now our guide and map to
proactively shape the future.

4 Key Topics we looked at:

» Climate Change
Digitalisation
Globalisation
 Sustainability

Thie Fufure af Travel

Thee Futishe Traveller & Resident

Exprisnce
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Travel & Swiss Mountain

Kay:

Th Fusturne of Trawel

0 Haalth, Well-teing &

. Tha Futuna Travedler b Resident Retasalion
Reso rts over Tl me @ Changing Clmete oty
@ Travelling to the Destination @ Year-round Sports,
Muwing anound at the Destinatian Arthvities & Fetail
@ Accommadation @ Techralogy
This owarrdesw shows when we expect events from this report to matesialss, As tool it helps 1o
focus on ane paint in lime from which one can Enagine the cantext the respective svent (5
ﬂE-l]ﬂEﬂiﬂq within. Of course, the l:imlng o Tutufe events @5 debatable, Nonetheless, EE-I"H'IE a
[PCEETIn b8 IMnpsDrtant (o MHCTEE & Plue SCENaiD.
]
A mn e
5 f‘# " b s ‘:llﬂlm !' ™,
. i L] o n L _ nona.
B P B S N T b R o]
B : 1m0 . s o] Iy Covowedbatem -
= m .lnllmrllu' .o B "‘"l-'l"" 2 el B 3 W
= ] SirsHammg . m“ :.:-h-u- g . [ s -:\:‘-w\-:; !
— S r [EEas O r [
P s Pl ™. R ] o @ memsmontd gy s
i — R —~ € ] T a2
L I-U TR - FA - N O, @ nimicar e = S o s ol
; .i‘“"n-"n-l" § . —— T - SR G e e F— | . i -"-.
—_— F i T - F i e Famailind .m " . Fimdrg 1 _ﬁ 3 ‘nﬂwﬂ.
Oz=ns Cpm LT masn IRV e iguntitein @ '
: Y L p——— ] forwwrnd St et — rm'-n — Ilu;"."" o T
e - | h = LAY P : :“ - “wﬁ Iﬁ:—ﬂhl 'm"'" lﬂl.
e e ] L el . Maticin] St i = A r ; e e . x
T 1) .:-:n:- A e e oL T e ™t ) gt esiehed
e Lrmce pe T B e - & g = = . B o ot e
ey ml’.r:. i wh e . | Prpen— i:l.'.r-a ; m -"Ill-'.rl-'rd o e
e @ amn Bt T St el - ¢ mempmn i @
= L T T e R - —— S i
TrpE=y LT f srrwrmephy et v - L'-..-hrl-..l'-:nm- Prszieg m T | , %
. E:r L L . Sarrtiaa My . i Tl PR e Sghopiol] Bl e
L1 L] ey - -
o R . m " [ m:. ® A mond e . 8 P Tl ] & Py *m o
5 ek s s ,. ey [ g Ty iy o o ot Caen
. ] il e m-ﬂ i vl ) i T
% [ = vl T bl G o e e p ;
:'l"'l'l-i!- brow s o ¥ E =14, g Pemiiy o ki f
g A e | WA EbODs MO0 ek e O LT Errurrgd of
N - - el . ] T ETIET SRR A .
ﬁ“!’“ frawmn i ;H;J;: e .



-61% is the expected surface loss of Andermatt glacier
by 2030 compared to 2010. 2.4°C the temperature
increase in December

Expected rise of tomperatures par manth in 2030

Malting glaciers
dar Feb Mar Ape My Jany Jul hoig e Dt My D
Increass in o3 1.8 12 04 =2 1 il o8 13 1.5 23 2.4 i
' in 2000 i
-61% -41%
ok Fea 20 iar 70 Apw My H k] ol ey JE gt 70 oA Py 0 bes H is thia expected surface tg this expecied surface
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To find new, lucrative revenue streams, we
need to look for future opportunities.

Vision Cone (illustrative)

There is no price war (yet) and no margin
shrinkage (Blue Ocean)

/

If we focus too much on
current demand, we act

\ Future

Aktueller Bedarf

mainly reactively.

Szenario |

Here there is a large
displacement market with

\ Chancen

\Mbglichkeiten

In order not to miss the
future, we have to work
out future scenarios and

low / declining margins
(Red Ocean) ® szenariol \ thus identify
.‘ ° " opportunities
today o bt
. . Szenariolll
\\ Szenario IV
Short Term Trends \
. Long Term Trends
Uncertain Trends t 10 - 20 Jahre







We believe in 2040, residients will find an authentic
holistic expirience and are inspired to actively
participate in expanding Andermatts ecosystem!

Thesis we believe Andermatt has great potential in:

Multimodal travel for first & last mile

In 2040, Andermatt offers a multi modal mobility infrastructure/service (which
makes privately owned cars unnecessary) that entails a connection to other
cities, mountain-valley-logistics and smart-last-mile solutions, which
effectively ensures optimal traffic management.

Flexible housing & ownership, work-life-integration
In 2040 in Andermatt, habitants and tourists will equally have the option to use flexible
housing & leisure services to ensure convenient short-term visits as

well as the possibility to work from Andermatt by offering the right infrastructure.

Community creation eco-city & sustainability
In 2040, tourists/visitors in Andermatt feel like residents. Smooth digital By 2040, we will have reached a high sustainability level by investing in green energy
offerings and events support this integration into a multi-national diverse solutions (water, wind, solar, energy harvesting technologies) and investing in more

community. sustainable food production (such as vertical farming).

