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I. Methodology used for the analysis of social impact

Methodological scheme that will be used to develop the analysis of the impact on the lives of people belonging to the

target group, as a result of their interaction with the company:

Review of the .
LINRE 2SO

conceptual scheme
and stages.

Analysis of the
relationship
between the
results of the

stages with the

impact on the lives
of beneficiaries

Review of results
and targets from

Stage

Impactanalysis

and case studies b
income and
poverty levels




ii. Considerations for the analysis.

Thefollowing factorsmustbe consideredin order to understandthe analysisof the interventions'impact

\%
\%

< <<

Vv
Vv
Vv

t NP 2dei@dd i July2019to June2020.

Periodin which the evolution of the processindicatorswill be analyzedd & (i Ire3 Bt Q@ztober2019to June2020 Thesedateswere chosenbasedon the
implementation and executionof the LINR 2 SaQdesadd it hasa period of preparation and implementationof the first strategies In order to have more
monthsfor the analysisjt wasdecidedto movethe measuremenbf the evolution of incomeandyvisitsto October,becauseDecembelis a statisticallyatypical
month and, therefore, it shouldnot be takenasthe initial point of comparison

Baselinemonth to determinegrowth rates October2019

Deadlinemonth for the comparisonof processindicatorso & G re3uiEiine202Q

Deadlinemonth of comparisonfor the results indicators (visits and income) February202Q This decisionwas made becauseof the declaration of an
international health emergencyin February202Q thus, Ecuadordeclareda nationwidelockdownand a state of emergencyon March 13th, 2020 Asa result,
there was a prohibition related to LJS 2 LdhoSil2dtionand 0 dza A y &paratiGnaf6 approximately3 months, during this period the country's economic
dynamicswere paralyzed Basedon the fact that these months were atypical,the analysisof the growth in visitors and income of the beneficiariesof the
project will be held betweenOctober2019and February2020 when businessesvere openedto the public. Additionally,we analyzedwhat happenedin June
2020 becausesome smalltowns were ableto return to their commercialactivity in this month, with reducedattention. It is important to mention that the
impact of Covid19 is extremelystrongin Ecuadorthe death toll and the infectionsdemonstratethat A (it @nost affected country in the region, so, in this
country the health crisisstill remainsuntil the daythis report waswritten.

Universeand target group for impactmeasurement 240 smallcataloguedactorsby GoRaymin the first semesterof the intervention. Thisdecisionwasmade
becausethe processof cataloging,exposingand promoting small cataloguedactorshasan implementationand executiontime. Moreover, accordingto the
theory of the microomoments of tourism (Dreaming,Planning,Booking,Living),it takes a few months since the tourist promotion of a small actors or
destinationcausesan effective purchase therefore, the effectsof the intervention canonly be measuredin the group of smallcataloguedactorsin the first
semestersincethe intervention with them hascompletedthe time neededto haveresults It doesnot happenwith all the smallcataloguedactorscataloged
in the secondsemester their measurementshould be made at dates after the delivery of this report. However,to have stronger results, the samplewas
expandedto 20%

Samplesize 20%

Objectiveof the socialimpactanalysis Toanalyzethe reductionin the incomegapof smallactorsof poor smalltowns versusnon-poor smalltowns.
Comparisongroups Thetarget group will be divided accordingto its geographicalocation and the level of cantonal poverty, establishedby the National
Institute of Statisticsand Censuf Ecuador(INEC)

,@)‘Rogmi



lii. Baselines

V  Inthe world, 70% of tourists choosetravel destinationson the internet. However,in Ecuadorthere is a practicallynull percentageof smallactors
of tourismthat start their online businesgelationshipwith their potential clients

V  In Ecuadorthere are 30 tourism promotion platformsthat havea significantaudience but only 13 of them promote smallactorsof tourism and
only 4 totally promote smallactors of tourism (GoRaymand its 3 additional platforms that work as a subscription) 2 platforms exposethem
betweena 67% and a 57% 7 exposethem in muchlower percentageqrangingfrom 11%to 33%), and the rest have zero percentexposureto
smallactorsof tourism. Besidestheir exposureis extremelylow, and the impactof their promotion is worthless Therefore,in generalterms, in
Ecuadoismallactorsof tourism are not benefitedandare not consideredoy mosttourism promotion platforms

In Ecuadoreachpublicor private actor makesindividualefforts that do not achievesignificantsuccess
Thelevelof povertyin the smalltowns where smallactorsof tourism are locatedaffectstheir incomelevel
Most smalltourism actorsdo not haveenoughmoneyto payfor anadvertisingcampaignn massmedia
Theavailabletourisminformationin Ecuadoidoesnot makethe smallactorsvisible

Theconcentrationof tourists in somedestinationsmight causeenvironmentalimpact

In Ecuadorfourismrepresents2%of the GDF(in the world it representsthe 10%).

Ecuadompromotesa selectgroupof destinationsto specificgroupsof tourists.

<K <K K< K K K <K <

In Ecuadorthere is neither awarenes®f the importanceof promotingsmalltourism stakeholdersnor ideaof the positiveimpactthat this brings
to the developmentof communities

<

Newtypesof tourists appeared and new marketsemergedduringthe lastdecade

<

Thetourismindustrywastransformedasa result of collaborativeeconomy

V  TheEcuadopolitical division RegionsProvincesCantonsParroquiasForthis analysis,smalltowns correspondo cantons

,@)‘Rogmi
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1.1.Definitionof the LINR 2staged Q A

Poverty
. Increase of reduction by
visitors / the economic consumption
clients to their income of the of small

Increase Iin

entrepreneurships beneficiaries actors of
tourism in

benefited

small town

STAGE D .
Co@Raymi

Efficient CHANGE THE LIVE
promotion of of the smallestactors

small actors in the tourism industry
and

STAGE A: destinations
Cataloging and
exhibition of
small actors of
tourism andless
positioned
destinations
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1.2.Theories oChangewe intend to demonstrate.

Theories ofChangewe intend to demonstrate on eaclstage

_ STAGE Al To exposetourism stakeholdersand less positioned destinationsin tourist information on the
Cataloging and exhibition of small actors ¢f Internet mmp It will distribute tourists to more destinations

tourism andlesspositioneddestinations

the world new destinations,with new experiencespromoted by smalltourism
It will transform Ecuadoiinto a more attractive destinationfor a growinguniverseof international

n the world of tourism and let them know the importance of promoting small
tinations mmp It will generatea sustainableprocesshat benefitstheir areas

ativetechnology msp It will improvethe resultsof
will allowto positiontheirsterritories andtheir country,

C’G'Rogmi "Technologicalplatforms, based on the collaborative economy, can improve the
“Nip commercialconditionsof the smallestactorsin the tourismindustryand this, in return,

CHANGE THE LIVES . . . L
can be transformedinto tools for the constructionof sustainableterritories and for the

of the smallest players REDUCTIOBEPOVERTY"

in the tourism industry
Go@Raymi 10



1.3.Monitoring metrics for impact assessment

Process Indicators:

STAGE A: A Number of Cataloging and exhibition of small actors of tour{@arget:480).
. — A 1) Monthly evolution of the scope of the promotion of small actors, in the traffic generated by the 20 most suct
Cataloging and exhibition of small actors ¢f tourism promotion platforms in Ecuador
tourism andless positionedlestinations A 2) Monthly evolution of the traffic obtained, by 20 less positioned destinations in GoRaymi.com

Monthly evolution of the international audience (20 countries) obtained by geography and demography.
rget:Overcoming Peru and Colomhia
olution of national and international users interested in small destinafjtarget:350,000 active users).

ion of the satisfaction level of the training process and technical support rec&éarget{90%
n and technical support).

ined, by individual efforts Vs GoRaymi efforts, in 10 destir(@aoget:

arial{fesrget:Overcoming other platforms)

Result indicators:

69R09m| ﬁ 6) Monthly evolution of visitors received by the beneficiaritarget:50% increase).
7) Monthly income projection of the catalogued actofanget:50% increase),
CHANGE THE LIVES 1) Monitiy income pro) 0 (Geto0% increase)
mpact indicator:
of the smallest players A Impact on poverty reduction measured by consumption, in the group of small and economically vulnerable ac

in the tourism industry

Go@Raymi 11



1.4. Expected relationship between the results of the process indicators and their impact.

/

STAGE A

STAG E B oF-irst place in the audience ranking of Ecuador and the American
and C continent.

\

owLCataloging of small actors of tourism and efficient exhibition.
oExponential increase in the reach and exposure of sactdirs.

oExponential increase of traffic from less positioned
destinations.

uExponential increase of the national and international audience of
GoRaymi, reaching approximately 450,000 users.

wincreasing awareness among citizens about collaborative work for the
tourist promotion

uwincreased traffic in destinations positioned by GoRaymi compared to

A PA\€1=2p) individual efforts.

oNational and international positioning
uSearch Engine Positioning, Better results in the engagement area /

Result Increase in visitors/clients to their entrepreneurship
Increase of the economic income of the beneficiari

he reduction of s mal | actor s

Impact on poverty reduction measured by consumption, in the group of small and economically vulnerable acto

c7C,>“s§\)l?czgmi
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1.5.Theoryofmicrer 2 YSY G &4 2F G2dzZNAEAY FYyR.D2wl&8YAQa STTAOA

For a better understandingof the logic of operation of the phasesof this project, and the terms in which the promotion is expectedto have resultsand increasethe income of the
beneficiarieswe haveto knowthe & ¢ K So mMidro-momentsof (i 2 dzNJXhisMigory explainsthat every promotion or marketingcampaigninducesa behaviorpattern in the tourist
known as"micro - momentsof tourism". Theyalwaysstart with a Googlesearchand their workflow dependson the experienceof the userthat providesa page Thesemicromoments
are: Dreamingof new experiencesPlanninghew destinations Bookingthe bestoffers; andLivingthe experience Thesemicro-momentsdevelopasfollows:

© Dreaming
You'll remember the © Planning
ideas you saw in The list of travel © Booking
Tourismactivities are advert.iSing and start Options you dream of Now that you have a °L|V|ng
expensive and projected Gseari:hmg f?r thefm on will take you backto  destination that meets  when the tourist is D2wlayvYioa &
in a long term, for that cogle, until you form a Google, now to your expectations, already at your allows users to
reason, it is necessary: . list of compare the you'll return to Google  destination, they will ml : d
ravel options advantages obne in search of offers and return to Google in <'=Dn experience an_
Theunexpected destination vs. promotions that search of information: S accelerate the micro
arrival of the O 0,0 o anotherdestination. benefit you Where to eat, what to S ITEIE NS O TR,
desire do? or what to visit? o) 9_0'”9 b(_ayond
c traditional sites. All of
Resolvethe doubt o its sections promote
choice o D small actor of
(planning), * a tourism, showing first
o o = hand options about:
Achieveinvestment ) where to eat, what to
efficiency 3 do, what to buy. This
(booking), g accelerates the
) 3 conversion from the
and satisfy the Q promotion into an
yearning to take n effective purchase
advantage of every o from a small actor of
invested dollar =) tourism.
(living) | | |
days months —-- years -=———--—-- 6months ——-- JTmm 4 months -——--— t———— 2weeks -———- S hours -—==—-—————

"Advertisingcanbarely set ideasin the tourist's mind"

c’?Rogmi 13



1.6.0ur useffocused design

GoRaympositionsits content in searchengines
and its prediction algorithmsmakeit a powerful
smart promotion showcase Our userfocused
design with low loading times is adaptable to
mobile devices,and A (c@tantly checkedand
improved Our technology stops tourists from
wasting time on typical searching tasks or
manipulation of menus, offering directly the
information related to their interestsand needs,
reducingtheir effort on planningatrip.

Y .
,@Roqml

Tourism
actors

workingin the
destination
your are lookingfor

Discover
All natural attractions of ”
the destinationyou are /
looking for
/ Everythingwhat a
| tourist find on the
‘ 1st page of search
\ results
Learn
the traditions and ~
culture ofthe ~ e ™
destinationyou are
looking for
Live
All the tourim
experiencesoffered by
the destinationyou are
lookingfor

Business
directory

of tourism suppliersthat
opérate inthe
destinationyou are
lookingfor

Marketplace

of all availableoffersin
the destinationyou ar
lookingfor
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1.7.Collaborativavork

"Timeshave changed,we live in a world of marketing where digital
contentsrule, this reality is presentin tourism as well, so we needto
overcomechallengeselatedto the productionof promotionalcontent
andthe high coststhat it implies

GoRaymiuses a proven collaborative work methodology, which
createsa oCollaborative/ A NJhat @ltows the participation of all
tourism actors, assigningthem a role and letting them generatea

technologicalecosystemunder constantimprovement In exchange,

they receivetoolsto achievetheir particulargoals

The Collaborative Circle generates elements for research,
cooperation,developmentpolicies,employmentandinvestment

The role of stakeholdersis fundamentalin this cooperation circle,
since they can be part of the digital enlistment to promote their
territories.

Y .
,@}Roqml

Collaborativecircle

ACADEMY
,aANDNGOS~~\
/’ C 1 ~
’, uration of S
/, content S
CENTRAL FREE SAAS LOCAL GOVERNMENTS
GOVERNMENT Tourism promotion
Big Data / Quality Stamps ~ =USilit Piomosten . SAAS SUBSCRIPTION

SAAS SUBSCRIPTION!igjsiies: tiristiies “

: 1

I - I

\ ©Raymi -

! - J Small
Industry MBKERIACE ACTORES
TOURISM ONIiNe TOURISM
Marketplace and/or Digital
Promoti _

Comrrr?irsns(i)olgr:( sale enlistment

and/or SUBSCRIPTION ,FREE SAAS
SAAS » e
*~ Citizenship =
Social
intelligence
FREE SAAS
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Review of results and achievement of Targets of the
Stage A: Cataloging and exposure of snaailorsof tourism
and less positioneddestinations.
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2.1Definition of territories where the cataloging of small actors of tourism was developed during the first semester

2.1.1. Selectioncriteria for the intervention areas:

A Toselectthe intervention areasand small cataloguedactors, the starting point wasthe geographical
divisionin regions in other words, the large territorial divisionof Ecuadorin regionsthat have the
samegeographicglimatic, historicaland cultural characteristicsbut are different in the administrative
part. In the caseof Ecuadorthe regionsare: Costa,SierraOrienteandInsular

/ MULTIVARIATE POPULATIO
>R TYPOLOGY MAP

A Toselectthe region,we considered
A Regionmith agreaterpresenceof smallcataloguedactors
A Regionaith agreaterpresenceof destinationsnot sowell positionedin the tourismindustry.
A Amapof Ecuadowasreviewed,andit showeda & Y dzf § Ap@pulbtibrtypofbgyat the parroquial
t S J8,the fallowingvariablesare requiredfor our study:
A Todeterminethe "presenceof smallcataloguedactors", the "ManufacturingSMEgsmalland
mediumsizedenterprises)yndcrafts" wasconsideredasa simile of the variable
A Todeterminethe & LJ2 & A dfkoRnStARYSHA G A v thdioAt2ydahERbE X & KarighBwas
consideredasa simileof the variable
A Basedonthe analysisof the dparroquialpopulationii & L#8séwasthe conclusioraboutthe Regions
A Insular they do not have a significantpresenceof ManufacturingSMEsand handicrafts,and
althoughthey havea populationdedicatedto tourism andfishing,their populationpresences
minimal
A Oriente they do not havea significantpresenceof SMEManufacturingand crafts, or Tourism
andFishing
A Costait hasa concentrationof communitieswith the presenceof tourism and fishing, which
are alreadypositionedasthe SpondylusRoute
A Sierra It isthe regionthat concentrateshe largestnumberof populationwith the presenceof
manufacturingSMEgsmalland mediumsizedcompaniespndcrafts

Oriente
Region

SinInfo
)% Urbanos

[[]  Marufactura PYMES y atesania
[(J@r Campesinos pobres estibaciones
[J% Campesinos pobres zonas altas

[[1% Hacienda minifundio peoletatizacion
[]% Tuismoy Pesca

[ Ganadena Extensiva

[[]° Colonos y poblaciones indigenas

[[J  ActNoAgricolas y mineria

[[]¥ Colorizacion Sesvicios y Sect Publico
(1% Agricultura Intensiva basada en Riego
’ Fuente: Instituto Nacional de Estadistica y Censos

Go@Raymi 17

A In this context, it was decidedto start with the Sierraregion, sinceA (itlf2%ne with the greatest
presenceof smallactorsandthe greatestpresenceof turistic destinations /




2.1Definition of territories where the cataloging of small actors of tourism was developed during the first semester

2.1.2. Selectioncriteria for the intervention areas: POVERTY NATIONAL LEVEL BY CONSUMPROYNCES

. . . . . _ - Medium-short-term poverty
A Onceit wasdefinedto start catalogingthe Sierraregion,the next level of grouping Qﬂ-—
Q. o
o “

(medium territorial division) was analyzed, according to the political and (monetary poverty
administrativedivision,or Provincdevel

A Consideringthat one of the objectives of the project is to contribute to the
improvementof the smallactorslife conditions it was determinedthat one of the
variablesthat could be related to the socialimpact of the project is the medium -
shortterm povertylevel(monetarypoverty)per province

A Inthis context, to seethe relationshipthat could existbetweenthe poverty level of s
the benefitedprovincesandthe resultsof the projectintervention, it wasdecidedto
choose the provinces with the highest concentration of populations with
a Yl y dzF | SMEsiNikandicraftsé and with different levelsof poverty in the .
Sierraregion (Seeprevioussection) With thesecriteria the following provinceswere
selected

Poverty | Poverty

Selection reason
Level rate

Province

It is the one with the highest concentratior
11,8% a of parishes with manufacturing SMEs andl
23,3% handicrafts among the provinces with a loy
level of poverty.

Pichincha Low

% Pobreza
0,0-11,7
1,8-233

P 234-350

B 35.1-46,7
46,8 -58.4

==
Y tona no delimitada
18

Source Encuesta de Condic.ones de Vida,

It is the province with the highest level of 2014. Author. Instituto Nacionalde
poverty and it also has parishes with Estadistica y Censd8/EC, Banco Mundial.
manufacturing SMEs and handicrafts

46,8% a
58,4%

Chimborazo




2.1Definition of territories where the cataloging of small actors of tourism was developed during the first semester.

2.1.3. Selectioncriteria for the intervention smalltowns

A

Oncethe provincesfor the intervention were defined, the next level of
grouping (small territorial division) was analyzed, according to the
politicalandadministrativedivision,or the cantonallevel

Basedon the fact that GoRaymialso intends to influence the levels of
economicinequality in the tourism industry, it was decidedto use the
levelsof inequality (GiniIndex) existingin the selectedprovincesasthe
cantonalselectioncriterion.

