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World-Class Africa
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Tourvest Footprint

“Our roots are in Africa, but our reach extends all over the world”

Angola
Botswana
Ethiopia
Kenya
Mozambique
Namibia
Nigeria
NERDE!
South Africa
Tanzania
Uganda
Zambia
Zimbabwe

Brazil
Caribbean
-rance
ndia

Japan

Madagascar
Mauritius
Portugal
Seychelles
Spain

United Kingdom



World-Class Africa

Tourvest Footprint — Destination Management
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Tourvest Footprint — Destination Retail

The sense of place,
scale and variety of
goods created a unique
shopping experience
copied by many others
elsewhere in the world.




Tourvest Footprint — Duty Free, Inflight Food & Beverage ©

HUGO MANY WOMAN

@ Kenya Airways -

ASANTE REWARDS ABOUT US R, +254 711 024 747 @ UN

AV2

7
The pricle of A\ fricar \) Explore Plan Book & Manage Experience Loyalty Program

-'_‘—1 -‘ y
‘™ N\
- .’/ 3

Duty Free Shopping

With our Online Duty Free service, we offer you a suite of best-in class retail products to shop from our Duty Free Website.
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Tourvest Footprint — Hotels, Lodges, Activities

AHA SAFARI LODGES

Take a trip into the heart of the African bush and experience authentic African safaris, complemented by some of the continent’s top accommodation choices.

aha Nkuhlu Tented Camp A HA H OT E LS

From sea-to-sea and across the heartlands of southern Africa, aha Hotels offer a variety of top accommodation choices - for business, adventure or pure pleasure.
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World-Class Africa _
Tourvest Footprint — Jewellery
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World-Class Africa
Tourvest Footprint — Restaurants & Pubs

Set Menu et — People Spice Experience Venue Gallery Contact BOOK Recipes

A Local African Experience

Dinner at our African restaurant is accompanied by interactive entertainment.
Guests at GOLD Restaurant cannot help but be swept up in the excitement of
archetypal African stories told throughithe live entertainment with dinner. Our
African entertainment includes praise singing to welcome you, Mali puppetry, and
dancing to the rhythms of the marimba percussion and djembe drums. Feel the
heartbeat of Africa with our pre-dinner interactive djembe drumming session every

evening at 18:30.




Tourvest Footprint — Travel Management
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Socio-Economic Development




“To understand travel retail on the African continent, and the expectations of
those that travel in, or to the continent, you need to understand the fundamentals
that make Africa unique.”



World-Class Africa
Macro Environment Factors - Challenges

IMPACT: SUPPLY CHAIN / TRANSPORT / CASHFLOW / CURRENCY FLUCTUATIONS / REPATRIATION OF FUNDS / CUSTOMS
/ SUPPLIER APPETITE / PERIODIC POLITICAL INSTABILITY / ELECTRICITY SUPPLY / INFLATION / TRADE BARRIERS



World-Class Africa_ >
Macro Environment Factors - Opportunities

IMPACT: SCALE / GROWTH / INFORMED / CONNECTED / GROWING MIDDLE CLASS / PAYMENTS / URBANISATION /
SOCIO-ECONOMIC DEVELOPMENT



Understanding Africa Travel

Languages (> 2000)
Culture & history
Ethnic, tribal and religious diversity

Geographical variation

ARABIC
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* =~ Demographics / Living Standard Measure (LSM)

Biodiversity

Types of Travel:
Business
Leisure
Transit
Government travel
Non-Governmental Organisations (NGO)
Religious pilgrimage
Traders
Expatriate and diaspora
“Infrastructure travel”
Medical




Connected Africa

More connected than ever

United States, Europe (UK, France, Germany, Italy
etc), China, India and the Middle East remain key
source markets

Post COVID-19 travel seeking African holiday
experiences i.e Safari, Adventure travel




World-Class Africa

Retail Product Mix — Building a Range For Africa
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DEMOGRAPHIC /

LOCAL PROVENANCE
DIFFERENTIATION

Diverse target audience
A LY A L L L2 Aw

Brand positioning
A L A L L Ll L

Price Competitive
A L L L L L2 L5

Margin

Diverse customer segmentation
A L L L L L2 L5

Differentiation
A A A A A Al 255wy

Sales goals
A A A L L L2 L

Cannibalisation
A A A A LA S 255wy

Product life cycle
A A A L Ly L2 Aw

Seasonality
A A 2 L L L2 Aww

Promotions

A A A L Ly L2 Aw
Supply chain

A A A L Ly L2 Aw

Distribution channels
A A A A LA S 255wy

Customer feedback
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PRICE POINTS, RANGE DEPTH & BREADTH




World-Class Africa

World-Class Brands
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World-Class Africa
Local Provenance & Experiences
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World-Class Africa
Endorsements / Aspirational




World-Class Africa
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Marketing & Promotions

DUTY-FREE INFLIGHT SHOPPING

107

Armani Exchange Disney
Gisada L'Oreal Reflex Active
Michael Kors Marc Jacobs
Timberland Viktor&Rolf

OVER
NEW BUYS
ONBOARD

AFFORDABLE LUXURY SHOPPING FROM THE COMFORT OF YOUR SEAT
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