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SUPPLY

According to C&W Hospitality and Tourism department
Moscow quality room supply in Q2 2015 amounted to 15.7
thousand units*. At the same time quality room stock share still
comprises not more than 33% of the whole city’s hotel market
supply.

Additional 4 quality city hotels totaling 883 rooms are expected
to be opened till the end of 2015. Two of them are expected to
be delivered in Q3 2015 — both of Ibis brand, operated by
Accor (Ibis Moscow Dinamo on 37/8 Leningradsky highway and
Ibis Oktyabrskoe Pole on 2 M. Rybalko Str.), another two are
expected in Q4 2015, which are Midscale hotel Hampton by

Hilton Moscow Strogino of Hilton Worldwide (20 Kulakova Str.)

and Upper-Upscale hotel — Boutique Hotel StandArt (16/2
Tverskaya Str.).

With the opening of 6 new hotels in 2015 (total room count -
1,227), distribution of quality supply by classes will be the
following: 50% of all rooms will be taken by Midscale and
Economy hotels, 23% will belong to Upscale segment, 18% -
Luxury hotels and 8% - hotels of Upper-Upscale segment. Thus,
we see that Moscow hotel market is developing towards the
increase of Economy and Midscale supply.

*excluding hostels and mini-hostels, as well as country hotels and the ob-

jects adjacent to airports

MPEOSTOMKEHUE

Mo aaHHbIM OTAEAa rOCTUMHUYHOTO 6UsHeca u Typuama C&W
KayecTBeHHOE MPEeAAOXKEHUE FOCTUHML, MOCKBbI MO UTOram 2-ro
keapTaAa 2015 r. coctasuao 15,7 Tbic. Homepos*. Mpu aTom
KayecTBeHHbI HOMepHOM GOHA cocTaBAsieT He 6oaee 33% oT
obLero o6bemMa NMPEAAOKEHNSA HA FOCTUHUYHOM PbIHKE FOPOAA.

Ao KoHLIa roAa MAGHUPYETCS OTKPbITUE 4-X KaueCTBEHHbIX
FOPOACKMX FOCTUHUL, O6LLMM HOMepHbIM poHAOM 883 ea. ABa u3
HUX MAQHUPYIOTCS K OTKPbITHIO B 3-M KBapTaae 2015 r. — o6a noa,
6peHaoM |bis onepatopa Accor (Ibis Moscow Dinamo Ha
AenuHrpaackom np. 37/8 u lbis Oktyabrskoe Pole Ha M.Pbibaako 2),
ewe ABa — B 4 kBapTaae 2015 roaa—>To oTeAb cpeAHeLLeHOBOM
kateropun Hampton by Hilton Moscow Strogino onepatopa Hilton
Worldwide (Kyaakosa 20) 1 oteAb Kaacca Upper-Upscale —
Boutique Hotel StandArt Ha | |0 HomepoB no aapecy yA.TBepckas
16/2.

C otkpbiTrem B 2015 roay 6 HoBbix oTeaeit B MockBe obLimm
HoMepHbIM poHAOM 1227 ea., pacripeaeAeHMe KaueCTBEHHOTO
MPEeAAOXKEHUS Mo KAaccaM ByaeT caeaytolimm: 50% cocTaBaT oTeau
CPeAHELLeHOBOro M 3KOHOMUYHOTO CErMeHTOB, 23% MpeAAOXKEeHUs
cocTaBAT oTean cermeHTa Upscale, 18% - Luxury oTtean u 8% - oTeAn
Upper-Upscale cermeHTa. Takum obpasom, pasBuTre roCTUHUYHOTO
pbiHka Mockebl B 2015 roay 6yAeT MpoMcXoAUTb B CTOPOHY
YBEAUUYEHUS MPEAAOXKEHNSI SKOHOMUYHOTO U CPEAHELLEHOBOTO
¢dopmatos.
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QUALITY MOSCOW HOTEL MARKET STRUCTURE
CTPYKETYPA TOCTUHNYHOT O PbIHKA
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NEW SUPPLY OF 2015

HOBOE MPEOAJIOXEHWME 2015 TOOA

CLASS / CAPACITY / OPENING/
NAME / HA3BAHUE

CEFMEHT HOMEPOB OTKPbITUE
Marriott Novy Arbat Upper-Upscale 234 Ql 2015
Dedeman Park lzmailovo Midscale 110 Ql 2015
Ibis Moscow Dinamo Economy 317 Q32015
Ibis Oktyabrskoye Pole Economy 242 Q32015
Hampton by Hilton Moscow Strogino Midscale 214 Q42015
Boutique-hotel StandArt Upper-Upscale |10 Q42015
Doubletree by Hilton Moscow Vnukovo Airport  Upscale Airport 432 Q42015

Source: Cushman & Wakefield Hospitality & Tourism

*6e3 yueTa XOCTEAOB U MUHU-OTEAEN, @ TaKXKe NMPUa3PONOPTOBbLIX M 3aropoA-
HbIX OTeAe
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QUALITY HOTEL MARKET
TRADING

In the first half of 2015 the Moscow quality hotel market showed
a slight increase of the ruble prices (+0.9% against the result of
Q2 2014).