Amongthe selectedprovincesfirst it wasdecidedto catalogthe:

100 of smalltowns in the provincewith the highestpoverty levelin the
country (Chimborazo)sinceall of their smalltowns have a high level of
inequality

100% of smalltowns in the province of medium poverty (Tungurahug)
sinceall its smalltowns havea highlevelof inequality

25% of smalltowns in the provinceof low poverty (Pichincha)sincethe
level of inequalitywas consideredfor the selectionof smalltowns in this
province,choosinga canton with a very high level of inequality (Quito),
and another one with a level of inequality similarto that of the other
provinceg highlevelof 0.30to 0.39); in orderto havecomparisonpoints.

c79‘:.:,\)Rogmi

Carepy

Esmeraldas

imbabura

SantoQae
de los
Tséchilas

4
Vi

Manabi Z Cotopaxi

Tungurahua
Los Rios

Baolivar

Morona
Santiago

Zamora
Chinchipe

Y

SourceEncuesta de Condiciones de Vida, 2@#hor:
Instituto Nacional de Estadistica y CentldEC, Banco Mundial.

Coeficiente de Gini

Sucumbios

Orellana

0,00 - 0,10
0,11-0,20
0,21 - 0,20
0,30 - 0,30
0,40 - 0,49

fona no delimitada

GINI INDEX FOR CONSUMPTION AT THE CANTONAL

It is used to calculate the incomg
inequality that exists among the

citizens of a territory.

The value of the Gini

index is between 0 and

1, with zero being the

maximum equality and

1 being the maximum
inequality

U
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2.1Definition of territories where the cataloging of small actors of tourism was developed during the first semester.

2.1.4. Provincesand small towns chosento start the cataloging
processin territory.

Basedon the criteria definedin the previoussections the following provinces
and smalltowns were determinedto start the catalogingprocessin territory.
Thesocialimpactof the intervention will be measuredaswell.

3 Provinces | % of intervention in the province Small towns
Mejia
(20f8) Quito (DMQ)

Cevallos

Tungurahua 100%
9 (9 of 9)
Pillaro
Quero
Tisaleo
Alausi
. 100% Cumanda
Chimborazo (10 of 10)

Guano

Penipe
Riobamba

Go@Raymi



2.2Characterization of the chosemall towns fothe cataloging of small actors during the first semester

2.2.1.Demographicand socioeconomiaharacteristicsof the chosensmalltowns with initial catalogingin the territory.

Accordingto the objectivesof the project, the main aim wasto selectsmalltowns where socioeconomiconditionsneedto be improvedfor the catalogingintervention. In addition,
the country'scapital (Quito)wasincludedin orderto havea point of comparisonin the impactof the project

Table: Main characteristics related to the nature of the Project and gmaall towns selectedor the initial cataloging in the territory

Geographic location Demographics Socigeconomic features
Smaltown Names Province Size of destination or territory Population size Poverty by consumption level | Inequality levelby consumption
1. Mejia Medium (1.0032.000 km2) Low (18,3 36,4)
2. Quito (DMQ) VeryLow (0,0¢ 18,2)
3. Ambato Tungurahua Medium (1.0032.000 km2) Low (18,3 36,4)
4. Bafos (BAS) Tungurahua Medium (1.0032.000 km2) Small ( < 100.000 Hab.) VeryLow (0,0¢ 18,2)
5. Cevallos Tungurahua Small (< 1.000 km2) Small ( < 100.000 Hab.) Medium (36,5¢ 54,6)
6. Mocha Tungurahua Small ( < 1.000 km2) Small ( < 100.000 Hab.) Low (18,3 36,4)
7. Patate Tungurahua Small (< 1.000 km2) Small (< 100.000 Hab.) Medium (36,5¢ 54,6)
8.Pelileo Tungurahua Small ( < 1.000 km2) Small ( < 100.000 Hab.) Medium (36,5¢ 54,6)
9. Pillaro Tungurahua Small (< 1.000 km2) Small (< 100.000 Hab.) Low (18,3 36,4)
10. Quero Tungurahua Small ( < 1.000 km2) Small ( < 100.000 Hab.) Medium (36,5¢ 54,6)
11. Tisaleo Tungurahua Small (< 1.000 km2) Small (< 100.000 Hab.) Medium (36,5¢ 54,6
12. Alausi Chimborazo Medium (1.0012.000 km2) Small (< 100.000 Hab.)
13. Chambo Chimborazo Small ( < 1.000 km2) Small ( < 100.000 Hab.)
14. Chunchi Chimborazo Small (< 1.000 km2) Small ( < 100.000 Hab.)
15. Colta Chimborazo Small ( < 1.000 km2) Small ( < 100.000 Hab.)
16. Cumanda Chimborazo Small (< 1.000 km2) Small (< 100.000 Hab.)
17. Guamote Chimborazo Medium (1.0032.000 km2) Small ( < 100.000 Hab.)
18. Guano Chimborazo Small ( < 1.000 km2) Small ( < 100.000 Hab.)
19. Pallatanga Chimborazo Small (< 1.000 km2) Small (< 100.000 Hab.)
20. Penipe Chimborazo Small (< 1.000 km2) Small ( < 100.000 Hab.) Medium (36,5¢ 54,6)
21. Riobamba Chimborazo Small ( < 1.000 km2) Low (18,3 36,4)
SourceInstituto Nacional de Estadisticas y Censos (INEC) del Ecuador




2.2Characterization of the chosemall towns fothe cataloging of small actors during the first semester

2.2.2.Percentage weight of demographic and socioeconomic

characteristics of the intervention small towns with initial Province Small towns Povertly level by consumption

1. Mejia
(20f8) | 2. Quito (DMQ

catalogingin the territory.

Asseenbelow, a majority of smalltowns with a smallpopulationwere chosenfor being
beneficiariespecausehey representlesspositioneddestinations

For the impact analysis,small towns with different levels of poverty were chosen,in 4. Bafios (BAS)
homogeneougroups,in order to analyzeexistinggapsbetweenthem, so the following 5. Cevallos
were chosen Tungurahua
V 34%of smalltownswith low andverylow povertylevels, 100%
V 33%of smalltownswith amediumpovertylevel, (9 of 9small
V 34%of smalltownswith highandveryhighpovertylevels towns)
9. Pillaro
: — : 10. Quero ) a3
Size of destination or territor -
: Y 11. Tisaleo TUNGURAHUA
Small Medium Large - don
(Less thari.000 km2) | (1.001 a 2.000 km?2) (More 4.000) _ f P
71% 24% 5% 12. Alausi
Populationsize
Small Medium Large Chimborazo FERESE
(menos de 100.000) (100.001 a 400.000) (més de 2.500.000) 100% ClTETRA
81% 14% 5% (10 of 10small

Povertylevel by Consumption towns) . Guano

VeryLow Low Medium

(0,0c18,2) | (18,%36,4) | (36,5 54,6)
10% 24% 33%

CHIMBORAZO

16

. Penipe
. Riobamba

, N .
UE@Rogml



2.3.Cataloging of small actors of tourism in the territory:

2.3.1. Numberof smallcataloguedactorsclassifiedby smalltown and characteristicsof the intervention during the first semester

Poverty level by consumption

Results achieved

Features of GoRaymi's intervention in the first 240 catalogued

Small towns Province Numberof small # Replicator Catalogued actors rang

catalogued actors by # pageviews

1. Mejia 1 Low (1) Low (1 ab)

2. Quito (DMQ) 20 High (6)

3. Ambato Tungurahua 11 Medium (2)

4. Bafios (BAS) Tungurahua 14 No

5. Cevallos Tungurahua 11 No Low (5.001 a 10.000)

6. Mocha Tungurahua 6 No Low (5.001 a 10.000)

7. Patate Tungurahua 33 Low (1)

8.Pelileo Tungurahua 9 Low (1) Medium (6 a 10) Medium (10.001 a 30.000)

9. Pillaro Tungurahua 9 No Medium (6 a 10) Medium (10.001 a 30.000)

10. Quero Tungurahua 4 No Low (1 ab) Low (5.001 a 10.000)

11. Tisaleo Tungurahua 8 No Medium (6 a 10) Low (5.001 a 10.000

12. Alausi Chimborazo 5 Low (1) Low (1 ab)

13. Chambo Chimborazo 12 Medium (2) Lower(< 5.000)

14. Chunchi Chimborazo 4 Medium (2) Low (1 ab) Low (5.001 a 10.000)

15. Colta Chimborazo 5 No Low (1 ab) Medium (10.001 a 30.000)

16. Cumanda Chimborazo 3 No Low (1 ab) Lower(< 5.000)

17. Guamote Chimborazo 5 No Low (1 ab) Lower(< 5.000)

18. Guano Chimborazo 23 Medium (2)

19. Pallatanga Chimborazo 5 No Low (1 ab) Lower(< 5.000)

20. Penipe Chimborazo 9 No Medium (6 a 10 Medium (10.001 a 30.000

21. Riobamba Chimborazo 23 High () ﬁ

Smal catalogued actors: 240

Go@Raymi
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2.3.Cataloging of small actors of tourism in the territory:

2.3.2. Percentageweight of the characteristicsof the Cataloguedactors

intervention in the target group during the first semester (First semester)

Cataloguedhctorsrange %
Higher (more than20) 14%
High (11 a 20) 24%
Medium (6 a 10) 24%
Low (1 a 5) 38%

Visibility at GoRaymi

Visibility Visibility Visibility Visibility Visibility
Lower Low Medium High Higher

19% 24% 19% 29% 10%

# Replicators

Smalltowns with Replicators | Smalltowns without Replicators

48% 52%

Go@Raymi 24



2.3.Cataloging of small actors of tourism in the territory:

Typeof cataloguedactor AgeRange
Artisan Cultural Gastronomic Tourist 22-24 | 2534 | 3544 | 4554 | 5564 | 65+
13% 8% 26% 3304 2% | 17% | 33% | 26% | 20% | 4%
32 19 110 79 4 40 78 62 47 9
Catalpgue@ctorsyvorking
PopulationSize Gender with their relatives
Lesghan 100.001 a More tan Total Male Female No Yes
100.000 400.000 2.500.000
35% 65%
69% 23% 8% 100% 50% 50% 84 156
165 55 20 240 120 120
TYPBEOF TOURISM VENTURE
Gastronomical | Artisanal | Agrotourism Lodging VeIt Cultural Adventure Communlty
resort Tourism Tourism
46% 13% 9% 8% 2% 8% 8% 5%
110 32 21 20 5 19 20 13




2.4.Resultof catalogingsmallactorsof tourism

First semester Second Semester Total Beneficiaries
S
PR
240 small catalogued actors 310 small catalogued actors 550 small catalogued actors T
, ~
St = \
(l‘
G
y ¢
5 o - 0o - ! I
Beneficiary Provinces Small actors Beneficiaries . === Py
1- 5 3 & o
[ . ) :
Ollbarra 01Sigsiloma 01 Urcuqui 04 Otavalo 01 Shanshipamba04 Cotacachi I/ \:7—_\ w h hh . R <
01 Yaguarcocha01 Zuleta 02Tumbabiro 01Peguche  OLElCalvario  01Plaza Gutiérrez v e Pichincha Wl ey o -
I m babura 34 01El Chota 04 Chachimbiro 01 San Rafael 01 Sigsipamba 01 Gualiman ,’, “Santo - . o : A P, or
01La Esperanza 02 Timbayacu 01M. Acosta  03Antonio Ante e TS b Y?‘ ) N -
v . : . / Domingo+-- , ; N
2 = 17 Machachi 01 Porvenir 01 Uyumbicho 22 Quito 07 P. Moncayo _ Iz = Fd ’ 4 . - =
Pichincha 53 03Aloasi 02Tambillo \ USR] D’ - I
\ AT [t A ~ - --
34Latacunga 02 Guaytacama 10 Pujili 0llLaMana  03Sigchos 14 Salcedo /‘ = e ,’.' L s W :\ Orellana
C . 97 01Toacazo 02Pastocalle 01 Quilotoa 01Wuayacan 01 Pilapuchin 01 Panzaleo ] /,' - Pu .' :'g ) 3 »
aX 01Yugisloma 01Sacharuna 01Zumbahua 02Moraspungo 05Chugchildn 01 Yanayacu eyt (el +7 8 of 3 S =y ~
Otop I 01Brazales 01P. Nacional 01Wiracocha O6EIl Corazén 03 Saquisili 01 Mulliquinguil 24 ; ’//' Y COtOanP 3'1 ,:‘« =~ . ]
01Canchagua 01 Mulalillo \ =7 L urahua et S ez
- / - - Doy Vi 4
02Teran O1P.Urbina  01S. Vicente 04 Tisaleo 02Quero 03 Sucre e S ' VA r bads b R
01San Vicente 01Quisapincha 01San Martin  01San Vicente 01V. Hermoso 01 Poatug ) X ~ o CIRLP 0e® T
01S. Miguelito  02Pinllo 02 Runtdn 01San Juan  01Salasaca 22 Patate ) v i z A Ry o
Tu ngu rahua 145 01Quillan OlAtocha  02RioVerde O01Quinchicoto 17Pelileo 03Los Andes ¢ g ; Bolivar .‘.: < s Pastaza
05Pillaro 30Ambato 01Puntzan 01Alobamba 01 Patuloma 04El Triunfo Y IS \\ ol _ Soste I 2
0OlLlanganates 01Ambatillo 01 Pondoa 01San Vicente 01Huambalé 01 Pinguili v S /‘, v ¢ i .' X Y
01C.Nueva 10 07Bafios 01Rumipamba 01 Yataqui 04Mocha :\S o \\\, ! d‘himboraZO
anta -, RN SR =i
01 Tunshi 06 Calpi 01Urbina 01San Martin 01 Shungal 03S. De Quito - Eleha 5 :*‘ -\; . o g
03San Juan 01Cacha 02 San Andrés 04 Guamote 01S. Sebastian 01La Esperanza le o {5 i ool MER ’ Seq Y
0 50Riobamba 06 Penipe 03 Punguili 01Saskines  02Pusuloma 01Colta ot S 4 0 ) R A N .
Ch Im borazo 177 02Licto 0lCandelaria  02Los Elenes 01Tolte 01 Asactls 09 Pallatanga . 54 /’;P /'\ B o T
01Lican 05 ElHighr 01 Providencia 01 Sibambe 19 Chambo 01 Lugmapata \_\ il Tl ] s e
01Flores 01Releche 24 Guano 07 Alausi 02 La Victoria 02El Ingenio L P SN 3 Samd’™s i
03 Calshi 01 Cascajf 04 Chunchi , ol \ \oo
s 4
./~ Azuay ; s
. , i T i i i
Santo D0m|ngo, BOIIVar’ Azuay’ 07Mera 07 Shell 05Santa Elena 08 Gualaceo 02 Guaranda 01San Cristébal ,;,’I A//’ : < :
1 1 01El Kilo 01Madre Tierra 04 Salinas 01 Sto. Domingo 01 El Coca L Sy ; - |
Santa Elena’ Zamora ChInChIpe’ 44 01 Gigantes 01Llanganates 03 Libertad 01 Zamora f\) / s /"_} : ‘L1 \\l 1
2 - Vo8 . 1
Orellana, Pastaza, Galapagos 3 L. M) G L . |
' . { Zamora S R TR :
. \ v £ N E 5 - S ( 1 1
o \ 1 - > ~__F -
13 Provinces 550 170 Smalltowns o jChinchipg I Bt
Y ] i '-~-77 Galapagos — |
- > 1
# . 1 P !
| 1

V 550smallcataloguedactors,exceedingthe proposedpurposeof 480 by 15%. {7

V 13beneficiaryprovinces representing54% of the country.
V 170smalltowns were beneficiated

N .
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2.5. Analysief the scope of small catalogued actors exposure in the 20 platforms of tourism promotion in Ecuador.

Theplatformsthat are consideredn the Monthly Rankingof SimilarWeb visitsfor severalmonths,andin the Alexacom Rankirg (which considersvariousfactorsto measurethe success
of a platform) were analyzed Fromthem, the 29 that occupiedthe first placesin variousrankingswere selected Theselectionof platformsthat havea percentageof promotion of small
actorsof tourism on their pageswasprivileged,basedon the needto measurethe scopeof promotion of smallactorsandnot just destinations Next, we havethe rankingsusedandthe

list of selectedplatformswith their respectivepercentageof smalltourism smallactorsof tourismexposure

TaTom o o9 oM
SOLUTIONS = TOOLS ~  PRICING | START YOUR FREE TRUAL]

gsin-”laerb Analyse any Website or App Q) woes Pricing AboutUs Login EM v GET STARVED
January 2020 February 2020 March 2020 Site Global Rank Global Reach %
Engagement Metrics Engagement Metrics Engagement Metrics
1 despegar.com.ec
© 323,267 ©« 259,330 ¥ z
B e 2 goraymi.com
= = -] ;
3 clubmiles.com.ec
® ]
4tame.com.ec
L]
5 gcuador trave
L P N
6 visjandox.com
L} o Viajancox.com
- 7 riobamba.com.ec
® = 8 guayaquile smidestino.com
- 9 trivapo.com.e ¢
. - 10 vizjala.com.ec
= 11 ecuador.com
12 tungurahuaturismo.com
- ®
» 13 ecuadorexplorer.com
* 14 feriadose cuador.net
L) $
15 solcaribe com.ec
® " ' o
: 16 ecuador-turistico.com
y e - .
= 17 guitotourbus com
4
ol 18 turismoaccesible.ec
- 19 nanmagazine.com
LR o
N 20 naturegalapagos.com
d LK - i
21 metropolitantouring.com
=
A = * 22 guitotravel.ec
- 23 wanderbusecuador.com
P N
= L 24 life-in-ecuador.com
“ > P 25 galapagosinformation.com
= . - 26 discoveringzalapagos org uk
= 27 gcostravel.com
28 banos-e cuador.com

29 visisecuador. com ec

30 visitaecuador.com

* Scopeof smallactorsexposure it isthe numberof timesthat a smallactorsoffer is shownon the screenof a tourism promotion platform.
Definition of * Monthly traffic: Numberof timesa pageis visited * Themost relevanttourism promotion pagesin Ecuador theseare tourism promotion
concepts:  websites,which are consideredin the first placesin the world rankingsthat systemssuchas SimilarWebor Alexadistinguish,becauseof
their numberof audienceor their quality.
Theplatformsthat are consideredin the Monthly Rankingof SimilarWeb visits for severalmonths,and in the Alexacom Ranking(which
considersvariousfactorsto measurethe succesf a platform) were analyzed Fromthem, the 29 that occupiedthe first placesin various
rankingswere selected Theselectionof platformsthat havea percentageof promotion of smallactorson their pageswas privileged,basec
onthe needto measurethe scopeof promotion of smallactorsand not justdestinations

How are the
20 platforms
selected?

Percentageof exposureof smallactors it is calculatedby dividingthe "Number of sectionsthat show offers of smalltourism actors" by the
"Numberof sectionson eachplatform"”. Forthis, all 29 web platformswere reviewedand browsedto determinethe numberof sectionsthey
own andto checkwhethereachone exposesmallactorsof tourism.

