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Dear Tourism Partner,

While the scope and impact of the COVID-19 pandemic is unprecedented, crises that impact the
industry are not. After each crisis, values and attitudes shift, and these give way to new ways of
doing doing things. After 9/11, we learned to accept stricter security at airports. After SARS,
there was in increase in e-commerce.

How will our attitudes and values shift after this pandemic? And what does it mean for your
business?

This document provides an overview of the scenarios we have forecasted for a return to
normality in tourism and key trends that we expect to shape post-pandemic travel to Greenland
and share some ideas about how you can adapt your product and marketing to be ready to
welcome your guests when tourism starts up again.
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In this deck, you will find

e Scenarios + Implications
* 8 Key Trends

* Things you can do right now

B https://bit.ly/CovidGRL
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When consumers identify the
activities they miss most while
waiting out the pandemic, they
consistently rank leisure travel
number one, with over 60%
agreeing that they “can’t wait to
start traveling again.”
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Snapshot, May 2020

Source: BCG Consumer Travellers



Tourism recovery is not an ‘if’
question, it’s a ‘when’ question.
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Methodology

* To build the forecasting, we considered that markets will return to

Greenland in concentric circles away from the destination:
It might be called a

Within each city / Travel Bubble’- .
Kommune (no flight 79% of guests in paid
required) accommodation were

from Denmark or
Greenland in 2019.
Therefore access to

these markets is the
‘Danish Realm' most important.

Denmark / Flight

Nation wide / Flights required

required 5 ‘
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Methodology

* We considered that no new tourists * Traveller sentiment, marketing
will come to Greenland before Phase efforts
3. * Probability
* Then we looked at three buckets  Economic situation (unemployment
and associated indicators: rates in source market)
* Feasibility:  Infection rates in source market
* Airlift / Quarantine requirements / The next two slides illustrate the
Phase 3 Start assumptions.
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The most important indicator is when Greenland enter phase 3,
and there are 3 scenarios to consider:

Junel‘ July ‘ August ‘September ‘ October ‘ November ‘ December‘ January

P e e ——

Best Case Scenario: Tourists can return in mid-August.

Middle Case Scenario: Tourists can return early October.
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Worst Case Scenario: Tourists can return in January 2021.
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When we consider the start of phase 3 + other indicators, we
can forecast the following:

* Each scenario implies major losses in arrivals and revenue.

Scenario | Phase 3 Start Date _| Decline in Arrivals

Best Case August 2020 ~ 65% DKK 301M
Middle Case October 2020 -~80% DKK 377M
Worst Case January 2021 - 90% DKK 404.5M

* The earliest we will reach 2019 levels is March 2021, and the latest is
December 2021.

* This assumes that travellers with trips booked already may consider visiting

during Phase 1 & 2 if the quarantine measures allow them to enjoy their n
v'*°"Tﬁﬂ‘\"é‘ﬁﬁ"ﬁ‘i‘genland -
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How will our attitudes and
values shift after this
pandemic?

And what does it mean for
your business?
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Key trends impact product, marketing or

sometimes both

PRODUCT
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1. Online
Experiences

2. Health Checks

3. Social
Distancing
Tours

4. Increase in
domestic
tourism

5. Higher Prices

6. Demographic
shift

7. Shifting
Values

8. Distribution
Shake-up
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1. Online Experiences

While flights are still grounded,
more and more people are turning
to online platforms to explore the
world.



https://www.trekksoft.com/en/blog/virtual-tours
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Platforms Where You Can List Online

Experiences

There are several platforms that
allow you to list your online
activities and charge. They take a
commission.

* Airbnb Online Experiences

e Vacations with an Artist

* Get Your Guide ("World At Home’)

e With Locals

¥« Viator

You could also offer online
experiences through your own
website, using your own payment
portal or offering the experience
for free as a marketing tool.


https://www.airbnb.com/s/experiences/online
https://vawaa.com/online
https://supplier.getyourguide.com/en/
https://www.withlocals.com/online/
https://www.viator.com/collections/virtual-sightseeing-tours/c150

2. Health Checks

Guests will be checked through
thermometers, health waivers and
other mechanisms. In exchange,
they will expect providers to have
stringent hygiene protocols that
keep them safe.