Flexible smart logistics

In 2040, Andermatt will have a holistic, universal and flexible logistics system.
Atrtificial intelligence and multiple usage concepts enable the region and all
companies to distribute goods and people in a highly efficient and
sustainable manner.

easy access to activities

In 2040, our customers will not have to chose between leisure activities and have instant
access to the desired activity, not depending on weather,

season, etc.

A



In order to strategically align ASA Group's innovation efforts, initiatives are
bundled into innovation fields to realize the vision of

Picture of the future

Innovation fields

Innovation initiatives

Frs ‘l.ﬂ:f;].'l'.'l'l\.‘.'l.!l
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Andermatt 2040

The future picture serves as the
organization's compass for the future,
based on scenarios that could define the
future of tourism.

Future of mobility )
Future of hospitality )

Future of leisure experience )

%‘IE Future of real estate )
=N
@ Data & IT enablers )

= 2021 Parkplatz, My Buxi

= 202x: Drone Testflights

= 202x: Hitch2Hike

= 202x: Drone Taxi

= 2020: Chatbot “Uela”, online reservations

= 2021: SBB Packagetravel

= 2021: Digital Restaurant Solution (Mountain)
=...202x: Digital Hotel Solution

= 2021: Pilot Uela.fm
= 2021: Bundle Strategy

= 2022: Sommer aktivitaten

= 2021: Data Driven Marketing

= 202x: Virtual Reality, Augmented Reality, 3D
Printing, ...

= 2021/22: Data Strategy

= 2021: Sandbox

= 2021/22: Digital Signaletik

= 2022: Marktplatz 2.0

= 202x: OneDestination

)

Prime
workplace

Be the most
customer-
centric prime
destination

A



Thank you for your
attention

Thomas Landis

Head Corporate Development, IT & Innovation

t.landis@andermatt-swissalps.ch

ANDERMATT?

SWISS ALPS
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Laurent Queige

Director of the Entertainment Cluster &
Welcome City Lab - Paris&Co



Let’s invent the tourism of the future!

WELCOME CITY LAB

PARIS&LO



Paris&Co is the innovation and economic
development agency of Paris




OUR
OBJECTIVES
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> Contribute to job creation through innovation

> Generate tomorrow's champions

> Stimulate and spread innovation

g
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Our stakeholders

Entrepreneurs

SMEs/Major Corporates Non Governmental Organizations

General public Local authorities

Education and research
institutions




+100

Corporate and
institutional partners

Key figures 48 6

2021 Startups incubated

Projets supported
(acceleration, experimentation, territorial
development, foreign projects
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Sports Tourism Event Esport
LE TREMPLIN WELCOME CITY LAB FRENCH EVENT LEVEL 256
BOOSTER -
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Health & Well-being Disability Creatives Industries Publishing
TECH CARE PARIS HUA'! LINCC LABO DE

L’EDITION

SPORT HEALTH
DISABILITIES

CORPORATE

SUSTAINABLE CITY

SOLUTIONS

Fintech New working trends and Incubation & Experimentation Sociale Innovation

LE SWAVE HR transformation URBAN LAB ARC DE L'INNOVATION
RHIZOME




OUR
OBJECTIVES

> Generate the champions of tomorrow's
tourism

> Create a culture of innovation in the travel
industry

> Foster synergies between traditional players
and startups




Thank you to our partners

@ @i his @ Omewsms FRENCE
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Our 4 missions

1 to 3 year
coaching

Coaches and
mentors

Demo-days
Challenges

Experimentation

Meeting sessions
Reverse-pitches

International

Tourism Startup
Database

Trend-Book



Key figures since 2014

+150

Collaborations between
our partners & startups 170 startu PS

220 M€

Of private funds raised

incubated

+1,500

jobs created since the
launch of the platform

85%

sustainable rate




An international dimension

< Partnerships with other incubators or
accelerators in the world

(Montreal MT Lab, Singapore Tourism
Accelerator, Nordic Traveltech Lab, etc)

< Member of the World Traveltech
Forum

< Speaker in major international
conferences dedicated to tourism
innovation

(ITB Berlin, PhocusWright, UzaKrota)




The traveltech innovation

Trend Book

Identifying the major innovative trends that will
shape tomorrow’s tourism sector

The creation of startup as a spectrum of analysis

The Trend Book has become a national and
international reference

L w |

WELCOME CITY LAB

T

,ec!ﬁ' f’ -%j- -

CAHIER-TENDANCES #6
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Monitoring the trends in tourism
& travel innovation

n

6 trend-books published

: . o _ (o
35,000 readers (print/digital) Hoogs, AN
; : '5 Ry
V4 a. »
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Many international contributors e
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Local and responsible
tourism:
from intention to action!

TEEHND 3

Contact-fres technology,
a trend that perfecthy
matches the latest
aspirations
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Teleworking,
a new nity for the
tou industry?
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CONTACT

Thank you!

©

@laurentqueige

laurent.queige@parisandco.com
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ESA releases AO Industry pitch ESA reply and Industry Outline ESA recommendation Industry Full Proposal
submission and consultation with ~ Proposal on Full Proposal submission under existing
March-22 early engagement Industry and submission submission to Industry implementation lines
with Delegations Delegations for Letter of Support from
orientation Relevant Delegate(s) shall
First batch — " 'be providedwith Full
March-22 to May-22 Proposal
| | [ | | | [ |

Second batch
May-22 to Sept-22
[ ] [ | [ ] [ ] [ | [ ]

—> ‘Space for tourism' call opens in March 2022 until 31 March 2023 for pitch submission

ESA UNCLASSIFIED




Thank you!

For more information visit
—> https://spacesolutions.esa.int/

—> https://business.esa.int/funding/intended-tender/space-for-tourism

| | | | | |
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