Estimateof times that a total tourist offer of small actorsis shown on the screen(Exposurerange of small actors) it is calculatedby
multiplyingthe & t S NI $fiexposaréf smalll O i BNt é b dzY of S that atotal tourist offer is shownon the screené.

Calculation
methodology

Platforms selected & % of exposure of smalls tourism actors

1.- goraymi.com (100% small catalogued actors exposure)

2.- riobamba.com.eq100% small catalogued actors exposure)

3.- tungurahuaturismo.com(100% small catalogued actors exposure)
4 .- viajandox.com(17% small catalogued actors exposure)

5.- trenecuador.com(14% small catalogued actors exposure)

6.- banosecuador.com(100% small catalogued actors exposure)

7.- guayaquilesmidestino.contb7% small catalogued actors exposure)
8.- goecuador.net(25% small catalogued actors exposure)

9.- turismoaccesible.e§25% small catalogued actors exposure)

10- otavalo.travel (67% small catalogued actors exposure)

11 - viajaecuador.com.e¢33% small catalogued actors exposure)
12 - quitotravel.ec (11% small catalogued actors exposure)

13- quitoadventure.com(14% small catalogued actors exposure)
14 - clubmiles.com.ec (0% small catalogued actors exposure)

15- cuencaecuador.com.ec (0% small catalogued actors exposure)
16- despegar.com.ec (0% small catalogued actors exposure)

17 - ecostravel.com (0% small catalogued actors exposure)

18- ecuador.com (0% small catalogued actors exposure)

19- ecuador.travel (0% small catalogued actors exposure)

20- ecuadorexplorer.com (0% small catalogued actors exposure)
21- ecuadorextremo.com (0% small catalogued actors exposure)

22 - ecuadorturistico.com (0% small catalogued actors exposure)

23- naturegalapagos.com (0% small catalogued actors exposure)

24 - quitotourbus.com (0% small catalogued actors exposure)

25- solcaribe.com.ec (0% small catalogued actors exposure)

26 .- trivago.com.ec (0% small catalogued actors exposure)

27 - turismo.gob.ec (0% small catalogued actors exposure)

28.- viajala.com.ec (0% small catalogued actors exposure)

29 - visitaecuador.com (0% small catalogued actors exposure) 27




2.5. Analysief the scope of small catalogued actors exposure in the 20 platforms of tourism promotion in Ecuador.

2.5.2. Evolutionof the scopeof the exposureand fulfillment of the objective:

The evolution of the estimate of times that a tourist offer of smallactors of tourism shownon the screensof the 20 most successfutourism promotion platforms in Ecuadoris
presentedbelow. Asshownbelow, GoRaymfulfilled its objective,registeringthe largestscopeof exposurefor smallactorsin the country. SinceSeptember2019 GoRaymcompletely
detachedfrom the group of platformsthat exposesmallactors,andits scopegrew exponentially(growth rate of 561%from Sep/ 19 to Jun/ 20), until reachingin June2020a range

of 2,449,220,

2.449.220 _
‘goraymi.com

GoRaymi: 100% of exposure and
nromaotion of small actors of tourism
throughout the platform.

1.874.949

g.851 1:261.442 1 558 f54

370.408 346,579

, riobamba.com.ec

258.514

158.786 3 1 170.119 | 152.722
‘ 120140 119,671 ‘ 04.412 |

88.031 59.1547 _
— tungurahuaturismo

sep-19 oct-19 nov-19 dic-19 ene-20 feb-20 mar-20 abr-20 may-20 jun-20

c7‘,’,‘:.:‘}Rogmi

- 1. goraymi.com (100% exposure of small tourism act)rs)

—2.- riobamba.com.ec (100% exposure of small tourism actrs)
—3.- tungurahuaturismo.com (100% exposure of small tourism actors)
—4.- viajandox.com (17% exposure of small tourism actors)

—5.- trenecuador.com (14% exposure of small tourism actors)

—6.- banos-ecuador.com (100% exposure of small tourism actrs)
—7.- guayaquilesmidestino.com (57% exposure of small tourism a:tor
——8.- goecuador.net (25% exposure of small tourism actors)

—9.- turismoaccesible.ec (25% exposure of small tourism a::tors)
—10- otavalo.travel (67% exposure of small tourism ac ors)

—11 - viajaecuador.com.ec (33% exposure of small tourism a:tors)
—12- quitotravel.ec (11% exposure of small tourism ac ors)

—— 13- quitoadventure.com (14% exposure of small tourism actors)

14.- clubmiles.com.ec (0% exposure of small tourism actors)

15.- cuencaecuador.com.ec (0% exposure of small tourism actors)
——16.- despegar.com.ec (0% exposure of small tourism actors)
——17.- ecostravel.com (0% exposure of small tourism actors)

——18.- ecuador.com (0% exposure of small tourism actors)
——19.- ecuador.travel (0% exposure of small tourism actors)
——20.- ecuadorexplorer.com (0% exposure of small tourism actors)
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2.6.Analysis of the traffic obtained by destinations less positioned in GoRaymi.com

Basedon the methodologydescribedin the indicator sheet,and in order to have similar samplesbetween groups,50% of smalltowns lesspositionedfor
tourism with the presenceof smallactorslisted in the first semesterwere chosen,and the other 50% without presenceof small cataloguedactors In the
groupof smalltowns lesspositionedwithout the presenceof actors,smalltowns from all the regionsof Ecuadomwere selectedaccordingo their size

Also,for youhavea point of comparisonthe analysisncludedtwo destinationspositionedtourist.

Finallythe smalltowns selectedwere:

Less positionedsmall towns Less positionedmall towns Touristpositioned small towns*
WITH the presence of small cataloguedtors WITHOUThe presence of small catalogued actors for comparative analysis
in the first semester in the first semester
Province Smalltowns Region Smalltowns SIS Smalltown§
— : Guayaquil
Pichincha Mejia 1 Azogues 13 Smalitowns cuenca
Ambato 2 Sierra Ibarra 14
Barfios 3 Latacunga 15
Tungurahua Cevallos 4 Otavalo 16 _ _ _ _
Patate 5 Atacames 17 *) Quito, capital of Ecuador, was not included because its
- Babah 18 traffic values aresohighthat are not in the same range as the
Tisaleo 6 Costa abahoyo smallerones.
Alausi 7 Machala 19
Chambo 8 Playas 20
. Guamote 9 Orellana 21
Chimborazo Guano 10 Oriente Cuyabeno 22
Penipe 11 Zamora 23
Riobamba 12 Galapagos Santa Cruz 24
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2.6.Analysis of the traffic obtained by destinations less positioned in GoRaymi.com

2.6.2. Behaviorof the indicator

Asyou canseein the graph,GoRaymmanagedo get lesspositioneddestinationsto increasetheir traffic levels SinceOctober,we hadthe first resultsof
our strategies Thegrowth of traffic in destinationsthat are historicallylesspositionedbeginsto rise exponentiallysincethe implementationof the project
sponsoredwith the ExpoLivegrant from July2019to June202Q and its growth rate was maintaineduntil February2020 Becauseof the pandemic,the
growth stopped Howeverwe hadarecoverysinceMay.

60000

50000

40000

30000

20000

10000

D e it

o

c7‘,’,‘:.:‘}Rogmi

/:é‘v»

Initial phase Firstresults

Covidcrisis

dic-18 ene-19 feb-19 mar-19 abr-19 may-19 jun-19

jul-19

|

1

:

1
v B v
ago-19 sep-19 oct-19 nov-19 dic-19 ene-20 feb-20 mar-20 abr-20 may-20 jun-20

Smalltowns listed by traffic
June2020

| atacunga (Sierra)
Ibarra (Sierra)

— \lejia (catalogados)

— Riobamba (catalogados)

- Alausi (catalogados)

- Otavalo (Sierra)

== Qrellana (Oriente)

—Bafios (catalogados)

— Santa Cruz (Galapagos)

— AzOgues (Sierra)

- Ambato (catalogados)
Zamora (Oriente)
Machala (Costa)
Guano (catalogados)

— Patate (catalogados)

= CUyabeno (Oriente)

- Atacames (Costa)

—Babahoyo (Costa)

— Penipe (catalogados)

—Tisaleo (catalogados)

= Chambo (catalogados)

- Guamote (catalogados)

—Playas (Costa)
Cevallos (catalogados)
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2.6.Analysis of the traffic obtained by destinations less positioned in GoRaymi.com

these initially less positioned small towns, in a short time,
managedo registervaluesandtrendssimilarto the mosttourist-
positioned small towns in the country, such as Cuencaand
Guayagquil(Quito was not consideredin this analysisbecauseits
traffic levelsis so high that it is not comparablefor beingout of
the range)

. . . =2 =2 o =) o o o o o o o
2.6.3. Resultsand achievementof the objective 33 3T %3 ogo3ozoiyrodogoeEL§]OLOS
For a better analysisand to show the results, we separatethe 0000 T 8 & E ® £ 3 2 & § 3 2 T O 2 E s E 3
smalltowns, accordingo their levelof traffic. \ Group1: ! : ! I # Cuenca(Cantén posicionado)
. o i High trafficlevel E i .,\‘ E E j{'d Guayaquil(Canton pogicionadg)
In group 1, we have those who reached high traffic in June, 60000 ' L . ,', Latacung_a(Slerra)
reaching between 10,000 and 60,000 times that their page is | ! R ,/*,.\ KL Ibarra (Sierra)
.. . . . .. . 1 1 [} 7N | 4 1 c— i
visited In this group are mostly mediumsizedcities, which are 40000 " . BRIV SO < Mejia (catalogados)
. . : ! ! A ‘-’ PR | : Riobamba (catalogados)

mostly Province capitals and above all have natural tourist ! ! | : o | .

. . . X X ; ! Alausi (catalogados)
attractions nearby In this group, it can be seen how some of | . * A o .

| | . — QOtavalo (Sierra)

Orellana (Oriente)
Bafios (catalogados)

Santa Cruz (Galapagos)

Azogues (Sierra)

— Ambato (catalogados)
In group 2, we have the smalltowns with an averagetraffic in

June Theyhad between 6,000 and 10,000 visitson their page In
this group are mediumsizedcities and it can be seenthat this
group is where the bestresultsfor sustainedgrowth exist, since
neitherthe crisissubstantiallyaffectedits trend.

Zamora (Oriente)

Machala (Costa)

Guano (catalogados)

Patate (catalogados)
In group 3, we havethe smalltowns that had low traffic in June,
that is: between 1,000 and 5,000 times theirs pageswere visited
However despitethe fact that the traffic of thesesmalltownscan
be consideredcomparativelylow, it is important to keepin mind 5.000
that this groupis where the smallsmalltowns are not positioned
at the national level, and that they went from practically not
existingin the tourism map to present ascendingtraffic; even 3.000
approaching the traffic of much more populated and

Cuyabeno (Oriente)

Periodo en el —— Atacames (Costa)

Inicio de :
que se esperaba
1

Grupo 3: . .
intervencion:

Low traffic level

Babahoyo (Costa)

sanitaria

resultados

4,000 Penipe (catalogados)

1
1
1
:
Crisis l
1
1
1
1
1

Tisaleo (catalogados)

: i 2.000

economicallystrongercities Chambo (catalogados)
. . . 1000 Guamote (catalogados)

In other words, the impacton smalltowns is greater. Thus,with 0

this collaboration,for the first time, these populationswere able 9 Playas (Costa)
o
©

to existon the map of Ecuador'gourist offer.
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2.6.Analysis of the traffic obtained by destinations less positioned in GoRaymi.com

2.6.4. Resultsand achievementof the objective

GoRaymiorkedto meetits objective,despitethe health crisis,lesspositioneddestinationsincreasedtheir traffic level Thefollowing graphicsshow: "the positiveimpacton traffic in
the smalltowns, this impactis greaterwhen they havethe presenceof catalogedand promoted smallactorsof (i 2 dzNJn &i¥ déray we were ableto demonstratethat: "showingthe
world new destinationswith new experiencespromoted by smalltourism stakeholderswill transformEcuadoiinto a more attractive destinationfor a growinguniverseof tourists."

-

WITH the presence of small catalogued actors in the first semester

10 Less positionedmall towns

10 Less positionedmall towns

WITHOUT the presence of small catalogued actors in the first semester\

= Otavalo
. 25000 o s s || e gy o ) 25000
(Sierra) f l . _f f * ..
———— %re_uana 29500 Startof grant | Month of 1 HealthCrisis, Startof grant Months of I HealthCrisis | 22500
t
(Oriente) I expected results ! l I expected results ! '
Santa Cruz 20000 1 1 | | | | 20000
(Galapagos) | I I [ I I
Azogues 17500 =m==mmmmmm———— T ——————— A ———— T | -1 17500
(Sierra) | I I - I 1 I
Zamora 15000 I I I | | I 15000
(Criente) I | I l’ I | I
Machala 12500 | I I I | I 12500
(Costa) 1 ] I |
Cuyabeno 10000 = o o e ) T 10000
(Oriente)
Atacames 7500 : : 7500
(Costa) I
Babahoyo 5000 5000
(Costa) " 2500
Playas 2500 1' -
(Costa) 0 : l Y 0
\ o 3 3 3 2 % 8 8 % 8 8 g 2 3 2 2 3 2 8 &8 8 8 8§ g
T & A 0 O b & oL L L & = o o 4 > O v 9 = o > c
> 2 § S & 5 § 9o g 5 & 3 2 g 8 S o = § & g ® E 3

Mejia
(catalogados)
Alausi
(catalogados)
Bafios
(catalogados)
Guano
(catalogados)
Patate
(catalogados)
Penipe
(catalogados)
Tisaleo
(catalogados)
Chambo
(catalogados)
Guamote
(catalogados)
Cevallos
(catalogados)

/

V It waspossiblefor lesspositioneddestinationsto increasetheir levelof traffic exponentiallywith the greatestpositiveimpacton smalltowns, makingthesepopulationsvisiblefor
the first time on the map of Ecuador'sourist offer.

V  Theincreaseof traffic in the smalltowns is greaterwhenthey havethe presenceof cataloguedand promoted smallactors

V  Thecampaigr#Héroesdel Turismo,achievedthat in the smalltowns where there are cataloguedactors(who participatedmore activelyin this campaignhavegreaterresistance
to the negativeeffects causedby the healthcrisis

V  Thesucces®f traffic in the smalltownswith smallcataloguedactorsgeneratesa chainreactionthat positivelyaffectsthe neighboringsmalltownsandtheir exposureincreases

Go@Raymi
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At the closest point to the sun  sueportepey
we findour mission:
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< SN in the tourism industry ="

Review of results and Targets from
StageB: Encouraging the growth of GoRaymi's audience
nationally and internationally
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3.1.Monthly evolution of the international audience (20 countries) obtained by geography and demography.

3.1.1. Selection of 20 countries
Map with the
Trac & Engagemendf Similar Web- Oct 2019 countrle_s of Latin
Ranking | 42 countries of Latin America, the Caribbean and Mexie@oRaym| Total Visits Worldwide Am_enca’ the
790.672 Caribbean and
Mexico, by
audience intensity
in October 2019

6 GoRaymi 253.271

7 Republica Dominicana 146.964

8 Brasil 138.744 .

9 Uruguay 116.215 GoRaymi
10 Jamaica 105.131 253.271
11 Costa Rica 92.476
12 Barbados 68.008
13 Ecuador 58.620
14 Nicaragua 55.417
15 Cuba 46.888
16 Panama 37.446 o
17 Martinique 30.427 Total Visits Oct 2019
18 Belice 23.008 Worldwide
19 Guatemala 21.676 790.672Perl
20 El Salvador 19.603
21 Bolivia 17.422
22 Paraguay 15.853
23 Argentina 5.237
24 Honduras < 5.000

Antigua y Barbuda, Bahamas, Dominica, Grenada, Guadalupe, Guyana, Guayana Francg ; .
25 al 44 Islas Caiman, Islas Turcas y Caicos, Islas Virgenes, Puerto Rico, San Bartolomé, San CristL")baI'_)'/aS little or no data to 253-27160Raym| \
Nieves, San Vicente y las Granadinas, Santa Lucia, Suriname, Trinidad y Tobago, Venezuela. analyze ‘
0 -
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3.1.Monthly evolution of the international audience (20 countries) obtained by geography and demography.

3.1.2. Monthly evolution of the international audience (20 countries) obtained by geography and demography.

GoRaymreachedthe 1st placein the rankingof official tourism promotion portalsin the Americancontinent Thisachievementwasaccomplishedlespitethe fact that Ecuadotis not
a highly positioneddestination(inboundtourism), that the country only has17 million inhabitants(internal tourism), and that GoRaymis not a governmentinitiative (international
marketing)

750.000 Ranking (June 2020)
700.000 Covid19of China J —1. GoRaymi

A S
650.000 . 2. Aruba B

. : —5. R. Dominicana
600.000 . Public health emergency o Limited return of some —6. Colombia
50 000 . international concern is economic activities in 7 Costa Rica

' - declared the countr '

: y —8. Chile
500.000 : A A '

. . . —9. Perd
450.000 . _ : ——10. Barbados
400.000 . : Globalpandemic . 11. Uruguay

. . statement . .
350.000 . A . 12. Brasil

: . . 13. Nicaragua
300.000 % \ ’—\.\ . —14. Guatemala
250.000 = : . : 15. Ecuador
200.000 g E \ . ——16. Cuba

. . ——17. Martinique
150.000 9 — . . . :

7 . . ] —18. Belice
100.000 > - : . ——19. Panama
(-_5 —_— = : \*—-——\ = . ..
50.000 © - - .'g : . ——20. Bolivia
. = — = : e — ——21. El Salvador
oct-19 nov-19 dic-19 ene-20 feb-20 mar-20 s abr-20 may-20 = jun-20
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3.1.Monthly evolution of the international audience (20 countries) obtained by geography and demography.