Create Guidelines to Protect Your Guests
and Your Staff

 Draft a health waiver (see next slide) that should be signed  Disinfecting any equipment and facilities on a daily
by guests basis; especially consider frequently touched things
like doorknobs, keycards, front desks, car door
* Create a document that outlines your preventative handles etc. Airbnb has issued helpful guidelines
measures and record how they are adhered to. The that you may find useful.

document might include guidelines on: _ _
« A protocol for handling a suspected infected guest;

* Temperature checks: guests and employees should including an assigned quarantine area in your
be checked once a day. hotel/facility and ability to contact trace.

* Hand-washing or hand-sanitizing requirements. . . . .
and-washing or hand-sanitizing requirements e Assign a member of your team to internal auditor who is

* Availability of masks or other personal protective responsible for ensuring guidelines are being followed.

equipment.
* Train all staff on guidelines
* Implementation of appropriate social distancing

measures; especially consider any situations that  * Clearly communicate your health protocol with guests
might create queues and seating arrangements through posters, flyers or advance emails.

allow people to be 1.8 meters apart (Between n
r
roups).
VISIT P ) Interested in reading about guidelines in other countries? Get Your

Guide has a useful summary.



https://www.airbnb.com/resources/hosting-homes/a/cleaning-guidelines-to-help-prevent-the-spread-of-covid-19-163
https://supplier-blog.getyourguide.com/covid-19-government-hygiene-and-operations-safety-regulations/

Medical Waiver - Sample

This is an example of a type of waiver or declaration you might ask guests to sign Korea / Japan / France / Iran / USA - Yes /No
pre-departure or on arrival (SEE NOTES FOR ADDITIONAL INFORMATION).
2. Prior to arrival in Greenland, have you had a COVID-19 test? Yes/No If yes,
Due to the prevailing situation of outbreak of Novel coronavirus (2019-nCoV) and please state the date and the result.
recommendations from the World Health Organisation (WHO), our guests must
complete and sign the following waiver intended to protect the wellbeing of those 3. Date of Arrival in Greenland
guests and our local community

4. Since your arrival in Greenland, have you completed a quarantine period? If yes,
By signing this waiver you consent to; verification of 30 days past travel history, where and for how long?
under-go brief temperature check prior to [entry to hotel / start of activity] and be
attended to by a physician in the case of any symptoms resembling that of acold, 5 Are you currently experiencing any symptoms resembling the common cold
flu, fever or of other nature deemed to be assessed by the physician. (including but not limited to sinus congestion, fever, itching eyes, sore throat,)

- Yes/No
Failure to complete this form or adherence to aforementioned points, may result in

[a cancelation of booking, refusal of boarding]. This questionnaire may be providedpg You Consent TO:
to local health authorities.

1. Non-invasive temperature check? --> Yes/No
We thank you for your kind consideration and cooperation with these steps

intended to ensure your stay is pleasant. 2. Follow basic rules to sterilise hands, footware and observe basic precautions

during your stay? = Yes/No
Please answer all questions:

3. At the decision of management, be attended by an physician? = Yes/No
1. Have you bgen to the countries below in the last 45 days: China / Italy / South
r
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3. Desire to Maintain
Social Distance

To reduce fears of catching the
virus, travelers will avoid big cities,
large crowds, multiple transit stops
and highly affected areas. They will
prefer nature-based activities that
allow them to properly social
distance from others.

Manténgase almenos 6
eluno del otro a tog,
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Example What social dlstance mlght mean

for a dog sled tour

Pick up guests at hotel, the car handle and other
touchpoints has been cleaned since the previous guests.

The guests health waiver or declaration is shared by the
hotel or the activity provider requires a new one be filled
out.

Guests are given a health briefing by the guide in the lobby
of the hotel at a safe distance (2 meters). They are
informed that it is not possible to maintain a 2m distance
from the dog-sled driver. They may be instructed to wear
masks or face covering at all times and asked to wash their
hands before they leave for the activity.