At the same time the most quality supply is more stable: hotels of
the luxury segment increased both its occupancy (+2.5%) and
average daily rate in rubles (+7%), but they still remain affordable
in dollar prices (-35%), which obviously attracts foreign clientele,
for whom the most quality and expensive hotels in Moscow
became a 30-40% cheaper than a year ago. At the same time we
can notice that guests of cheaper hotels "flow" to the more
expensive ones: luxury hotels’ occupancy has increased, while in
the high-price category the number of rooms sold has slightly
reduced (by 0.4 and 0.8 PP for upper-upscale and upscale
segments, respectively). The hotel segment, which is positioned
below luxury, but above the high-price (upper upscale), has
retained its Q2 2014 results: ruble price decreased by 3.8% and
that fact forced the occupancy to remain almost at the same level
as it was last year (67,8% vs. 68.2%). Thus the difference in price
between luxury and upper-upscale hotels in 2015 increased if
compared to 2014: for “luxury” you need to pay now 36% more,
while a year ago the price gap was 29%.

PE3YJIbTATbI
OMEPALUMIOHHOM
AEATESIbHOCTU

Mo uToram nepBoro NOAYroAus MOCKOBCKMIA PbIHOK
KauyecTBEHHbIX FOCTUHUL, MOKa3aA HeGOABLLOW POCT pyGAEBbIX
ueH (+0,9% k pesyabTaty 2 KkB. 2014 1.).

[pu 3ToM Hanboaee KauecTBeHHOE MpeaAoKeHUe Boaee
YCTOMYMBO paBOTaET: OTEAU AIOKCOBOTO CErMEHTa YBEAUUUAU
Kak 3arpysky (+2,5%), Tak 1 cpeAHIOI0 LileHy NPOAaXU B pyOAsAX
(+7%), oAHaKO OHM MO-MPEXHEMY OCTAOTCH AOCTYMHbIMU B
AOAAAPOBBIX LieHax (-35%), 4To, oueBUAHO, NpUBAEKaET
MHOCTPaHHYIO KAUEHTYPY, AASl KOTOpPOW HanboAee
KayecTBEHHble U Aoporue roctuHuubl Mockebl ctaam Ha 30-40%
AELLEBAE, YeM roA Hasaa. [1pu 3ToM 3amMeTHO «nepeTekaHuey
rocteii 6oaee AelleBbix oTeAel B boAee Aoporue: 3arpyska
AIOKCOBbIX OTEAEI BbIPOCAR, MPU TOM, YTO FOCTUHMLLbI BbICOKOM
LLleHOBOM KaTeropMm HEMHOrO COKPaTUAU KOAUYECTBO
npoaaeaeMbix Homepos (Ha 0,4 u 0,8 nn AAs upper-upscale u
upscale cerMeHTOB COOTBETCTBEHHO). [OCTUHUYHBIN CErMeHT,
MO3ULIMOHUPYEMBIN HUXKE AIOKCOBOFO, HO Bbillie BbICOKOTO
LeHoBoro (upper-upscale), MOXKHO CKa3aTb, COXPaHUA CBOM
MPOLUAOTOAHME Pe3yAbTaThl: pybAeBasi LieHa CKOPPEKTUPOBaAaCh
BHM3 Ha 3,8%, 32 cueT Yero 3arpyska ocTaAacb MOYTU Ha ypOBHE
npowAoro roaa (67,8% npotue 68,2%). Npu 3ToM pasHuua B
LLeHE MeXAY roCTUHMLLAMU KAAcca AloKC U upper-upscale B 2015
roAy BblpocAa no cpaeHeHuto ¢ 2014 ropom: Tenepb «3a
POCKOLLIbY HYXXHO 3amnAaTuTb Ha 36% 6oAblLe, TOrAa Kak roa
HasaA pasHuLA B LieHe COCTaBAsIAa 29%.

AVERAGE DAILY RATE US DOLLAR (ADR)
CPEOHAA LLEHA 3A HOMEP, A4OJ1IJ1. CLUA (ADR)
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Upscale hotels are losing their clients, who choose either more
quality and expensive hotels, or prefer to stay in the new Midscale
hotels with a good location: Merkur Paveletskaya or Mercure Novy
Arbat, Holiday Inn Lesnaya, Courtyard by Marriott Paveletskaya,
Azimuth Tulskaya etc. These hotels have the price, which is very
close to the Upscale segment’s ADR, including such hotels as
Azimuth Olympic, Radisson Blu Slavyanskaya, Crown Plaza —
hotels of large capacity, part of which requires to be repaired.