. : Rateof tourism promotion sites in the countries of the region,
Ranking Ranking ) ) increase ) o i
Oct | June Country | oct-19 | nov-19| dic-19 | ene-20 | feb-20 | mar-20| abr-20 | may-20| jun-20 Oct19 a that handledappropriatelythe negativeimpact of Covid
2019 2020 o . . .
Jun20 19 and CostaRica Despitethe low levelsof April
6 1 GoRaymi [253.271309.419230.62(323.261259.33(]230.611211.369263.661410.94  62% and May, they recoveredin June202Q In addition, in that
5 2 Aruba 319.149281.89(384.733275.579244.2671192.440167.016153.552211.186 -34% month they achievedhigher audiencesthan they had in
October 2019 Jamaicaachievedan increaseof audience
AY] 7 -659 . .. .
2 4 MEXI.C(;) 384.438369.40(0331.534 325.84§ 289.438294.784245.228 238.473 134.006 65% in 55% (from October 2019 to June 2020, rising in the
7 5 |R. Dominican|146.964161.479210.7659197.714154.831122.145140.36(104.843125.934 -14% ] ) ]
3 | 6 | Colombia |340.607293.660282.496267.424292.291266.363184.124143.564109.301  -68% ranking from tenth place to third. CostaRica had an
11 | 7 | Costa Ricd 92.476|90.510| 98.285(107.014100.217 79.832| 68.280| 75.326| 97.315| 5% increasein audienceof 5%in the sameperiod.
4 8 Chile 323.370173.843455.304319.591256.8371240.586139.893 63.538| 89.767 -12%
1] 9 Peri  |790.672503.26€260.124200.498189.017 80.397| 81.468| 75.763| 87.247| -89% However, the most successfulcase is undoubtedly the

12 10 Barbados | 68.008| 85.018| 84.927| 89.230| 17.506| 71.767| 73.080| 37.113| 38.749| -43%
9 11 Uruguay [116.215195.758252.461288.41(0373.589123.679 43.337| 36.304| 33.636] -71%

increasein GoRaymiEcuador'saudience which in the

8 | 12 Brasil  |138.744 94.319| 55.192| 67.699] 70.865| 76.617| 68.198| 39.982| 30.791| -78% analyzed period increased by 62% contrary to what
14 | 13 | Nicaragua |55.417|21.286| 12.843| 13.903| 20.134| 30.488| 23.802| 23.065| 17.538| -68% happened with the rest of the countries The
19 14 Guatemala | 21.676| 14.698| 10.215| 26.897| 33.964| 24.383| 20.432| 14.209| 14.754 -32% improvements in the platform, the disciplined
13 | 15 Ecuador |[58.620|90.270/105.318 38.486| 16.445| 15.487| 25.016| 12.265| 11.977| -80%

complianceof the key activities of the implementation

15 | 16 Cuba | 46.888| 65.953] 78.468| 60.767| 48.346| 43.729| 26.857| 8.647 | 11.784] -75% . .

17 | 17 | Martinique | 30.427| 32.637| 37.823| 31.602| 47.720| 24.866| 22.182| 13.044| 11.540] -62% plan, addedto a strong promotion campaigrcalled

18 | 18 Belice | 23.008| 25.167| 23.427| 39.051| 34.729] 28.035| 10.871] 12.681] 9.126 | -60% # Heroes of Tourism allowed us in May broke the
16 | 19 Panama | 37.446| 34.020| 93.046| 48.125|190.859 84.025| 21.939| 18.987| 5.997 -84% downward trend, jumping in audience substantially,
21 | 20 Bolivia | 17.422] 16.309| 14.010| 12.064| 12.709] 12.813| 8.644 | 5.728 | 5.225 | -70% rankingin June202Q, in the first placein the ranking of
20 | 21 | El Salvador| 19.603| 14.917]143.597 54.110] 22.098| 39.471] 12.039] 4900 | 4900 | -75% the Americancontinent, even surpassingCanadaUnited
Extra) Canada 181.884147.23§184.066207.433 _ ’ ’

Extra EEUU 175.770135.310155.783190.634 Statesand Mexica
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3.1.Monthly evolution of the international audience (20 countries) obtained by geography and demography.

3.1.4. Map with the countries of the American continent, by audience intensity in June 2019

Map with the countries of the American continent,
by audience intensity in June 2019
450.000
400.000 I I - -
m Nationalaudience B International audience
350.000
300.000
250.000
200.000
150.000
100.000
50.000 I I
GoRaymi
Eg€3885822837333288¢88¢E¢s |
T 2 ¢ W X O £ A 8 > ~ @ € 8 3 & o & = §
o S W € W ¢ < O o m = s O c o = . .
3 < 8 S = g —8 @ g g 3 % § -% @ g o g Total Visits Jun 2020 Worldwide
8 © o Z 3 = T 410.943 GoRaymi ;
o ?
211.186 Aruba b
207.432 Canada §
190.634 EEUU)
4
O v’
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3.1.Monthly evolution of the international audience (20 countries) obtained by geography and demography.

3.1.5. Demographic and geographic characteristics of the audiences of the countries of the American continent.

Ranking Country GEOGRAPHIC ORIGIN OF USERS (AUDIENCE)
June2020 % Man | %Woman | 1824 | 2534 | 3544 | 4554 | 5564 | 65+ | 1°Country %] 2°Country _ % | 3°Country % |Othercountries %
1 GoRaymi 23 77 27 20 9 6 3 Ecuador 97 United States 1 Pera 0 Otros 2
2 Aruba 47 53 12 22 18 15 9 United States 74 Netherlands 6 Italy 3 Otros 16
2-A Canada 44 56 15 22 16 11 7 Canada 60 United States 19 Germany 4 Otros 17
2-B EEUU 44 56 17 21 15 12 8 United States 79 Netherlands 2 Brazil 2 Otros 16
3 Jamaica 46 54 14 24 17 12 8 United States 65 Jamaica 11 United Kingdom 6 Otros 18
4 México 45 55 18 21 12 10 5 México 69 United States 14 Canada 5 Otros 12
5 R. Dominicana 47 53 19 21 15 10 6 United States 54 Dominican Republic18 Spain 5 Otros 23
6 Colombia 48 52 23 18 11 9 4 Colombia 73 United States 5 Argentina 4 Otros 18
7 Costa Rica 49 51 16 22 17 13 8 United States 60 Costa Rica 13 Canada 7 Otros 21
8 Chile 48 52 19 21 13 9 4 Chile 30 Brazil 18 Argentina 16 Otros 36
9 Pert 45 55 25 21 10 8 4 Pert 62 United States 7 Brazil 6 Otros 24
10 Barbados 49 51 18 20 15 12 9 United States 41 Barbados 31 United Kingdom 11 Otros 16
11 Uruguay 35 64 21 20 13 10 6 Uruguay 74 Argentina 10 Brazil 6 Otros 9
12 Brasil 44 56 20 22 12 8 3 Brazil 42 United States 8 Argentina 6 Otros 44
13 Nicaragua 49 51 20 21 13 8 4 Nicaragua 89 Italy 6 United States 2 Otros 3
14 Guatemala 42 58 27 19 11 6 3 Guatemala 72 México 5 Colombia 5 Otros 18
15 Ecuador 38 62 27 18 11 6 4 Ecuador 97 United States 1 Pera 0 Otros 2
16 Cuba S/D S/D S/D S/D S/D S/D S/D S/D Cuba 81 Brazil 4 Colombia 3 Otros 12
17 Martinique 42 58 20 19 15 12 8 France 51 Martinique 19 Canada 13 Otros 17
18 Belice [ s3] 47 20 20 15 12 7 United States 53 Belize 10 Guatemala 7 Otros 30
19 Panama S/D S/D S/D S/D S/D S/D S/D S/D Panama 64 United States 18 Iran 6 Otros 12
20 Bolivia 50 50 26 20 13 8 5 Bolivia 79 Japan 18 Vietnam 4 Otros 0
21 El Salvador S/D S/D S/D S/D S/D S/D S/D S/D El Salvador 67 Colombia 20 Canada 11 Otros 2
More than 60% of women Between 81% and 98% is a audience of the same country More than 20% of the
Levels 51% to 60% of women Secondmaingroup by age range Between71%and 80%is a audience of the same country audience is from other
| Lessthan 50% of women Between61%and 70%is a audience of the same country countries
BetweerB0%and 60%is a audience of the same country

V' Regardinggender. the countriesof the region have an audiencemade up mostly of women, with the countrieswith the largestpresence GoRaymEcuadorwith 77% of women, followed by
Uruguay(65%9), EcuadoiOfficial (62%9 Guatemalg57%). Theonly exceptionis Belize wherethere are 54%men.

V' Regardincgage the audienceof the countriesof the Americasmostly madeup of youngusers,in most caseghe groupwith the highestweightis 25to 34 yearsof age,followed by the group of 35
to 44 years In the caseof GoRaymEcuadorjts audiences youngerthan the averagenumberof countries

V' Regardingthe geographicalorigin of users 16 of the 21 countrieshave as their main origin of usersto their own country (national audience), amongwhich are: GoRaymiEcuadorn(97% of its
audienceis from Ecuador)pfficial Ecuador(97%), Nicaragua89%), Cuba(81%), United States(79%), Bolivia(79%) Uruguay(74%), Colombia(73%), Mexico (69%), and Peru(62%). Exceptionsare
somesmallCaribbearcountries,whichtheir audienceis mostly American Onthe other hand,the countrieswith the greatestgeographicatliversityof audienceare Brazil,Chile,Belize,and Peru It
shouldalsobe mentionedthat the United Statesisthe mostrecurrentsourceof the origin of usersfrom severalcountries
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3.1.Monthly evolution of the international audience (20 countries) obtained by geography and demography.

3.1.6. Result and compliance with the objective of increasing the audience of GoRaymi versus other countries.

Anaudienceof 449581 userswasreached(surpassinghe target and doublingour historicalaudienceand separatingus from the rest of the countriesby more than 300,000 users,
and surpassingll countriesof the Americancontinent, achievingthe objectiveof surpassingts natural competitor (Peruand Colombia) and other countriespositionedworldwide
(MexicoandUSA)n the internationalaudience

700.000 \

650.0007 Ranking Oct/2019 Ranking Feb/2020 RankingJune/2020
1. Pera 1. GoRaymi
600.000 2. México 2. Colombia 2. Arubd AEEUU
550.000 3- Colombia 3. México 3. Jamaica
4. Chile 4. GoRaymi 4. México
500.000 5. Aruba 5. Chile 5. Rep. Dominicana
6. GoRaymi 6. Aruba 4 6. Colombia4
450.000 I |
200,000 | 410.943(GoRaym)
' : InternationalHealthEmergencyausedoy Covid19 :
350.000 TR T T A N ot e B e e b e L L L L L EE RS L r--»  TARGET50.000 |
300.000 g I X% I :
®] AL = |
R \)\ | 211.186(Aruba) / 207.432
I I — : :
200.000 = | < | | 190.634(EEUU)
150000 2 L—— — 162.640(Jamaicy N
| | 134.006(México) / 125.934(R.Dominicanp
100.000 > BE=——— | - 109.307(Colombig
< | e 97.315 Costa Ricp/ 89.767 Chile) /87.247 Per()
50.000 =5 | | |
= I I
0 I I | 11.977
oc!—lg nov-19 dic-19 ene-20 feIJ—ZO mar-20 abr-20 may-20 jun|—20
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3.2.Analysis of the evolution of national and international GoRaymi users

(Covid19 of China

4.000.000

A (Healthhealthemergency ]

3.2.1. Analysis of the

3.50u.000

B 20 countries in

While all countries in the
region had a 64% decrease 0
from September2019to June
2020 GoRaymihad a 142%
increase

64%,

_ " (09/2019¢ 06/2020)
b-20 mar-2p abr-20 may-20 jun-20

I ) 4 Coronavirugpandemic
evolution _ Latin America, 3.000.000 . [A & )
We are the only tourism the Caribbean ) 500.000 . (New normal )
promotion site in the entire and Mexica ) 900,000 : A
region, which changed the Sum of users ; :
. . i i 1.500.000 .

downward trend in audience from co_untnes n .

. . . the region. 1.000.000 :
levels during Covid19 crisis .

500,000 : Decrease

sep-19 oct-19 nov-19 dic-39 ene-20

Limitedreturn of
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3.2.Analysis of the evolution of national and international GoRaymi users

3.2.2. Evolution of national and 450.000 Evolution of national GoRaymi users
international GoRaymi users 400.000
350.000

& Ecuador

) ] 300.000
The national audience gradually

increased every month, from
Octoberto Juneit grew by 60%

250.000
200.002

_ T 150.000
but during the health crisis it 100,000
decreased however, thanks to £0.000
some actions and the 0
implementation of the #Heroesof oct-19  nov-19  dic-19  ene20  feb-20  mar20  abr-20 jun-20
Tourismcampaignwhich aimedto
support and promote in the _ _ _ _ _
country the smallactorsof tourism Evolution of national and international GoRaymi users
who were affected by the
guarantine, the interest of 400.000 m International audience g Nationalaudience f—
Ecuadoriansin internal/domestic 360.000
tourism was reactivated and 320.000 — [r—
. . 280.000
mcr_eased,growmg by 106% from 240,000 — —
Aprilto June202Q 200.000 N | oo
160.000
120.000
80.000
40.000
0
sep-19 oct-19 nov-19 dic-19 ene-20 feb-20 mar-20 abr-20 may-20 jun-20
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3.2.Analysis of the evolution of national and international GoRaymi users

3.2.3. Evolution of national and
international GoRaymi users

Since October 2019 the number of
international users grew exponentially,
the international audiencetripled, and
we reacheda user growth rate of 332%
asof February202Q

There is a growth rate of 16%4a From
October 2019 to June 2020 (project
analysigeriod).

Amongthe main countries of origin of

GoRaymi'sinternational audience are:

the United States, Colombia, Peru,
Argentina,SpainMexico,the Philippines
andthe Netherlandsamongothers

The uploading of English content
increasedthe number of international
users In the last months a growing
percentage between 10% and 37% of
usersfrom the United States

Go@Raymi

20.000

Evolution of national and international GoRaymi users

sep-19

oct-19

nov-19 dic-19

ene-20 feb-20

mar-20 abr-20 may-20 jun-20

= Chile

@ Bolivia

@ Panama
Brasil

@ Venezuela

= Paises Bajos
@ México

D Filipinas

B Espafa

B Argentina

M| Peru

B Colombia

B Estados Unidos

m Otros paises
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3.2.Analysis of the evolution of national and international GoRaymi users

3.2.4. Result and compliance with the objective of increasing national and international users

500.000
450.000

400.000

Targets
350.000

300.000
250.000
200.000
150.000
100.000

50.000

0

Go@Raymi

157.158

jul-19

131.393

o
-
o
>
®

sep-19

220.075233.258

Users of GoRaymi

oct-19

nov-19

dic-19

ene-20

feb-20

193.955

mar-20

197.753

abr-20

GoRaymi Users

may-20

449.581

jun-20

Theaudiencedata presentedaboveare fairly accurateestimatesof
SimilarWeb for all countries,so they were usedfor comparisonof
GoRaymiwith other countries,so that havingthe samesourcethe
comparisonis fair. However, to analyze whether the target of
reaching350,000 active userswas met; the data from the Google
Analyticsplatform, which generatesreal GoRaymidata (this data can
only be accessedvhen you own the platform you want to analyz¢ was used In
this context, the main variables generated by Google Analytics,
correspondingto GoRaymiin the grant period, were checked,
obtainingtheseresults

Vv

GoRaymin June2020 had 449,581 active users,exceedingthe
set target of 350000 users, with approximately 100,000
additionalusers

During the grant period, GoRaymisubstantiallyimproved its
audience(activeusers)with a growth rate of 186%
Theincreasein GoRaymi'sudienceis no coincidenceput ascan
be seenin the evolution of engagementvariables the quality of
the platform is constantlyimproving our userexperiencedesign
(UX)takes advantageof prediction algorithmsto makeit easier
for tourists to travel through the micro-moments of tourism, so
we have obtained a longer readingtime, more pagesper visit
andalower %bounce

The improvement of these variables,increasethe probability
touristswill visitan EcuadoriarBmallActor.
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3.3. Increase of GoRaymi's participation in the international audience of Latin America, the Caribbean and

V Participationin the region'sinternationalaudienceincreasedrom 7%of the region'stourism promotion platformsto 25%in June202Q In other
words,currently 25 out of every100peoplein LatinAmericathe Caribbearand Mexicowho seekinformation on tourism promotion sitesabout

countriesin the region,are usingGoRaymcom

When analyzingthe origin of GoRaymi'snternational users,most are from Colombia,Peru, Mexico and Chile those are the countrieswhere

their promotionalsiteshavelost part of their participationin the internationalaudience while Ecuadorraised18 points, Perulost 18; Chileand
Arubalost 4 pointseach Mexicoand Colombidost 3 pointseach soit isinferred that GoRaymcapturedsomeof thoseusers

/ Participation in the international audience of tourism\
promotion sites in countries of the region, in October 2019

colombia.travel 10%

visitmexico.com
11%

chile.trave]
10%

aruba.com
9%

C"3‘\;":)R’ogm 7%

otros 15 sitios
de la region

/ Participation in the international audience of tourism\
promotion sites in countries of the region, in June 2020

otros 15 sitios
de la region
36%

colombia.travel
7%

visitmexico.com
8%

29%

%

Go@Raymi

aruba.com13%

-

/

~
Ranking |Sitios We.l? de Weight | Weight Increasé Ranking
place promocion | 5 1o | Jun/20 _Decrease place
Oct/19 turistica in market Jun/20
peru. 9°
1° Travel 23% 5% - 18 points
Visitmexico 40
2° com 11% 8% - 3 points
colombia 6°
3° Travel 10% 7% - 3 points
chile. g°
4° Travel 10% 6% - 4 points
aruba 0
5° Com 9% 13% | + 4points
goraymi 10
6° com 7% 25% | +18points
others15
7°a 2l | websites | 29% 36% | +7 pointss
Total users 3.389.552| 1.624.362 ")
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At the closest point to the sun  sueportepey
we findour mission:

CHANGE THE LIVE
of the smallest players . ....0x

Dubai Initiative

.. 626347m.as./ 63844 Kmfrom the center of the Eart : _——
TN in the tourism industry

Review of results and achievement of Targets of the
Stage C: Awareness raising on collaborative work for
tourism promotion
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4.1 Methodology for evaluating the training and awareness process for replicators

4.1.1. Levels of evaluation of training process

Least

Trainingimpact

Greatest

Go@Raymi

The objective of the evaluation in each level is to know if

Levels dthe replicator training processt X

Levell. Xcauses satisfaction and improves the replicator's attitude and predisposes to future planned actions of
Satisfaction new knowledge, skills and attitudes

Level2. X causes changes in the knowledge, skills and attitudes of the replicator and improves their personal

Learning abilities

Level3. . » . . o .

Xbrings about positive changes in the replicator's thinking and level of commitment.

Awareness

Leveld. X O dmdteBedt and their level of commitment is reflected in actions to promote their territories and to

Empowerment transfer what they have learned to other people
Level4. Xhas an impact on the promotion of small actors and on GoRaymi's business, adding value to the
Results organization and to small tourism agents
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4.2 .Evaluation of the training and awareness process for replicators

4.1.2. Evaluation results and results obtained at the end of the process

IFreplicators have a high leve

Levell. : : _
: - of satisfaction with the
Satisfaction o
trainingX
Level2. IFreplicators acquire a high
Learnin level of knowledge or develo
0 skillsX

IFreplicators are able to chan:
their thinking and achieve a
high level of awarene3s

Level3.
Awareness

IFreplicators can change the
behavior and engagement wi
a high level of empowermet

Level4.