Guests do not shake hands with the guide.

Only household members can share a sled.

* During the rest and snack time, disposable cups are used.
Snacks, such as biscuits are individually wrapped and
handed to guests.

* Any loaned clothing (ie: snow suits) are washed at the
highest temperature between guests. Given the cost of this,
loaning clothing may now come at an extra charge.




Example: What social distance might mean
for a city tour

Where possible, conduct the city tour on foot —
instead of in a bus.

Where possible, one guide per travelling group.

The guide carries hand-sanitizer and asks everyone
to wear a mask for the tour.

Guide and guests stay 1.8 meters apart.

Shops and museums have slots for different groups
to come in alone or they have a maximum capacity
to ensure social distance, and may include markers
on the floor to remind guests. Where possible, a
one-way flow of guests is created.

Only contactless payment will be used in shop.

Hand sanitizer stations are available at each
attraction.

No bathroom breaks in public areas, such as

restaurants.

Some areas may be kept off-limits for tourists — such
as super markets, fish markets etc. This would be the ;
decision of the kommune, to reduce risk to elderly or o
at-risk populations. |




Imagine: Implications for a City Tour

- y

— . e -

‘

l¢ -"\{. s *»4-6- e
‘1 —— - _..‘ *.— -




4. Increase in Domestic

Tourism

Due to budget constraints, closed
borders and quarantine
requirements — not to mention the
uncertainty of implications of a
second outbreak — many travelers
may choose to stay close to home.




5. Higher Prices

Driven by the increasing price of
airfare, travel will become more
expensive.




6. Demographic Shift

People over the age of 65 are
considered a risk group for Covid-
19. It is likely that older people will
not travel despite all precautions.

Experts anticipate that Gen X and
Gen Y will lead the tourism
recovery, as they are old enough to
have disposable income, but young
enough to not be a risk group.
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helpful guide

VISIT


https://tourismmarketing.agency/application/files/3615/8464/6460/Coronavirus_Battle_Plan.pdf

Examples of companies messaging with empathy:

: Volvo Cars

%’ 19hrs-@

Please stay home and off the streets. Together we can help keep
everyone safer.

@ playStation € @PlayStation - 9h

We have decided to postpone the PlayStation®5
event scheduled for June 4.

While we understand gamers worldwide are
excited to see PS5 games, we do not feel that
Right now, the safest place right now is a time for celebration and for now,
to be isn’t in a Volvo. we want to stand back and allow more
important voices to be heard.
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8. Distribution Shake-Up

During the pandemic, the
weaknesses of the traditional travel
distribution system have been
revealed.

What does this mean for me?

You may want to evaluate your B2B partners, and consider
where travelers will prefer to book in the future.

In this pandemic, many travel agents and outbound operators
have shown their worth by supporting clients whose vacations
were cancelled. Travelers will prefer to have a person they
trust and can help them in an emergency, instead of the
anonymity that comes with booking over an OTA.

On the other hand, some B2B partners may not survive the
pandemic — especially those with high volume and low
margins.
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Quick learnings from China

* Short booking windows

* High cancellation rate

* Pre-visit reservations for restaurants / sites / museums etc. (30% capacity)
* Younger travelers

* Small groups (3-6)

* ‘COVID-safe’ branding
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Quick learnings from China: Hotels

* ‘No touch, low touch, high touch’

 Room / vehicle turnaround times (24hr to 48hr)
* Higher demand for laundry service

* Availability of PPE

* No more buffets

 Health and medical kits
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DO TOURISTS
WANT TO COME
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Think =2

Consumer
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What
emotional
needs can |

fulfill?
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customers
intent?
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What's the
customer
mindset?
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What are
consumers

doing right
now?
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Assembling Discovering new Adjusting to changes
critical information connections in their routines

Praising everyday
heroes

v

Taking care of
themselves and others

Source: Think With Google
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Contact: natashamartin@gmail.com
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