The Midscale segment reduced ADR by 5.6% in the first half of
2015, which led to an increased demand for these hotels by 1.9%.
Economy segment is an outsider of the market, because it has in its
structure a large proportion of the hotels, built up in "Soviet" times
(VEGA Izmailovo), and also Novotel Sheremetyevo. ADR and
occupancy of these hotels significantly affect the Economy
segment’s trading results. That is why the segment shows a 5.8%
decrease of ruble prices and a 3.6% decrease in occupancy.

In general, we can say that demand is sensitive to the quality of
supply more than to the price, therefore, upper-price hotels have
even better occupancy than economy hotels (on average; quality
and new economy class hotels operate with the occupancy close
to 75%-80%). At the same time, the price factor remains
important, and with the beginning of summer hotels began to work
more aggressive with leisure demand attraction. Due to this fact
occupancy in some segments reached 80% in June. On average
Moscow occupancy amounted to 71.6% in June 2015 vs. 69.1% in
June last year.

PE3Y/IbTATHI
OMEPALIIOHHOM
OEATENbHOCTU

[OCTUHMLIBI BEpXHErO LLIEeHOBOTO CErMeHTa TepPSIOT KAMEHTOB,
KOTopble BbIGUPAIOT MAM BoAee KayeCcTBEHHbIE U AOpOTUe
OTeAW, AMDO Ke OCTaHaBAMBAIOTCS B HOBbIX FOCTUHMULIAX
CPeAHELLEHOBOI KaTeropuu, UMEIOLLMX XOPOLLYIO AOKaLMIO Ha
KapTe ropoaa: Mepkyp Ha NaBeaeLkoit uan Ha HoBom Apbare,
Xoanaein MuH AecHas, KypTbsapa MappuoTT Ha MaBeaeukoit,
AsnmyT TyAbckasi U T.A. DT OTEAM MO CTOMMOCTU BMAOTHYIO
NPUBAUIKAIOTCSA K BEPXHEMY LLEHOBOMY CErMEHTY, B KOTOPOM
NO3ULLMOHUPYIOTCS, B TOM YUCAE, TaKME OTEAU KakK AsumyT
Omnmnuk, Paanccon Bay CaaesiHekas, KpayH lMaasa — otean
GOABLLOM BMECTUMOCTH, 4aCTb U3 KOTOPbIX TpebyeT peMoHTa.

CpeAHeLl.eHOBOﬁ CErMeHT B NE€pPBOM MOAYTroOAUU CHUSUA LLEHbI Ha

5,6%, 4TO MOBBLICMAO CNpOC Ha 3TU oTeAu Ha |,9%. AyTcanaepsl
PbIHKa — 3KOHOMUYHbIE OTEAU, CPEAN KOTOPbIX BOAbLLIAA AOAS Y
OTeAel «coBeTcKo» nocTpoitku (Bera, N3maitaoBo), u
HogoTeas B LLlepemeTbeBo, LieHbl U 3arpy3Ka KOTOPbIX
CYyLLLECTBEHHO BAMSIET Ha MOKasaTeAU BbIGOPKU. DTU OTEAU
nokasbiBatoT 5,8% cHuxeHue pybaeBbix LieH U Ha 3,6%
CHMXEHME 3arMOAHSEMOCTM.

B LeAoM, MOXXHO cKasaTb, YTO CMPOC YYBCTBUTEAEH K KayecTBy
NMPeAAOXKEHUS B GOAbLLEN CTEMEHU, YeM K LieHe, MO3TOMY
FOCTUHULLbI BEPXHErO LLEHOBOIO YPOBHS 3arpy»KaloTcs Aaxe

Aydule, 4HeM 3KOHOMUYHbIe (B CPE€AHEM MO PbIHKY, Ka4eCTBEHHbIe

U HOBblE 3KOHOMUYHbIE OTEAM paboTaloT C 3arpyskoi, 6AM3KOIM
K 75-80%). B To ke Bpems, LeHoBOW $aKTOp ocTaeTcs
3HAYMMbIM, U C HACTYMAEHMEM AETa FOCTUHULIbI BoAee
arpeccuBHO paboTaAM C MPUBACYEHMEM TYPUCTCKOrO Crpoca, 3a
CYET Yero 3arpyska UIOHs MO OTAEAbHbIM CEFMEHTaM AOCTUraAa
80%. B cpeaHeM B uioHe 2015 roaa sarpyska B Mockse
coctaBuaa 71,6% npu 69,1% B npoluaom roay.