Empowerment

IFreplicators apply everything
Level4, they have learned in the
Results training and awareness proce
in a permanent wa)

Go@Raymi

Results
XThey will be willing to actively join SATISFACTION
more GoRaymi activities. 96%
Xthey will have the technical capac LEARNING
to digitally promote their communit 85%

XThey will be conscious about th

importance and benefits to promot

their community and put it in
practice

Xthey will include the tourism

oromotion of their community in the

routine and share GoRaymi's
message

Xthey will accomplish th@argets of
publishing content and have a
positive impact on the tourism

promotion of their community, and

help to build new business

relationships

AWARENESS
96%

EMPOWERMENT
92%

RESULTS
89%




4.3.Results of the monthly evaluation and results obtained at the end of the process :

Go@Raymi

AVERAGE MONTHLY RESULT

24 trained replicators promoting their territories. PARAMETERS Decl9 Jan20 Feb20 Mar-20 Apr-20 May-20 Jur20
96% sat_isfaction level of the training process for replicators, Maximumscore 6 | 16 | 16 | 16 | 16 | 16 | 16
surpassing the targets of 90%. Scoreobtained 13,8 [ 13,9 [ 140 | 148 | 149 | 148 [ 153
98% satisfaction level about technical suppexgeeding the ;aatt'zﬁgon with the methodology, contents and | geo. | 8704 | 889% | 93% | 93% | 93% | 95%
targets of 90% _ _ _ S Maximumscore 16 16 16 16 16 16 16
85% level of learning achieved by the Replicators, which implies Scoreobtained 153 | 152 | 150 | 150 [ 151 | 152 | 154
they have the technical ability to digitally promote their Level 1: TrainerSatisfaction 95% | 95% | 94% | 94% | 95% | 95% | 96%
community. Satisfaction Maximumrating 32 32 32 32 32 32 32
96% level of awareness in Replicators, this means that the fg\?;?%?tg;’:;‘?acﬁon e 2911 2911 290 | 298 | 300 | 300 | 30,6
trained group is conscious about the importance and benefit of e 9 | 919% | 91% | 91% | 93% | 94% | 94% | 96%
promoting their community and puts it into practice. Maximumscore 8 8 8 8 8 8 8
o level of empowerment in the replicators, which indicates coreobtaine , , , , , , ,
92% level of emp tin the replicat hich indicat S btained 72 | 73| 75| 77 [ 77| 78 | 78
that they have incorporated the promotion of tourism in their TechnicaSupport- SatisfactionLevel 90% | 92% | 94% | 96% | 96% | 97% | 98%
O2YYdzyAue Ayiuz2 UKSANI NRdzUAYyS YR 02y @S eaiMaxikgscor2 wl € YA Qd 8 8 8 8 8 8 8
message. Scoreobtained 6,7 6,8 6,7 6,8 6,9 6,8 6,8
89% level of results from the support of Replicators, which Increasecknowledge 83% | 85% | 84% | 85% | 86% | 85% | 84%
. C ! Level 2: Maximumscore 8 8 8 8 8 8 8
caused them to achieve the targets of publishing content and L Scoreobtained 67 | 68 | 68 | 68 | 68 | 68 | 69
have a positive impact on tourism promotion in their 9 Increasedmotivation 84% | 85% | 85% | 85% | 85% | 85% | 86%
community, helping to build new business relationships. In this Maximumscore 16 16 16 16 16 16 16
i . LearningLevel 84% | 85% | 84% | 85% | 86% | 85% | 85%
V 220 new content created by the Repl!cators : MaximUmMSCore 16
V 3 concrete leads for SAAS sales achieved for themselves. Level 3: -
wRTIE e . . A Scoreobtained 15,3
V 2 invitations to territorial tourism committees. ~le TAwarenesd evel 96%
V  Awareness meetings with important stakeholders and Level 4: Maximumscore
citizens to promote their own territories and tourist Empowerment Scoreobtained
offers EmpowermentLevel
L : . Maximumscore
V  Participation in events to launch campaigns in the NV £ Scoreobtained

territory (#Héroes del turismo) Results

Results level of replicators' work
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4.4.Fulfillment of Targets related to the level of satisfaction of the training process.

Belowis the monthly result of the satisfactionlevel of the training and technicalsupportprocesswhere it canbe shownthat, in additionto meetingthe targetsof "more than 90%
satisfaction" the monthlyresultswere improvingovertime, reachingat the end of the process96% satisfactionof the trainingprocessand 98% satisfactionof technicalsupport

Satisfaction level of the training process SatisfactionLevelof TechnicalSupport

94% 6% 949, - 96% ___96%. . 97% __ 98%

0,

91% 9%  91% 93%  94% 900 92%

0% e, e . e N BN B — - » Targets:
80% More than

90% of

. satisfaction
60% level
50%
40%
30%
20%
10%
0%

Dec-19 Jan-20 Feb-20 Mar-20 Apr-20 May-20 Jun-20 Dec-19 Jan-20 Feb-20 Mar-20 Apr-20 May-20 Jun-20
Dic-19 Ene-20 Feb-20 Mar-20 Abr-20 May-20 Jun-20 Dic-19 Ene-20 Feb-20 Mar-20 Abr-20 May-20 Jun-20

100%

To determinethe level of satisfactionwith the training processtwo factorswere considered the level of satisfactionwith the methodology,materialsand content, which improved
overtime, from 86%in December2019to 95% satisfactionin June202Q andthe levelof satisfactionwith the trainer, whichremainedaround95%duringthe entire process
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Review of results and achievement of targets of the
StageD: Efficient promotion of small actors and destinations
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5.1.Monthly comparison of the traffic obtained, by individual efforts Vs GoRaymi efforts, in 10 destinations

5.1.1.Evolution

GoRaymsurpassesll individualefforts in the territory, exceptfor "Riobambacom” (a platform that is part of our subscribemetwork).

banos-ecuador.com viajapormejia.com

otavalo.travel

- = GoRaymi Bafios (visitas unicas) = = GoRaymi Mejia (visitas unicas)

— = GoRaymi Otavalo (visitas unicas)

GoRaymi Bafios (visitas a paginas) GoRaymi Otavalo (visitas a paginas) GoRaymi Mejia (visitas a paginas)
35.000
20.000 25.000
30.000
15.000 25.000 20.000
20.000 15.000
10.000
15.000
10.000
‘000 \ ~ 10.000 )
, P 5.000 < 7
- -

-—~a___- \\——/ 5.000 D ’,= --—=/ ,' {__\/
[ et - e o - o,
0 0 o = =

Go@Raymi o1



5.1.Monthly comparison of the traffic obtained, by individual efforts Vs GoRaymi efforts, in 10 destinations

5.1.1.Evolution  4s0.000

guitotravel.ec

. - . 160.000 guayaquilesmidestino.com (visitas)
400.000 = = GoRaymi Quito (visitas unicas) GoR o 1 (visit ,
o . . - = GoRaymi Guayaquil (visitas unicas
GoRaymi Quito (visitas a paginas) 140.000 y . yaq ' ( - _)
850.000 GoRaymi Guayaquil (visitas a paginas)
120.000
300.000
250.000 100.000
200.000 80.000
150.000 60.000
100.000 —— 40.000
Z - ~ -
-
50.000 2 \\,’ o S — 20.000 - o
= - - - e
0 -—
oct-19 nov-19 dic-19 ene-20 feb-20 mar-20 abr-20 may-20 jun-20 0 ) ]
oct-19 nov-19 dic-19 ene-20 feb-20 mar-20 abr-20 may-20 jun-20
90.000 cuencaecuador.com.ec 120.000 — riobamba.com.ec (visitas)
80.000 = = GoRaymi Cuenca (visitas unicas) = = GoRaymi Riobamba (visitas unicas)
: - . 100.000 — — —
70.000 GoRaymi Cuenca (visitas a paginas) GoRaymi Riobamba (visitas a paginas)
60.000 80.000
50.000
60.000
40.000
'3
30.000 / N\ 40.000
20.000 - N\ / \
\ - 20.000
/ \ :
10.000 \ - ——— -
— = < -
0 o —— - - -
oct-19 nov-19 dic-19 ene-20 feb-20 mar-20 abr-20 may-20 jun-20 oct-19 nov-19 dic-19 ene-20 feb-20 mar-20 abr-20 may-20 jun-20
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5.1.Monthly comparison of the traffic obtained, by individual efforts Vs GoRaymi efforts, in 10 destinations

5.1.1.Evolutién

ecuador.travel (visitas)
= = GoRaymi Ecuador (visitas unicas)

GoRaymi Ecuador (visitas a paginas)
1.400.000

1.200.000

1.000.000
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. &/ *:‘/Q Q,’\/Q
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= = GOoRaymi Tungurahua (visitas unicas)

GoRaymi Tungurahua (visitas a paginas)

\
\
\
\
\
\
\
\ -- < _ /
\__,,
PP DS DS S
IS RS S & &R L

40.000
35.000
30.000
25.000
20.000
15.000
10.000

y; 5.000

>

&

S

pastaza.travel (visitas)
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GoRaymi Pastaza (visitas a paginas)
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7
. /————_{
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GoRaymi substantially outperforms all individual territory efforts, with the only exception Riobamba.com, which are tsaladaription network. In
this sense|ts goal of increasing traffic outcomes compared to individual tourism promotion efforts of the territorieacsamplished.

c7‘,’,‘:.:‘}Rogmi
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5.2. Positioning as a leading tourism promotion company

5.2.1. Engagementsults in America

GoRaymcom has the best results in the
engagementvariablesin Ecuadorand in the
American continent since it registered the
highest number of visits (410943 a reading
time cataloguedas very good) registering13
minutesand 25 secondscomparedto the time
of 3 minutesand 22 secondsregisteredby the
secondplatform in the audiencerankingin the
continent It alsorankssecondin pagesper visit
at 5.96 minutes andaverygoodbouncerate of
58.8%, comparedto, for example,the United
Statesat 79.13% (The lower the bouncerrate,
the higherthe probability of driving it towards
our choice of destination) t should also be
noted that these results are 100% organic,
since no paid advertising is used The
improvementin these variables,increasesthe
probability that the tourist visitsandbecomesa
clientof a smallEcuadoriaractors

Go@Raymi

Ranking
Audience
June2020

Country

GoRaymi

Visits

410.943

Lenghtof reading

Pageger visit

% Bouncerate

58,94%

2 Aruba 58,56%
2-A Canada 1,4 77,92%
2-B EEUU 1,79 79,13%

3 Jamaica 162.640 2,43 59,43%

4 México 134.006 2,32 72,29%

5 R. Dominicana 125.934 1,6 74,55%

6 Colombia 109.307 1,82 72,97%

7 Costa Rica 97.315 1,8

8 Chile 89.767 0:04:01 1,97 71,09%

9 Per( 87.247 0:05:26 1,76 72,61%

10 Barbados 38.749 1,75 65,92%

11 Uruguay 33.636 0:02:25 1,59 75,05%

12 Brasil 30.791 0:01:51 1,58 72,49%
13 Nicaragua 17.538 57,12%
14 Guatemala 14.754 81,06%
15 Ecuador 11.977 67,09%
16 Cuba 11.784 0:03:54 50,57%
17 Martinigue 11.540 59,31%
18 Belice 9.126
19 Panama 5.997 2,23
20 Bolivia 5.225 0:04:24 51,99%
21 El Salvador 4900 0:01:47

Quality scale

Excelent Very good Medium

Low

Lower
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5.2. Positioning as a leading tourism promotion company

June 2020

Engagement Metrics

¢ SimilarWeh

5.2.2.Engagement results ikcuador

It hasthe largestaudienceand traffic, and this is not by chance,but the result of business
and technologicalstrategieswhich have managedto improve the quality of the platform,

making the user experience more satisfactory, as evidenced in the improvement of

engagementvariables longer readingtime (from 01:38 minutesto 14:18 minutes), higher
numberof pagesper visit (from 1.61to 5.99) andlower bouncerate (from 79%to 56%)

GoRaymi is Ecuador's tourism promotigfatform:

Visible

More visitors, greater
opportunity to find
potential tourists
for our destiny

The longer you read time,
the greater the
opportunity to respond
tourist's concerns

Monthly Visits
GoRaymi: > 400 mil GoRaymi: > 00:13:25

XEcuadoF< 5 mil XEcuador:: 00:02:00

Go@Raymi

Leadthe way

The more pages the
tourist visits, the greater
opportunity to present

the competitive
advantages of the
destination

Pages pevisit

GoRaymi: >

XEgL?ador:: 1,5

Build
confidence

The lower the % bounce,

the greater the chance of

leading it to the choice of
our destination
BounceRate

GoRaymi: < 58,8%

X Ecuador: > 75,0%

Domain Monthly Visits &7 visit Duration  Pages/Visit Bounce Rate
—

& ogoraymi.com 410,943 00:13:25 5.96 58.94%
B despegar.com.ec 99,714 00:09%:03 368 39.71%
BB viajandox.com 65,434 00:33:30 1.57 79.99%
R ricbamba.com.ec 40,774 00:36:51 8.50 52.52%
» clubmiles.com.ec 28,851 00:10:29 8.07 27.27T%
ecuador-turistico.com 22,825 00:04:39 1.52 7497%
B quitotourbus.com 22,409 00:01:45 1.40 T9.57%
@ turismoaccesible.ec 17,145 00:07:22 1.57 B3.71%
& ecuadorexplorer.com 16,183 00:01:36 1.30 BO_44%
A descubriendogalapagos.ec 11,005 00:07:25 2.27 T4.93%
—- ecuador.travel 11,977 00:13:50 1.94 67.09%
guayaquilesmidestino.com 11,529 00:00:40 1.33 89.87%
tungurahuaturismo.com 9,411 00:18:35 7.39 45.35%
thisisecuador.com B,052 D01 6:45 1.90 TE.10%
(@ qguitotravel.ec < 5,000 00:16:50 2.00 56.65%
& mitaddelmundo.com < 5,000 00:15:25 2.64 52.68%
fes nanmagazine.com «< 5,000 00:05:13 1.45 T5.84%
@ fullvacations.com.ec = 5,000 00:03:33 1.9z 53.13%
¥ banos-ecuador.com < 5,000 00:03:14 223 59.63%
& viajapormejia.com < 5,000 00:02:47 1.25 T5.43%
m feriadosecuador.net < 5,000 00:02:42 1.41 70.76%
» sientetamemagazine.com < 5,000 00:07:42 1.74 63.25%
O otavalo_trave < 5,000 00:01:13 1.64 65.16%
& naturegalapagos.com < 5,000 00:00:43 1.57 81.48%
@ wanderbusecuador.com < 5,000 00:00:49 1.8 86.65%
(3 viajaecuador.com.ec < 5,000 MN/A 1.25 93.69%
@ cuencaecuador.com.ec «< 5,000 N/A 1.09 94.97%
P pastaza.trave < 5,000 N/A 1.00 99.58%
Tes orellanaturismo_gob.ec < 5,000 N/A 1.00 100.00%
= yiajaporpichincha.com «< 5,000 Ni& 1.00 100.00%
CJ claveturismo.com N/A N/A N/A N/A
. turismopelileo.com MN/A N/A N/A MN/A
4= imbaburatravel.ec M/A MN/A N/& N/&
& chimborazo travel M/ M/A& N/A N/ A




5.2. Positioning as a leading tourism promotion company

5.2.3.Evolutionof Engagementesults

GoRaymi has the best results in the engagement variables in Ecuador and in the American continent

500.000
iSi 449,581

450.000 Mont_h_ly Visits

400.000 More V|S|_tors, g_reater _

opportunity to find potential

350.000 tourists for our destiny
300.000 267.598 i
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200.000 157.158 .
150.000 ¢ i 193@'955
100.000 5131§393i
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the chance of leading it to the choice of
our destination

79% 78% 80% 79%

—

5%

550
50% 50% °

51% 52% 55% 56%

ago-19
] R —————
oct-19
nov-19
dic-19 F----------=mmmmme-
ene-20
feb-20
Ty o0 I —
abr-20
may-20
juN=20 f----mmmmmmmm e

56



5.2. Positioning as a leading tourism promotion company

5.2.4.National positioning in search engines

V The positioning in the search engines of Ecuador was consolidated, since of all the private initiatives of tourism in@&daglor had 74%,
among the initiatives of receptive marketplaces it had 85%, among the initiatives of promotion of Local Governments andegpoweigeneral
GoRaymi had 90%

Promotioniniciatives Marketplaceiniciatives Promotioniniciatives

GADs &overnment All Promotioniniciatives

Private Receptives

June 2020 Similar Web

m goraymi.com

m riobamba.com.ec

® tungurahuaturismo.com

® banos-ecuador.com

H sientetamemagazine.com
B nanmagazine.com

H thisisecuador.com

H claveturismo.com

m feriadosecuador.net

B descubriendogalapagos.ec
W turismoaccesible.ec

W ecuadorexplorer.com

~ N GoRaymi
| 85%

June 2020 Similar Web

SaaS

m goraymi.com

m riobamba.com.ec

B tungurahuaturismo.com
® banos-ecuador.com

H tame.com.ec

m quitotourbus.com

W naturegalapagos.com

m fullvacations.com.ec

® wanderbusecuador.com
viajaecuador.com.ec

June 2020 Similar Web

p

‘ SaaS
| GoRaymi

90%

m goraymi.com

m riobamba.com.ec

® tungurahuaturismo.com

B banos-ecuador.com

B guayaquilesmidestino.com
ecuador.travel

W cuencaecuador.com.ec

m otavalo.travel

W pastaza.travel

W viajapormejia.com

W quitotravel.ec

H mitaddelmundo.com

H imbaburatravel.ec

m orellanaturismo.gob.ec

m viajaporpichincha.com

June 2020 Similar Web

m Suscripciones GoRayni: GADs y Gobierno
B Marketplaces receptivom Promocion privada
6 of 10 people

in the world
looking for tourist information
from Ecuadorare using

GoRaymi.com
and its network of
subscriptions
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5.3.Efficiency in the execution of the #HéroesDelTurismo Campaign

Thecollaborativework was successfuin the #Héroesdel TurismoCampaigrbecause Leng htof reprod uctions

the methodologyused in this initiative allowed the smaller actors of tourism, to

becomeprotagonistsof territorial tourism promotion campaignswhich add up the

communicationefforts of all actors Amongthe resultsof the implementationof the o f ‘ /‘
campaignare: the videosmadeby GoRaymidistributed through the socialnetworks

of municipalities prefectures,andin the socialnetworksof the sametourism actors 37.3%

the citizenscontributed to makethe contentsviral; launcheventswere organizedoy

localtourism actors,wherethe efforts of eachactorand GoRaymwere recognized

The effectivenessof the campaign#Heroesdel Turismo, carried out in the first 8.94%

semesterof the year 2020, was evident by observingthe traffic generated,despite

the declineof interestin tourism, causedby the COVIBEL9 virus Thus,this campaign . - -
obtained 436 thousand complete reproductions, 92 thousand 1-minute 2-8 ml" 1 ml” 92-5 mll

reproductions, 1 million 15second reproductions, 2.8 million 3-second 3-secondreproductions ~ 1°>Secondreproductions 1-minute reproductions
reproductions Totheseresultsshouldbe addedthe resultsof FacebookTwitter and

Instagramof municipalitiesand prefectures,also of the participating small actors,

and the viral material by the replicating citizens This exercise proved that 42 mil 85 436 9 mil
collaborativework enhanceghe succes®f actions Thiscampaignallowed audience Seguidores netos Espectadores recurrentes Repmd'ucciones completas
levelsandtraffic to recoverfrom the negativeeffectsof the pandemic e 25050% e 157 dins ot oree domingd - martss a 048% e 157 dme amierore
|
907,5 mil 92,5 mil 2,8

mill. 240,2 mil 42 mil
Minutos reproducidos Reproducciones de video de 1 eproducciones de video de 3 Interaccion Seguidores netos
& 1346% de 151 minuto DS

& 1682% de 157

& 1818% de 151 & 25050% de 1

Nativa Gastronomia Ll Restaurante Patrimonio. e Bizcochos de Licto.

