prague city tourism

prague, ﬁ
premium destination
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strategic shift

In exchange for a

higher local stay tax,

the client expects
A satisfied client is adequate service
spending money

%

2

customer
service

The revenue from the tax subsidises
the support of the brand

Premium customer service contributes

to a positive destination brand Quality brand destination attracts

premium clientele

A high-quality brand creates an
expectation of superior service

Cushman & Wakefield



prague city tourism

systematic rebranding

CZK 26 miillion is earmarked for campaigns such as Prague.eu, In Prague as
at Home, and Enjoy Respect Prague.

An additional CZK 31 miillion is allocated to support products and services
targeted at premium clientele.
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the luxury segment is growing
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the luxury segment is growing
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the luxury segment is growing
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the luxury segment is growing
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official city partner

Membership in the partner
program is an extension
of the standard level of

cooperation with hotels, in

which PCT provides basic

prague city tourism

B2B services for all entities.

Based on partnership
members have increased
marketing support, access
to sales of PCT products and
services, access to statistics
and reports.

We currently work with
36 hotels.



prague city tourism

official city partner

prague

A accommodation where to stay  offical city partner

official city partner

list of accommodation =

hotols hotoss

almanac x alcron prague art deco imperial hotel

hoteis
clarion congress hotel clarion hotel prague city
prague

for partners

augustine, a luxury
collection hotel, prague

hotats

clarion hotel prague old
town

Q search anlogin @ englsh gy

hotols

botanique hotel prague

-5

comfort hotel prague city cosmopolitan hotel prague
east e




city tax must grow

2019 2022 2023
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model of the local stay

tax when it is increased
person/night person/night person/night person/night person/night to 100 and 200 crowns

Cushman & Wakefield 11

£
0
- 4
=2
0
it
£ 500 mil. 348 000 000
o
o
=
o)
®
-
S



city tax must grow
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tourists change their behavior

Traveling for gastronomic experiences. Large sports events are also key driver.

Wellness travel has grown in , ,
Literary tourism as a new phenomenon.
recent years.
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prague — city of secrets

praha mésto
tajemstvi
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APPENDIX



Understanding travelers' needs and motivations will unlock new
opportunities

Foctren LIVE

2024 Champions League Final, London:

- - i --~ Spending in restaurants and bars within a 3km radius of the stadium rose by
g 7.4%.

= Cross-border spending was 67 times higher than on a typical weekend.

SR UEFA Euro 2024 Final, Berlin:

Restaurant and bar spending surging 130% within a 3km of the stadium.

Driven by cross-border spending (21.7 times (2,170%) higher within a 3km
radius)

Spending remained 4.6 times (460%) higher within a 10km radius.

Adele and Taylor Swift’s Tour 2024, Munich

Adele’s first two concerts in Munich generated a real ‘Funflation’:

Spending on accommodation in Munich skyrocketed by 57% vs previous
year

Taylor Swift’s two Eras concerts in Munich drove a 43% increase year on

vvoar in accrammadatinn ecnandinAa




TOURISM HEAT MAP

High concentration of tourism activity - London vs Prague

LONDON

WALHAM WORLD:S

Source: TopPlace Avuxi (not same scale), orange are popular sightseeing areas
(Popular means the most loved and relevant places, as agreed on by tens of thousands and sometimes even millions of people. TopPlace™ algorithms analyze billions of user-generated geo-tagged signals, regularly indexed

across 70+ public sources.)
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