QUALITY MOSCOW HOTEL OCCUPANCY YTD
3ATIOJIHAEMOCTb TOCTUHUL, B MOCKBE C HAYAJIA TOOA
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MARKET SEGMENTS TRADING RESULTS

MOKA3ATEJTIN PABOTbI PLIHOYHbIX CETMEHTOB
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TRENDS

The revenue per available room in Q2 2015 amounted to $66 (in
Q22014 - $109). RevPAR of Moscow hotels in ruble equivalent
almost stayed on the same level as in Q2 2014 (increase by 0.5%)
and amounted to 3,824 rubles per available room. This
stabilization became possible due to significant RevPAR growth

in the luxury segment - by 12% compared to the same period of
last year (up to 6,596 rubles). Meanwhile in other segments we
still see the gap to the Q2 2014 RevPAR: -8.2% in the Upscale
hotel segment, -6.3% in Misdcale-Economy hotels and —4.4% in
Upper-Upscale hotels.

We believe that in the second half of the year, which is
traditionally more active than the first, the demand can be
maintained at the level of 63%-63.5% on average. The ADR of
those segments, which are better adapted to the market, will
continue to rise, but the market in general will not reach the
earlier expected price correction at the level of inflation:
economy hotels "pulled" down the market and the maximum
ruble price growth is expected to reach 3%-4% to about 6.3
thousand rubles per room-night on average.

TPEHAbI

MokazaTeAb AOXOAHOCTU Ha HOMEP COCTAaBUA B 2 KBapTaAe
2015r. $66 Ha pAocTynHbIl Homep (B 2 KB. 2014r. - $109). B
PY6AEBOM 3KBUBAAEHTE AOXOAHOCTb FOCTUHUYHOIO HOMEpa B
MockBe dakTUyeckun He uaMeHnAack (pocT Ha 0,5%) no
cpaBHeHuio co 2-M KB. 2014 r. u cocTasuaa 3 824 py6./Homep.
Mpu 3ToM cTabuAM3aLMIO CPEAHENM CUTYaLIMK HA PbIHKE
obecrneymnA cerMeHT luxury, B KOTOPOM AOXOAHOCTb B PYBAsIX Ha
HoMep BbIpocAa Ha 12% no cpaBHeHMIO C MPOLLAbIM FOAOM (AO 6
976 py6.). B ocTaAbHbIX cermeHTax noka HabAlopaeTcs
OTCTaBaHWe OT AOXOAHOCTH B NMepBoM NoAyroaun 2014 roaa: -
8,2% B cermeHTe Upscale, —6,3% B Misdcale-Economy u —4,4% B
Upper-Upscale.

Mbl noaaraem, 4To BO BTOPOM MOAYTOAMM, TPRAULIMOHHO GoAee
aKTUBHOM, YeM MepBoe, CMPOC YAACTCA COXPAHUTb HA YpPOBHE
63%-63,5% B cpeaHeM no ropoay. CpeaHss LieHa NPoAaXH No
TEM CErMeHTaM, KOTOpble AyYlle aAAMTUPOBaHbI K PbIHKY,
MPOAOAXKMUT POCT, HO B LlEAOM MO PbIHKY OXMAAEMON pamu
paHee LLeHOBOW KOPPEKLIMMU Ha YPOBHE UHPAALMMU He
MPOMU3OMAET: SKOHOMUUHBIE OTEAU KCTSAHYTY PbIHOK BHU3, U
MaKCHMAaAbHbIM LLEHOBOM POCT OXMAAETCsl Ha ypoBHe 3-4% B
pybasx Ao nopsaka 6,3 Tbic. pybAeit 3a HOMep Mo pbIHKY B
CpeAHeM.

REVENUE PER AVAILABLE ROOM US DOLLAR (REVPAR)
OOXOOHOCTb HA HOMEP, IOJ1J1. CLUA (REVPAR)

Moscow average

Midscale-Economy

Upscale | T Y

Upper Upscale

N T
Luxury 178
0 50 100 150 200
m Q22015 m Q22014

Source: STR Global, Cushman & Wakefield Hospitality & Tourism

REVENUE PER AVAILABLE ROOM RUR REVPAR)
AOXOOHOCTb HA HOMEP, PYB (REVPAR)

Moscow average

Midscale-Economy

Upscale

Upper Upscale

Luxury

0 2000 4000 6000 8000
m Q22015 m Q22014

Source: STR Global, Cushman & Wakefield Hospitality & Tourism

4



www.cushmanwakefield.com




	Marketbeat Titul
	2015 Q2 Marketbeat_Hospitality.pdf