Fogon del puente, parrillada  +«+ Asociacion Primicias, El Cristo roto, taller de Momo Wings Stop, alitas de =+ Saté, tienda del chocolate,
Ecuatoriana.... #HéroesDelTurismo #HéroesDelTurismo en el punto mas cercano al... rescatando tradiciones.... escultura y restauracion.... pollo. #HéroesDelTurismo. #Riobamba
00z ¢ ©0% OO0z ©0& ' 00¢ 002 0% ©0¢%
ey ) .
YO&@Raymi
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Analysis of the relationship of the results of the stages
with the impact on the lives of small catalogued actors
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6.1 Relationship of the results of the stages and fulfillment of targets, with the impact on the life of the small cadiogued

Stages Resultsachieved Involvement of results Benefitsfor the small catalogued actors
STAGE A: uCath_o_gmg Oif sl 2o Ge) SieEn! Showing small tourism actors and . : . . : . . . .
. I exhibition L . " ...V Incorporationand free promotion of their tourism venturesin a national and international tourism
Cataloging and exhibition] . . destinations not highly positioned withir .
¢ | act  touri oExponential increase in the reach and the Internet information about tourism promotion platform.
OF SmaE 9, purism exposure of small players IR . ’ 'V Constantpresencein all sectionsof GoRaymigastronomicalcultural, artisanalor tourist offer, to all
andless posmoned A A . will distribute tourists to more 9 q o
> P oExponential increase of traffic from less destinations peoplesurfingin GoRaymi'glatform.
destinations positioned destinations
STAGE: uExponential increase of the national and Showing the world new destinations an . . . . . . .
p g
. . : ; . . . . V Be part of a tourism promotion platform, with the largest national and international audience, fq
Encouraging the growth | international audience of GoRaymi, reaching new experiences, driven by small free
of GoRaymi's audience | - approximately 450,000 users tourism actors, will transform Ecuador ;o i the possibility of thousands of people, who are potential clients, getting to know ab
nationally and oFirst place in the audience ranking of Ecuador into a more attractive destination for them
internationally and the American continent tourists '
STAGE C: Effective empowerment of actors in the
: . " world of tourism, about the importance V Increase their knowledge and skills (through training and awareness processes)
Awareness of aincreasing awareness among citizens about . . . : . .
llaborati K collaborative work for the tourist promotion to promote small actors and V Increased awareness about the importance of being an active agent in the promotion of their
cofla .oratlve wor. or P " destinations, will generate a sustainable territory, and not just their enterprise.
tourism promotion process that benefits their localities.
V Constantand efficient marketing, in the GoRaymiplatform and its social networks about the
wincreased traffic in destinations positioned by gastronomicgcultural, artisanalor tourist offer that the beneficiaryhas
STAGE D: GoRaymi compared to individual effarts Joining individual efforts through a vV Professionahndpersonalized/ideosof their tourismventures producedand promotedfor free
Efficient romotio.n of oNational and international positioning collaborative technology will improve V Everyday, possibleclientsknow them; they read their story of overcomingand love for what they
I P q uSearch Engine Positioning the promotion results of small actors, do, that they canwatch a promotional video of their tourism venture, and when they are already
S gctqrs N oBetter results in the engagement area this will boost the positioning of their captivated,they canhaveall the informationto contactor visitthem.
destinations uEfficiency in the implementation of the territories and of Ecuador V That during the months when they had to closethe doors of their businessespecauseof the
Campaigr#tHéroesDelTurismo sanitaryemergency peopledon't forgetthem, andthat throughthe #Heroesdel TurismoCampaign,
thousandsof peoplecandreamabout visitingthem whenthe restrictionshavebeenremoved

These results should lead to:

AMEEREER IO O DS Reducing the income gap of small V Improvement in living conditions
TESEIE OIS (DB E Ao actors oftourism: poor small towns V Poverty reduction measured by consumptiaof
uincrease in the economic income P y : y : P
versus norpoorsmall towns. small tourism actorbenefited.

of the beneficiaries.
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Measurement of the level of visits and income received
by the small catalogued actors of the target group.
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7.1. Type of sampling, choice and validation of the sample.

7.1.1. Typeof sampling

Sampling method

Stratified sampling, related to the
necessity to analyze the impact in
groups, according to poverty levels.

Universe:

240small catalogued actors

Sample percentage:

20%

Sample:

48 smallcataloguedactors

Método de muestreo

Stratified sampling.

Go@Raymi
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7.1. Type of sampling, choice and validation of the sample.

7.1.2. Technicakriteria for the definition of strata and samplechoice

Type(_)f Criteriafor group calculation
selection
\Y

Choice
of
small

towns:

Choice
of
Small
actor of
tourism:

N .
,@Roqml

A
A
A

T I

Initial characteristics ahe smalltown:
Traditional positioning of the destination
Socieeconomic conditions ahe small
town (poverty)

Characteristics of the intervention
Exposure level on GoRaymi before the
intervention.

Presence of replicators.

Relationship with the evolution and
results of theother indicators

Weight of cataloged factoisy small
town and province

Smallcatalogued actors characteristics:
Age, gender, type dburism venture

<

< <K<K < <<K<K<K <KL<KKL<

Selectioncriteria regardingto analysisparameters

Positioned destinatioior comparison Positive SE Conditions (Low poverty): Quito
Lesgpositioned destination by provinagPositive SE conditions (low poverty): Bafios

and Riobamba

Lesgpositioned destination by provinceNegative SE conditions (High poverty):

Guamote andPillara

HighexposurePatate Alausi
Medium exposure: Penip@elilea
Low exposure: TisaleBallatanga

Indicator 1 (20 successful platforms): Bafos, Quito, Riobamba.
Indicator 2 (2desspositioneddestinationg: Chambo, Cevallos.
Indicator 4 (10 individual efforts): Bafios, Mejia, Quito, Riobamba.

LYRAOFG2NI p ONBLIX AOI (2 NRQa
Tokeepthe proportion of small actors by province

To keepthe amount of small actors by gender.

To keep the amount of small actors by typf¢ourism venture
To keep the amount of small actors by age.

To keep the amount of small actors by populatgize

LISNF 2NX I yOSO Y
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7.1. Type of sampling, choice and validation of the sample.

The samplewas calculatedand the universeof people to be surveyedwere chosebasedon the stablishedmethod. In the annex,the matrix showsthe universe(total of small
cataloguedactorg andthe sampleof selectedpeople Thenumericaldetail of the selectionis presentedbelowandit showsthat the weightby provincesvasmaintained

UNIVERSE SAMPLE
: Total of small catalogued actors mall Catalogued tourism Sample ofsmall catloguedactors
Smallactorsby province ) :
: town actorshy province by benefited smalltown
Province
Number Weight Numberof Nameof smalll Numberof Number Weight % ofapplied Numberof Nameof small Numberof
smalltowns towns smallactors sample smalltowns towns Tourismactors
_ Mejia 1 Mejia 1
Pichincha 21 8,8% 2 Quito (DMQ) 20 4 8,3% 19,0% 2 Quito (DMQ) 3
Ambato 11 Ambato 3
Bafios (BAS 14 Bafios (BAS) 3
Cevallos 11 Cevallos 2
Mocha 6
Tungurahua 105 43,8% 9 Patate 33 21 43,8% 20,0% 7 Patate 7
Pelileo 9 Pelileo 2
Pillaro 9 Pillaro 2
Quero 4
Tisaleo 8 Tisaleo 2
Alausi 5 Alausi 2
Chambo 12 Chambo 2
Chunchi 4
Colta 5
Chimborazo| 114 47,5% 10 Cumanda 3 23 47,9% 20,2% 7
Guamote 5 Guamote 2
Guano 23 Guano 5
Pallatanga 5 Pallatanga 2
Penipe 9 Penipe 2
i Riobamba 43 Riobamba 8 .
E@'FEH'RL 240 100% 21 240 48 100% 20% 16 48




7.2 Technical data sheet of the measuring instruments.

Indicatorsand results to measure the impact were also stablished.

: : V  Monthly evolution of visitors receivedby the beneficiaries

| ndi cnameo r s . o
V  Monthly incomeprojection of the cataloguedactors

Analizedvariables V  Numberof visitors(clients)receivedby the smallcataloguedactorsper month.
V Projectedincomereceivedby the smallcataloguedactors(monthly).

Analysisperiod: FromOctober2019to June2020 monthly frequency

Datasource Resultsof the monthly surveysappliedto 48 smallcataloguedactors(samplg aboutthe visits/clientsreceivedand the value of
the averageconsumptionper month. Thesurveyswere appliedfrom October2019to June202Q

Collecteddata: 1,342 datacollectedin monthly surveydor 9 months

The survey has these sections:s#jall catalogued actordentificationR | G > . 0 . dzZAAy Saa RIGl X
Average consumption, E) About COVID. The data from sections A, B, C, and D was collected during the first month, cre
Initial database. Then, it was completed month by month, applying sections C and D monthly. Due to the pandemic, sec
was added in June. In total, 38 questions was&edfor 9 months. The survey and data processing can be found in the annex.

Surveydescriptiorn

V  Number of visitors (clients) received by the small cataloguedactors per month: the data were taken directly from the
answerggivenby the smallcataloguedactorswho were part of the survey
Calculationmethod: V Projectedincome receivedby the small cataloguedactors monthly: it is calculatedby multiplying the "averagevalue of
consumption”by the "number of visitors", both, the averageconsumptionvalue and the number of visitors were taken
directlyfrom the smallcataloguedactors'answers
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7.3. Monthly evolution ofisitorsreceivedoy the small catalogued actors and targets accomplishment.

Asseenin previouschapters sinceOctober2019 the GoRaymaudiencebegan

to grow progressivelythis causedan increasein traffic in all the smalltowns of Total visitsto small catalog ued actors
the countryandit wasmore intensein the smalltownswith a presenceof small

catzloguedhctors Increase of 120%

Consideringhe "Theory of micro-momentsof tourism", which explainsthat it From October 2019 to June 2020

takesat leasta month for atourist, influencedby the digital tourism promotion,
to visit a destinationand makea purchasefrom the smallactors,the impactof
the digital promotion of GoRaymishould have started to work in November
2019 The review of the monthly evolution of the visits, received by small *35.030 I 4
cataloguedactors,indicatesthat the targets wasaccomplishegdasthere wasa 35000 7277 -~

94% growth between October and November 2019 going from 14,615 in

Octoberto 28,351 visitsreceivedin February2020

i

30000

In Decemberthere is an increaseabovethe stabilizedtrend (7% of theoretical

monthly increase)becauseof the holiday season In Januaryit returns to a

more conservativevalue (which seemsto be a decrease)andin Februaryit is 25000
located at 32,126 visits, showingan increaseof 120% between October2019

and February2020. In March, until the 13th (date of closureof businessesiue 21 .922

to Covid19) 17,515 visits were registered Therefore,that value could have . sq00- -
been doubled, reaching 35,030 visits (which confirms the stabilized trend).
From March 14th to Junel5th, 2020 Ecuadorimposeda state of emergency
and quarantine, so, during that time there was a prohibition for opening
businessesand, hence,no visitswere recordedin that period. FromJunel5th,
2020 commerceis authorizedin somesmalltowns at a 30% of their capacity,
sothe valueof visitsin Juneislimited and atypical(17,515).

Targets increase of
50%, equivalent to

Y i 21,922 visits

17.515
15000

10000 10.804

Becauseof the pandemic,the period consideredto measurethe increaseis

from October2019to February2020, becausethat wasthe last month without
restrictions In this context, a 120% increasewas registeredin that period, 5000
exceedinghe proposedtarget of 50%

oct-19 nov-19 dic-19 ene-20 feb-20 mar-20 abr-20 may-20 jun-20
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We can verify that the positive impact of the cataloging and promotion of small actors of tourism was much greater imidbaetsrs of tourism who initially had medium to very low
income levels. The small catalogued actors with a low initial income represent the group with the highest rate of inbmaseoided a 162% increase in visits / clients from October

Hamdg G2 CSo6 NHzl NEB

HAHNO®

LY FRRAGAZ2YZ AlQa

The percentage of increase in income by group and the participation ofssaah townis presented below

Visitors / Clients osmallactors

With a very low initial income (less than $ 500)

Increase of
0,
6702 o495 6652 110%
6109 Oct-Feb
3175 3364
2710

= ] 0 0

oct-19 nov-19 dic-19 ene-20 feb-20 mar-20 abr-20may-20jun-20

Visitors / Clients osmallactors

m Alausi

m Ambato

m Bafios AS
Cevallos

m Guano

m Pallatanga

m Patate

m Pelileo

m Pillaro

H Quito (DMQ

H Riobamba

ATOTAL

High initial income (2001 to $ 5,000)

26gg 8026 8052
so1s A Increaseof
96%
e OctFeb
413 3872
™ A 3120
I REEE

oct-19 nov-19 dic-19 ene-20 feb-20 mar-20 abr-20 may-20jun-20

c"}Rogmi

m Bafios AS

m Guano

u Patate
Pelileo

H Riobamba

A TOTAL

Visitors / Clients osmallactors

Low initial income (500 to 1000 dollars)

Increaseof
162%

Oct-Feb

9.894

5.122

3.5

l 0O O
III IIAA

oct-19 nov-19 dic-19 ene-20 feb-20 mar-20 abr-20 may-20jun-20

3.138

Visitors / Clients osmallactors

m Alausi

m Ambato

m Chambo

B Guamote
m Guano

H Pallatanga
m Patate

m Penipe

B Quito (DMQ)
m Riobamba
m Tisaleo
ATOTAL

Very high initial income (more than 5000 dollars)

2.378

oct-19 nov-19 dic-19 ene-20 feb-20 mar-20 abr-20may-20jun-20

Increaseof
82%
Oct-Feb
® Chambo
0 0 0 m Riobamba
A A A
ATOTAL

Visitors / Clientsof small actors

0 KS 3 NP dzeieabehstill kestrictiorss orondohilily arfid 8adc fitratidrnfof pRdpIe). 2

Averageinitial income ($ 1001 to $ 2,000)

6.573

Increaseof
131%

OctFeb

3.470

2.47
1.836

n
I .
OO—
i R B

oct-19 nov-19 dic-19 ene-20 feb-20 mar-20 abr-20 may-20jun-20

Visitors / Total clients osmallactors

32,918 42126 Increaseof
A 30.469 120%
Oct-Feb

H Mejia

H Patate

m Penipe
Pillaro

H Quito (DMQ)|

m Riobamba

m Tisaleo

A TOTAL

m Alausi

B Ambato

m Bafios AS
Cevallos

m Chambo

m Guamote

m Guano

m Mejia

B Pallatanga

H Patate

m Pelileo

B Penipe

m Pillaro

B Quito (DMQ
Riobamba
Tisaleo

ATOTAL
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7.4. Monthly projection of total income of beneficiaries and targetemplishment.

The small catalogued actors income
projection was calculated based on the
visits received and the averagevalue of
consumption Thatis the reasonwhy the
trend and the analysisin the section of
the evolution of visits received by the
small cataloguedactors is similar to the
analysisand conclusionsof the income
evolution. However, unlike the visits, the
monthly growth of income was more
subtle anda stabilizedgrowth trend is not
visible yet. Despite this, as these two
variablesaredirectlyrelated,in the future,
the growing and constant trend of visits
will dragthe incometrend with it.

In this context, depending on what
happened during the pandemic, the
period that will be consideredto seethe
increase will be from October 2019 to
February202Q, becausethat wasthe last
month without restrictions In this
context, there is a 110% increasein that
period,exceedinghe target of 50%

Increase of 110%

Total income ofbeneficiaries(USDdollars)

From October 2019 to June 2020

300.000

250.000

200.000

195.576 [“

150.000

100.000

50.000

oct-19

265.383

nov-19

278.117

dic-19

ene-20

274.449

feb-20

*332.374

166.187

mar-20

Businesses worked normally until
March 13th. A total income of
166,187 dollars was registered

until that day; however, because

of the fortnight, we estimate that
March would have ended with
*$ 332,374 of income

Targets 50%
increase in income,
equivalent to
$195.576

Quarantine fromMarch 14th, 2020 to
June 15th, 2020, from this date on,
partial attention was restarted in
businesses at 30% of their capaci

0 0 22.703

abr-20 may-20  jun-20
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We can verify that the positive impact the cataloging and promotion of small cataloguwsedors, wagreater in small catalogued actors who initially had medium to very low income

levels. The small actors with a low initial income represent the group with the highest rate of increase. They recordédhar&@8e in income from October 2019 to February 2020. Thit

percentage of growth is higher than the percentage of the same group in the evolution of visits (18 points more), whicthatdhrsaverage consumption values of this group were
higher. Furthermore, this is the group withe best level of recovery after quarantine. The percentage of increase in income by group and the participaéionsofalltown is presented

below.

Total income of initial income beneficiaries
Very low (minus $ 500)

Increase of
156%

OctFeb

m Pallatanga

B Quito (DMQ

m Bafos AS
Patate

m Guano

m Cevallos

m Ambato

m Riobamba

. . - m Pelileo
. . . 0 m Alausi
|

A m Pillaro
oct-19 nov-19 dic-19 ene-20 feb-20 mar- 20abr -20may-20jun-20 4 TOTAL

1.725

Total income of initial income beneficiaries
High ($ 2,000 to $ 5,000)

Increase of
101%
OctFeb
m Guano
H Patate
4350 Bafios AS
0 Riobamba
A i m Pelileo
ATOTAL

oct-19 nov-19 dic-19 ene-20 feb-20 mar-20 abr-20 may-20jun-20

Total income of initial income beneficiaries

Low ($ 500 to $ 1,000)
32.023
Increase of
180%
Oct-Feb
m Ambato
15.833 m Guamote
m Guano
m Riobamba
® Chambo
8.528 m Alausi
= Quito (DMQ)
H Penipe
H Pallatanga
0 0 m Patate
A A m Tisaleo

oct-19 nov-19 dic-19 ene-20 feb-20 mar-20 abr-20may-20jun-20 A TOTAL

Total income of beneficiaries with very high initial income

(more than $ 5,000)

Increase of

99%

OctFeb

109350
7740
0 0 0 H Chambo
A A A m Riobamba
ATOTAL

oct-19 nov-19 dic-19 ene-20 feb-20 mar-20 abr-20 may-20jun-20

Total income of initial income beneficiaries
Medium ($ 1,000 to $ 2,000)
31.985

Increase of
126%
Oct-Feb
15 858
8.100

oct-19 nov-19 dic-19 ene-20 feb-20 mar-20 abr 20 may 20jun-20

Total income of beneficiaries(dollars)

8117 Increase of
265.383 27444 110%
Oct-Feb
166.187
22.703

oct-19 nov-19 dic-19 ene-20 feb-20 mar-20 abr-20 may-20jun-20

H Patate

B Riobamba

B Quito (DMQ|
Mejia

H Penipe

H Tisaleo

m Pillaro

ATOTAL

H Riobamba

m Guano

m Patate
Bafios AS

® Chambo

m Quito (DMQ

H Penipe

B Ambato

m Guamote

u Pelileo

m Mejia

m Tisaleo

m Pallatanga
Alausi
Pillaro

m Cevallos

ATOTAL
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At the closest point to the sun  sueportepey
we findour mission:

CHANGE THE LIVE

 626347masJ 6:384,4 Kmfrom the center of the Eart of the smallest players
= in the tourism industry

An Expo 2020
Dubai Initiative

Impact analysis
and case of studypy income and poverty levels.
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8.1 Methodological considerations

Indicator for impact
measurement:

Variable used to divide
the analysis groups.

Additional variablesfor
the analysis:

Analysis period:

Technical concepts:

Considerations:

V  Averageincomerangesof the smallactor, catalogedby smalltown

Povertylevel by consumptionof the smalltown where the smalltourism actor lives.

V At the beginningof the project, the small towns were technically selectedfor intervention; consideringcantonal poverty levels, in order to have
comparablegroupsto measureimpact

V Consideringhis, smalltownswere cataloguedby different levelsof povertyandin homogeneougroups,asfollows:

V 34%of smalltownswith low andverylow povertylevels(0.0%to 36.4%));

V 33%of smalltownswith a mediumpovertylevel (36.5%to 54.6%);

V 34%of smalltownswith a highandveryhighpovertylevel (54.7%to 90.9%).

Smalltown wherethe smallactor lives

Smallactors'initial averageincome(the basewill be the incomeof October2019.
Averagegrossincomeranges

Finaltraffic andengagemenvariables

Growthrate from October2019to February2020

Thebaselinewasthe averageincome of October2019 and its evolution was analyzeduntil February2020 becausesmallactorswere ableto opentheir
businessesintil that month.

< <K<K

Povertylevel by consumptionstarts by determininga basketof goodsand servicesthat allow to satisfybasicneedsat a minimum cost, and households
whoseincomeor consumptionis belowthe costof this basketare clasifiedaspoor people

Smalltourismactoris a cataloguedoeneficiarywhosemaineconomicactivitiesare relatedto tourismin Ecuador
Cantonor smalltown is anadministrativeandterritorial divisionunit. It is the secondlevel of politicaldivisionin Ecuadar

Consideringhat:

Thecostofthe ¢ 6 I basketof goods"in Ecuadoiis$ 716;

Most smallactorswork with their families(82% in low poverty smalltowns, 87% in medium poverty smalltowns, and 100% in high poverty smalltowns,

whichmeansthey do not haveanyother additionalincome

Partof the total incomemust coverthe fixed andvariablecostsof anenterprise

It is consideredthat a smallactor with a low income($ 1,000 0r less)cannotcoverthe costof the basebasketof goods,so he and hishome are considered
poor people

In addition, the impactin smalltowns will be analyzedaccordingto their poverty level,asthe economicenvironmentinfluencesthe economicdynamicsof

business




8.2. Impacby smallitownin the increase dhe small catalogued actarscomedue to the promotion made by GoRaymi .

As part of its intervention, GoRayneveloped a series of actions in a way that the digital promotion of small actors can increase their visits anddhsrThus, while actors
were catalogueqd GoRaymi improved its platform, managing to surpass afitésmediumgoals. In this context, GoRaymi strengthened its national and international audience, until
it became the first in America. This generated an increase in users, who access the offer of at least 4 small actas petazontent every time they enter any section of the

platform. This allows the exposure of the small catalogued actors ankgsispositioned destinations to grow exponentially and it increases the traffic obt#mefited small towns
(see charts).

Moreover, if we check the evolution of the engagement variables, we can verify their progressive improvement, achievesgrésellbs in Ecuador and the region. So, the content

reading time and the number of pages per visit gets higher; and the bounce rate is reduced. This means that users st@aygloig @oRaymi to get the offer of various small
actors, and that it creates enough interest to consume the content.

500.000 .
449.581 I 449.581
User GoRaymi
450,000 —_—
GoRaymi: 100% of exposure and goraymi.com -
.\ promotion of small actors of tourism .
Ranking Oct/2019 Ranking Feb/2020 Ranking Jun/2020 throughout the pfatfarm . Ta rgets
- < >
2. México 2. Colombia 2. Aruba/ ! . 3,5,0,0,0,0,
3. Colombia 3. México 300.000 267.598
4, México
5. Aruba 5. Rep, Dominicana 250,000 220075 233258 209.6
. b, (o 2
) Aruba 4 6. C |\¢)ml|\i}$ 197.753
/N | 410.943 (GoRaymi) 200000
/ Emergencia de salud piblica de importancia internacional por 157.158 193,655
A Covid-19 150,000 :
Ehhd META: 350.000
100.000 131.393 .
Users of GoRaymi
211.186 (Aruba) / 207,432 50.000
2| 1 L 579
= | i 2sist riobamba.com.ec 0
£ 134,006 (México) / 125,934 (R, Dominicar o TBIEE a0 11967 Yt R 2 ] ] B 3 ] < ] ] Q Q 8
> | 109,307 (Colombla) R TI— B curahuaturismo - = s a 5 3 o b A L i > <
| 97,315 (Costa Rica) / o ungurahuaturismo = ® & & &g = § ¢ g 8 g 3
2 sep-19  oct-19 nov-19 dic-19 ene-20 feb-20 mar-20 abr-20 may-20 jun-20
11977

oct-19 nov-19 dic-19 ene-20 feb-20 mar-20 abr-20

may-20 Jun'20

10 Less positioned cantons touristically
WITHOUT the presence of small catalogued actors in the first semester
25000 Mejia
T Periodoenel ! Crisis sanitaria t <C‘ata‘f’ga““3)
que se esperaba 22500 pout

(catalogados)
resultados

Inicio de
intervencion

Bafios
(catalogados)

20000

Guano
(catalogados)

______ 17500
79% 78% 80% 79%

15000

Patate
(catalogados)
12500 == Penipe
(catalogados)

N — = —

59

% 55%
50% 50%

51% 52%

—Tisaleo
(catalogados)

018 soifs Visit Duration 161 165 161 1,

Chambo
(catalogados)

1
1

I

4

1

I

1

I

55% 56% :
-

|

1

I

|

Pages per visit Bounce Rate

= Guamote
(catalogados)

jul-19
dic-19

ago-19
sep-19
oct-19
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jun-20
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ene-20
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abr-20
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8.2. Impacby smallitownsin the increase ahe smallcataloguedactorsincome due to the promotion made by GoRaymi .

mmmm Evolution of the scope of small catalogued actors exposure 2449.220

g In general terms, the graphics show the

S indisputablerelationshipbetweenthe increase

. Total income of beneficiaries (dollars) | in the exposureof small actors in GoRaymi

1 874.949 | and the increasein visits and income of small

8 1.806.078 | cataloguedactors If reviewed on a different

. 7\ ' | scale,the trend of the increaseof the three

/7 S | variablesis practicallythe same In this way,

it 5 \. S | while the digital exposure on the platform

/ 5 \ 5 | grows, physical visits to small catalogued

1217000 < | . 1261442 5 : actorsalso grow, and, therefore, their income

L g | | 1208851 w12 | i increasestoo. The months of quarantine are
. | | y- | o | | 9

' ' 5 5 | the only exception, since the small actors

; : | couldnot openthe doorsof their businesses

5 5 In addition, the relationship between the
5 5 | traffic and engagement variables of the
N ; 5 5 | benefited small towns was analyzed,in order
' 5 5 | to checkthe impactof D 2 w | &prom®&lian

5 5 | for small cataloguedactors with the average
515 : i | growth rates of the small actors income per
smalltown.

.918
469

oct-19 nov-19 dic-19 ene-20 feb-20 mar-20 abr-20 may-20 jun-20
73



8.2. Impacby smalitownin the increase dhe smallcataloguedactorsincome due to the promotion made by GoRaymi .

Thereis a directrelationshipbetweenthe positivelevelsof the traffic and engagemenvariablesby smalltown, andthe ratesof incomegrowth. Whensmall
towns are orderedaccordingto the bestresultsof averageincomegrowth, we note that there are a coincidencewith the smalltowns that havethe highest
levelsof traffic quality and engagemetln this context,the table below showsthat the smalltownsin the groupof traffic and engagemenvariableswith high
andvery high quality levelsalsohavethe bestrates of incomegrowth; which a rangefrom 118%to 281% Besidesthe group of smalltowns with medium
andlow levelsof traffic quality and engagemetegisteredlow and mediumincomegrowth rates Thisprovesthat GoRaymis an efficient digital showcasdor
smallactorsof tourism, andgeneratingenoughimpactin a way that the catalogingandexposureof smallactorshelpsthem to increasetheir income

Results in the small actors income level.

Quality level of the variables of traffic and engagement of temall towns inGoRaymi at the end of the

intervention (June 2020)

. Traffic . A
Smallowns Incomegrowth rate Averagencome Trafficlevel| resistance Traffic Revised Monthly | Visit Duration | Bounce Visibility,
(Oct2019-Febi2020) | PErSPaiionn | Group indune | against | "%V | content | Visits |(Readingtime] Rate | 2ccumuated | Group
(Feb/2020) . level traffic)
Covid19
281% Thebest Medium
It Thebest Thebest Thebest small towns
Small towns Medium Medium Medium ; .
with high or Low Medium Medium Low r\:\.”tll:: h[[ghﬁqr
highergrowth Low Medium | Medium | Low '9 .er raftic
levels Thebest Thebest quality levels
QO Medium | | Medium |20 €ngageme
Thebest
Thebest
Cevallos 94% Medium Low Low Low Low Low Medium Low _
Patate 91% Medium small towns Medium | Medium | Medium Medium Medium small towns with
Tisaleo 85% Medium Medium with low or Low Medium Medium Medium Medium Medium Medium T;I;ilém lj)arl”ltow
Pillaro 45% Medium Medium medium growth Low Low Low Medium Low Low Medium Medium Ievelg andy
Pelileo 8% Low levels. Low Low Low Medium Low Low Medium Medium engagemet.
Chambo 0% Low Medium Low Low Medium Medium Medium Medium Low

*With the exception ofallatangawhich has a high growth rate, but low and medium traffic quality levels. 24



8.3. Impact on poverty reduction measured by consumpiidow povertysmall towns

Distribution of small catalogued actors
by income level in GoRaymbhad a positiveimpacton the incomelevel of smallcataloguedactorsin low poverty small

October2019 towns (poverty from 0.0% to 36.4%). The impact was biggerin the increaseof the percentageof
Levelsincome smallcataloguedactorswith highincomesfrom 10%in Octoberto 40%in February

Mas de 1000 Very high

Additionally,there was a positive impact on the reduction of small cataloguedactorswho receive
$1.000 5001¢10000 low incomes In October2019 55% of smallcataloguedactorshad an averageincomeof $ 1,000 or
' less(low income) After D 2 w | einfekv@dion, this percentagedroppedto 25% In other words,

1.501-2.00 : - :
10% a ogéi/ss 1.501:2.000 30%of smallcataloguedactorsceasedo be economicallywulnerable(receivinglow income) Thanks
0 ' ' Medium | to their A y O 2 iMcte&s2they were ableto reachmediumor high-incomelevels
1.001- 1.50Q 1.001¢1.500
15% : . . .

2% 1000ymeno Low | g4 \we concludethat D2 wl &iMerv@ntion managedto influence the improvementin wealth
distribution and now 50% of small cataloguedactors receivea high or very high income, 25% an
averageincomeandonly 25%of them receivealow income

30%
Distribution of small catalogued actors 5504 FEB - -
by income level in
10% Mas de
February202Q
10.000
$1.000 ‘ >.001a Dollars
' 10.000
or less .. y 1 2.001a Dollars Income
25% 1.501 a >.000 Veryhigh
Dollars
2.000
1.001a Dollars -
1.001- 1.50Q IncomeHigh
Before 1.500
15% Octobe . 1.000 o
efficient Dollars
(OCN| Hromotion menos -
1.501- Dollars IncomeMedium
2.00Q February After efficien
10% 75




8.4. Impact on poverty reduction measured by consumpitiomediunpovertysmalltowns

Distribution of small catalogued actors
by income level in

October 2019 . In medium poverty small towns (poverty from 36.5% to 54.6%), GoRaymialso had a positive
Levelsmcom impact on the income level of small cataloguedactors As seen in the previous group, the
More than 10000 hgﬁ: percentageof smallcataloguedactorswith low incomeis reduced,but at a lesserdegree(it goes
from 53%to 44%); the percentageof averageincomeis alsoreduced(it goesfrom 27%to 7%). In
Sl et contrast,the percentageof smallcataloguedactorswith highincomesgrewfrom 20%to 53%
1.501- 2. $ 1.000
7% or less
1.001-1.50Q 53% 1.501¢2.000
20% Medium|
1.0011.500
1000 y menos Low 40%

Distribution of small catalogued actors

by income level in Mas d
February202Q 44% as de
10.000
B 5.001a Dollar
. mm A 5 0013 10.000 | oflars
. ncome
$ 1.000 ‘ Dollars _
or less ] 1.501a >-000 Veryhigh
2.000 Dollars Hiah
0 . IncomeHig
R 11'0:01: Dollars
0 Before 1.0000 )
ctober| poge Dollars
ocn| & icient menos :
.001- ( promotion Dollars IncomeMedium
February After efficien
(FEB) | promotion 76




8.5. Impact on poverty reduction measured by consumpiiemalltowns with high anchigherpoverty .

Distribution of small catalogued actors

by income level in
October2019
5.000

0.00
8%

$ 1.0000r less
1 7%

Levelsincome

Very
high

Mas de 10001

5001¢10000

1.501¢2.000 Mediu
1.00c1.500 m

1000 y meno Low

Distribution of small catalogued actors

by income level in
February2020

$ 1.000
or less
23%

1.001-
1.50Q 8%

.501-
Q 8%

Zre
(OCT) promotion

February After efficien
(FEB)| promotion

In small towns with high and very high poverty (54.7% to 72.8% of poverty), the positive impactof D2 wl &
interventionis muchgreaterthanin the caseof & y 432 2siklltowns. Thus,it waspossibleto influenceon reducing
the smallactor's poverty and improve wealth distribution in the smalltowns. Before GoRaymi'sntervention, 77% of
small actors were economicallyvulnerable becausethey had low incomes and only 23% of small actors had high
incomes In other words, wealth was concentrated in 23% of small actors After GoRaymi'sintervention, the
distribution of wealth improved considerablythanksto the fact that 77% of smallcataloguedactorswere ableto rise
variouslevelsof income,causingwealth to be distributed to more smallactors In conclusionnow only 23% of small
cataloguedactors have a low income a group of 16% with an averageincome was born; the percentageof small
actorswith incomeincreasedo 53% andagroupof smallactorswith veryhighincomeswasborn (8%).

In other words, not only did the percentageof economicallyvulnerability fell from 77% to 23% but also, the
distribution of wealth changeddramatically,goingfrom being concentratedin a few handsto beingredistributedin
77%of smallactors who were ableto accesdetter levelsof income

77%

23%

1.0000
menos
Dollars

Mas de
10.000
8% y >-001a Dollars
IE 10.000 I
80« 2.001a ncome
o 5.000 Dollars Veryhigh
1;!5:010"" Dollars i
. IncomeHi
1.001a Dollars g
1.500
Dollars
IncomeMedium
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8.6. Impact on wealth distribution improvement in small towns
LOWPoverty- smalltowns MEDIUMPoverty- smalltowns HIGHPoverty- smalltowns Conclusions
Income Income Income
Very high Very high Very high
2.00
1.501- 2.00Q $1.000 I:/rl1:<;’ir§:1 1.501-2.00Q $1.000 ,\Iﬂn:;rl?; ,:;‘:;T; Before the
10% or less T % or less Income $ 1.0000r less Income intervention, there

October 1-001;33/-500 55% Low 1.001- 1.500 53% Low 70 Low was a concentration
2019 ’ 20% of wealth in 20% of

small actors, in all

the small towns
CONCENTRATED WEALTH CONCENTRATED WEALTH
in 20%of smallactorswho have high CONCENTRATED WEALTH in 23%of smallactorswith high
and very high incomes. in 20%of smallactorswith high incomes. incomes.
Income Income
Very high R After the
$ 1.0000r SR intervention, wealth
10.000X ,

I_es§_, Income g $ 1'000 Income Income was dIStI’IbUted in

25% Medium or less Medium Medium more than half of

February Income 40% Income Income the small actors in
2020 1.001- 1.50Q Low Low Low all thesmall towns

After the N with a greater

intervention 2,000 T impact in the poor
small townswhere
it was distributed in

10%

DISTRIBUTED WEALTH
in 50%of small actors who have higkh
and very highncomes.

DISTRIBUTED WEALTH
in 53%of smallactorswho have high ang

very high incomes.

DISTRIBUTED WEALTH
In 61%0f smallactorswho have high

62% of the small
actors

and very high incomes.
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. INITIAL SITUATION IN O_CTOBER 2019 FINAL SITUATION IN FEBRUARY 2020
Distribution%smallactorsby income range. Distribution%smallactorsby income range.
NONPOOR POOR NONPOOR POOR
Sma”towns Sma”towns Sma”towns Sma”towns
v v v
25% 23%
with insufficient with insufficient
55% N 77% income income
with insufficient with insufficient
income income
(less than 1,000 (less than 1,000)
17%
- //_G— NN with medium with medium
, ) highandhigher
45% //// ap highandhigher ingome 9

E

with medium, income

high andhigher
income.

23%

with medium, high and
higherincome.

With the implementationof the projectit waspossibleto reducethe incomegapthat existedbetweensmallactorsfrom poor smalltowns versusthosefrom non-poor smalltowns. In
October,there wasa gapof 22 points betweenthe percentageof smallactorswho had enoughincome,comparedto the costof the basebasketof goods,of a non-poor smalltown
(45%) andthat of a poor smalltown (23%). In contrast,after the intervention,the gapwasreducedandreversed reaching-2 points. Now, poor smalltowns havea higherpercentage
of smallactorswith enoughresourcesin addition, now, the percentageof smallcataloguedactorswith enoughresourcesexceeds’5%in all smalltowns, which meansthat only 24%

do not haveenoughincometo coverthe costof the basebasketof goods
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8.8. Impact innequalitydecreasdetweenterritories

Before the intervention (OctobeR019

After the intervention February2020)

Levelsincome / ]9
Més de| Very

10000 | high

10000

1.501¢

2.000 . 0
1,001 Medium 77%

1.500 559%
1000 y
Low

menos

v

NONPOOR POOR
smalltowns smalltowns

Levelsincome

Més de| Very
10000 | high

5001¢
10000

1.501

ZLod Medium 107

1.00% 15% \ 8%

1.500 3%

1000 y Low < >

menos 25% 23%
NONPOOR POOR
smalltowns smalltowns

Before the intervention, there was a wide level of inequality between the
incomelevelsof smallactorslivingin non-poor smalltownsversusthoselivingin
poor smalltowns.

In poor smalltowns, the percentageof smallactorswith low incomeswas 77%,
unlike the percentageregisteredin a non-poor small town, where it reached
only 55%

In poor small towns, there was a greater concentration of wealth; therefore,
there was no percentageof small actors with medium incomes,nor with very
high incomes In contrast, there was a 25% of small cataloguedactors with
medium incomesand 10% of smallactorswith very high incomesin non-poor
smalltowns.

After the intervention, the situation changedradically On the one hand, in both casesthe
percentageof smallactorswith low incomeswassubstantiallyreduced,reaching25%in non-poor
smalltownsand24%in poor smalltowns.

Onthe other hand,in both casesall incomelevelsare distributed in a uniform way amongsmall
actors

And most importantly, for the first time, the poor small towns matched the improved income
structure of the non-poor smalltowns. In other words, at the end of the intervention, the poor
and non-poor smalltowns have similarpercentagesof very high, high, medium,and low incomes
Thiscertifiesthat GoRaymis usefulto reduceincomeinequalitybetweensmallactorsin poor and
non-poor smalltowns.
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8.9.Case o$tudy lowerpovertysmalltownsversushigherpovertysmalltowns,

Bafnos de Agua Santa, is one of
the poorest small towns in
Ecuadorlt is smalland positioned
as a tourist destination for
adventuresports At the beginning
of the intervention, 67% of
catalogedsmallactorshad a gross
income of $ 1,000 or less (low
income) and 33% earned from $
1501 to $ 2000 (medium
income) After the promotion on
GoRaymi, the income range
increased in 33% in February,
receiving from 2,001 to $ 5,000
(highincome)

Guamotg is one of the poorest
smalltowns in Ecuadorlt is small
and was not considered as a
tourist destination At the
beginning of the intervention,
1006 of cataloged small actors
had a grossincome of $ 1,000 or
less (low income) After the
promotion on GoRaymigveryone
rosetheir incomerank, 50%rose2
ranges, which allowed them to
receive an average income and
the other 50% managedto ascend
three income ranges, earning
between 2,001 and $ 5,000 (high
income.

67%
FEB

6/7/%

1.000 o
menos
Dollars

1.0000

menos
Dollars

33%
1.501 a
2.000
1.001a Dollars
1.500
Dollars

IncomeMedium

50%

1.501 a
1.001 a 27.000
1.500 Dollars
Dollars

IncomeMedium

33%

‘ 5.001 a
10.000
2.001a Dollars
5.000
Dollars
IncomeHigh

Very high poverty canton: BANOS
(poverty from 0,0% 18,20%)

5.001a
10.000
2.001a
Dollar
5.000 ofars
Dollars
IncomeHigh

Very low poverty canton: GUAMOTE
(Poverty from de 72,9%90,9%)

V It was possible to

In this case of study, the impact of
catalogingand promoting small actorsin
the poorest small towns of the
intervention was compared with the
richest small towns with similar
characteristics (geographic and
population size) This analysisconcluded
that:

V There is a positive impact of the
intervention in the increase of the
small actor'sincome in the two small
towns. Thereis a greaterimpactin the
poor smalltown (Guamots.

V Bypromotinga smalltown that did not
existin the virtual catalog,it beginsto
exist This generatesa very positive
effect, since the audience, upon
learning of this new destination, opts
for it.

V The increase in income was strong
enoughto causesmall actorsto move
between income ranges,going from a
low income to a middle and high
income Thiseffect was much stronger
in the poor smalltown, where 100% of
small catalogued actors received low
incomes, and after the intervention,
they managedto rise between?2 and 3
incomerangesin February

influence the

reduction of the income gap of small

cataloguedactorsin the & LJ2 Zrhgl
towns versus the onon LJ2 2 Bliall

towns. 81



At the closest point to the sun  sueportepey
we findour mission:

CHANGE THE LIVE
of the smallest players . ....0x
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= in the tourism industry
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SUPPORTED BY

i. General Conclusions:

Thecataloging gxhibitionand promotion of smallactorsof tourism generatepositive,tangibleand measurablampactsat a medium- term. %

Thankgo ExpoLivelnnovationimpactGrantProgramwe achievedmainimpactsfor our country. p o 202
n Expo
Dubai Initiative

wReduction of inequality between poor versus Rooor smalltowns,
wContribution to the dynamism of the economymdor smalltowns,

Im paCt on SOC|etMnclusion of small towns in the tourist offer that is visible and promoted nationally and
internationally.

(Inbenefitedsmalltowns) cincrease in the predilection of Ecuadorians in domestic tourism.

wSocial cohesion itne territories regarding the importance of promotirggall actors
of tourism

|mpaCt on the wPositioning as a leading tourism promotion company at a national level .
wPositioning in the international ranking of countries tourism promotion platforms.

Start u p wincreased productivity through collaborative work.
wincreased competitiveness, thanks to the best engagement results and a varied
C’?Rogmi offer of new destinations.

wincrease in knowledge, abilities and skills.
wIncrease in visitors / clients téheir tourism ventures
wIncrease of the economic income of the beneficiaries.

wimpact on poverty reduction measured by consumption, in the group of
small and economically vulnerable actors.

(Smallcataloguedourism wimpact on wealth distribution improvement in smatbwns.

actors ol mpact in the reduction of smal
smalltowns.

wImpact in inequalitydecreasebetweenterritories.



https://www.expo2020dubai.com/en/inspiring-stories/stories/goraymi
https://www.expo2020dubai.com/en/inspiring-stories/stories/goraymi

ii. Specifi€Conclusionaboutimpacton people(smallcataloguedourismactorg

Global results achieved ACEIE S Proventheory
of Targets

Impact of traffic and engagement variables in income increase

V An augmented exposition of small actors of tourism in GoRaymi, increased trafficAll our targetswere
and income of the small catalogued actors. accomplishedcand even
VvV Small townswith traffic and engagement variables with high and very high quality were surpassed Our mission is to

levels, have the highest income growth rates (between 118% and 281% growth
rate).

show how
technological

V GoRaymi became a digital and efficient showcase for small tourism actors and GoRaymi platforms based on
caused an impact big enough to increase their income. CHANGESHE LIVES collaborative
_ o of the smallestactors in economy can
Impact on poverty reduction measured by consumption, in the group ol the Ecuadorian tourism improve the
Aboutthe Small and economically vulnerable actors. industry business conditions

intervention V Our Project allowed a percentagetofirism actorsthat had an income lower tha
impact the basic bundle of goods, to achieve higher income levels and leave behind
poverty measured by consumption.

V In smalltownswith low poverty, the percentage of low income actors decreased
from 55% in October 2019 to 25% in July 2020. This implies that 30% of small
actors left economic vulnerability behind and were able to access better income
levels (medium or high).

V Insmall townswith medium poverty levels, the percentage of managers with low
iIncome decreased from 53 October 2019 to 44% in June 2020.

V Insmall towns withhigh poverty levels, impact is higher. The percentage of low
iIncome actors decreased from 77%0rtober2019 to 23% iJune2020. Income
increases are big enough to allow them to readagherincome levels, allowing a
deeper wealth distribution among more actors.

of the smallest
actorsin the tourism
industry and how
these improvements
can be transformed
into tools for the
construction of
sustainable
territories.
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ii. Specifi€Conclusionaboutimpacton people(smallcataloguedourismactorg

Globalresultsachieved GRS ISIE Proventheory
of Targets

About the
intervention
impact

Impact on wealth distribution improvement in cities All our targets
V In October 2019, wealth was overly concentrated in 20% of the actors in sihtak were accomplished
towns. After the intervention, wealth gets distributed in more than a half of the small andevenwere
actors, with a bigger impact in posmall townswhere it is being distributed among 62% surpassed Our mission is to
of the tourism actors. show how
Impacti n t he reduction of smal/l asmallor s’ | N Cc o me tdtHhdhogichl N
towns platforms based on
V In October 2019, there was a gap of 22 points, between the percentage of actors with GoRaymi collaborative
average income from a poor city (45%) and from a non poor city (23%). After the CHANGES THE economy can
intervention, the gap was reduced and reversed, reackgercentage points. Now, poo LIVES improve the
small towns have bigger percentage of actors with sufficient income. In alkstinall ofthe smallest business conditions
towns, the percentage of actors with sufficient income is above 75%. actors in the of the smallest
Ecuadorian tourism ~ actors in the
Impactin inequalitydecreasebetween territories industry tourism industry

and how these
improvements can
be transformed
into tools for the
construction of
sustainable

V Before the intervention, there was a big inequality level, between actors from non poor
small towns andhose from poorsmall townsln poorsmall townsactors with low income
were 77% and inon poor small towns55%. In poosmall towns theravas a higher
wealth concentration and nturism actorswith average or higher income. In non poor
small townsthere was 25% of actors with average income and 10% with high income.
After the intervention, in both cases the percentage of low incaowgism actors e
decreases by an average of 24.5%. Also, there is a better distributiorsofadlitourism territories.
actors in all levels. Poemall townswere able to match the income structure of non poor
small towns whiclmeans that poor and non po@mall townshave now similar
percentages and levels of income in higlgher,averageandlow income levels.
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iii. Objective®f support to small players of tourism:

Targets Indicator Overallresultsachieved Accomplishment
of Targets

V 24 trained replicators promoting their territories. COMPLETED AND SURPASSED
V  96% satisfaction level of the training process for replicators, exceeding the target of 90% Because it was achieved:
V  98% satisfaction level of technical support, exceeding the Targets of 90% Increased awareness of citizenship, on collaboratwerk for
V  85% level of learning achieved by the replicators, which implies that they have the tourism promotion
technical skills to digitally promote their community
V  96% level of awareness among replicators, which means that the trained group is ) s
conscious of the importance and benefits of promoting their community and putting it ___ __ o1% 91% o1% B iqf_ _T‘iﬁ _____ . Target
practice More then
V  92% level of empowerment in the replicators, which implied that they incorporate in their satisfaction
routine the tourism promotion of their community and convey GoRaymi's message e
5) Monthly V  89% level of results in contributions from the replicators, which caused them to reach the
evolution of targetsof publishing content and have a positive impact on tourism promotion in their
the community, helping to foster new business relationshlpgshis sense, the replicators
e S satisfaction ach?eved: 220 new cpntents crea.ted. by themsglvgs; 3 specific leads for SAAS sales_
satisfaction Iev_el_ of the ac_:hleved by the repllgqtors; 2 invitations to .terrltorlal t_ourlsm tables; awareness meetings
rate training with key actors and citizens to promote their own territories and tourism offers;
process and participation in events to launch campaigns in the territGféroes al turismo)
technical V It should also be mentioned in this section that due to the awaremaising work done
support with replicators,smallcataloguedactorsand other tourism actors, both public and private
received in the territory, their level of commitment and empowerment was effective in the so o2 9SSk se%  STX . %%%
collaborative work they carried out for the execution and success of the Campaign ~ ~—777 """~ 7" " -7------~-----=--~ g Jﬁi%f:n
#HerdéesDelTurismdt allowedsmallcataloguedactorsto become active agents, and 90% of
several other actors to join in, getting the audience and the traffic of the territories to f::':lf“””

recover from the negative effects of the pandemic by the Gd@d

V  This campaign had an impact paople's spiriduring the difficult times of the pandemic
(months when they had to close down their businesses and lose their income); because b
actively participating in the campaign, it gave them back a hope for a future of economic
recovery.They made this campaign their own and keep hoping that their clients will ret

Thus, in June, customers will start to return, despite certain restrictions on mobility and
gathering of people



Targets Indicator Overallresultsachieved Accomplishment
of Targets

50%
increase in
number of

visitors

6) Monthly
evolution of
visitors
received by
the
beneficiaries

The GoRaymiaudience began to grow progressively,this caused an
increasein traffic in all the towns of the country and it was more intense
in the smalltownswith a presenceof smallcataloguedactors Considering
the "Theoryof microomomentsof tourism", which explainsthat it takesat
leasta month for atourist, influencedby the digital tourism promotion, to
visit a destinationand makea purchasefrom the smallcataloguedactors
the impact of the digital promotion of GoRaymishould have started to
work in November2019 Thereview of the monthly evolution of the visits,
received by small catalogued actors indicates that this target was
accomplished as there was a 94% growth between October and
November2019 goingfrom 14,615in Octoberto 28,351 visitsreceivedin
February202Q

In December,there is an increase above the stabilized trend (7% of
theoretical monthly increase)becauseof the holiday season In Januaryit
returnsto a more conservativevalue (whichseemsto be a decrease)and
in Februaryit is located at 32,126 visits, which indicatesan increaseof
120% betweenOctober2019and February202Q In March,until the 13th
(date of closure of businessesdue to Covid19) 17,515 visits were
registered Therefore, that value could have been doubled, reaching
35,030 visits (which confirms the stabilizedtrend). From March 14th to
Junel5th 2020 Ecuadorimposeda state of emergencyand quarantine,
so, during that time there wasa prohibition for openingbusinessesand,
hence, no visits were recorded in that period. From June 15th, 2020,
commerceis authorizedin certain smalltowns at a 30% of their capacity,
sothe valueof visitsin Juneis limited andatypical(17,515).

Becauseof the pandemic,the period consideredto measurethe increase
is from October2019to February2020 becausethat wasthe last month
without restrictions In this context, a 120 increasewas registeredin
that period,exceedinghe proposedTargetof 50%

COMPLETED AND SUR

Increase of 120%
From October 2019 to June 2020

PASSED

35000

30000

17.515
15000

10000

5000

-
——
L -

Targets: increase of
50%, equivalent to

> 21,922 visits

10.804

0 0

oct-19 nov-19 dic-19 ene-20 feb-20 mar-20

abr-20 may-20 jun-20
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Targets Indicator Overallresultsachieved Accomplishment
of Targets

The small catalogued actors income COMPLETED AND SURPASSED
projectionwascalculatedbasedon the views

and the averagevalue of consumption That Total income of beneficiaries (dollars)

is the reasonwhy the trend and the analysis .

in the section of the evolution of visits Fm,:':ﬂ;iffof:t:,lu?,e/zm ’ ) P 1ot A toto meome of
receivedby the smallactorsis similarto the D0 | e ol s e
analysis and conclusions of the income oo areharocli v ene with,
evolution However, unlike the visits, the re5.383 P 274.449 "8 332374 ofncome

monthly growth of incomewas more subtle 250000
S0% 7) Monthly and a stabilizedgrowth trend is not visible
increase in mcgmi yet. Despitethis, as these two variablesare - Targets: 50%
income of g;?heec 'on directly related, in the future, the growing 195576 """ Pce T BN T - ‘“‘;’:jf:azzr“'t‘:g';‘e'
catalogued atalogued and constant trend of visits will drag the o 166.187 195,576
actors actors incometrend with it.
100.000 Quarantine from March 14th, 2020 to
In this context,dependingon what happened e e o
during the pandemic,the period that will be o T
consideredto seethe increasewill be from
October2019to February2020, becausethat , 0 L

was the last month without restrictions In oct-19 nov-19 dic-19 ene-20 feb-20 mar-20 abr-20 may-20  jun-20
this context, there is a 11®oincreasein that
period,exceedinghe target of 50%
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Final conclusion:

<
: - y - 4 / A
; o at 2aAuUAZYAY3d UKS 27F7F
h}'f: - —— on the digital map of tourism
: e T opens up a beautiful opportunity to
- 23 OKFy3S tA@Sa | yR
k g ,@Rogmi
OBIETIVE:S 01 END OF POVERTY (08 DECENT WORK 17 ALLIANCES TO
DE DESARROLLO e oo o ECONOMIC M ACHIEVE THE
SOSTENIBLE | M’f‘l‘ GROWTH “' OBJECTIVES @
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Final thought: Go@Raymi

"We are not in the same boat. We are in the same sea, A Covid-19 is like a great tsunamithat threatens everyone's

life, even more when you are in a small boat that can

Some of us on a yacht, others on a boat, others on life jackets angt@Hagris the middie of the storm. Small actors of

. . . . tourismjn Ecuadogry to survivethe threat in their boats,
SwWI mmil ng wi th al l their stre nh(aNgle eir smalrboats can shipwreck,and that is more

likelyif they continue paddlingalone

o A0k E

A Aware that the storm will end, GoRaymiknows that
Ecuador'stourism potential will remain intact, just like the
imposing Mount Fuji in the painting, or like its twin in
Ecuador, the Cotopaxi volcana With the Campaign
#TourismHeroeswe coordinatedforces, offering a stronger
technologicabargeand summoningseveralsmall actors of
tourism and others actorsto row together, in an organized
way, resistingwithout losing breath, to get to the mainland
without anyonebeingforgotten. Thestorm will end and with
it, will take awaythe hazethat preventedthe smallactorsof
tourism from becoming visible From now on, they will
shine,becausethey are not massivedestinationsand there
are no artificial lightsable to overshadowthem.

A Theseawill calmdown, our smallactorsof tourism will sail
again,but this time, more united; and this time the seawiill
not be asbig and the waveswill not be ashigh, and, if they
are,togetherthey will be ableto overcomeanything

G4¢KS o6A3 gl @S 2R Weliketp thinkhatghe post COVIBLI times will be an
: : : opportunity for lesspositioned tourist destinations,asthey
Autor: KatsushikaHokusal will be preferred by tourists seeking new experiencesin

non-massivesites.
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Thanksfor your supportand for trusting in us
dinnovationcan comefrom anywhere to everyone

The statistical data used in this report can be found at the following link
https:// drive.google.com/file/d/1X59b3PPDBRQLZPOFBypeCegHt3v/view?usp=sharing
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