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Direct distribution important, Hes
but still decreasing

Hochschule fiir Wirtschaft & Tourismus E

« Direct bookings (telephone, fax, walk-ins, e-mail, Web form) without
intermediaries are still the dominant channels in 2015 for hotels in
Switzerland, even though their proportion has been steadily decreasing for
a couple of years.
= In 2015, 60.7% of the overnights in Switzerland were generated via

direct sales channels, compared with 63.7% in 2013.

 Traditional booking channels such as telephone, letter or fax, as well as

sales through tourism partners (travel agencies, tourism boards) have been

declining for 10 years, although the process is progressing slowly.

» Market share of tourism organisations has continually decreased and is
situated in 2015 at 2.1% of the overnights in Switzerland compared to
2.5% overnights in 2013 (back in 2002, nearly 10% of bookings were
made through tourism organisations).

» The share of real time bookings on hotels’ own websites generated
7.5% of overnights in 2015.
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Growing Shares of Online Hes
Distribution Channels =

Hochschule fiir Wirtschaft & Tourismus

Online distribution has become an important channel for the Swiss hotel
industry. Overall, nearly one third of overnights are generated real-time
through online channels (OTA, GDS). OTAs are clearly dominant (20.6% of
overnights). They have multiplied their market shares in the last few years
and seem to grow continuously.

27% of the hotels generate more than 30% of overnights via OTA and every
sixth hotel has OTA sales of more than 40% of overnights underlining the
strong dependency of many operators in Switzerland on these
intermediaries.
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Growing Shares of Online Hes

Haute Ecole de Gestion & Tourisme E

DiStribution Channels Hochschule fiir Wirtschaft & Tourismus

*  OTA market shares by hotel segment

« 5 star hotels have a significant lower OTA share (11%) than all other hotel
categories.

« There is only a small difference between business (19.5%) and leisure
(21.6%) hotels.

« Hotels in bigger cities (>50’000 inhabitants) tend to have higher OTA
shares (>23%) than hotels in smaller cities and villages (<20%).

« Chain hotels have smaller OTA shares (15%) than independent hotels
(20.7) or properties from hotel cooperations (22.4%).
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The OTA-hotel commercial Hes

Haute Ecole de Gestion & Tourisme E

° ° Hochschule fiir Wirtschaft & Tourismus
relationship

e 95% of the surveyed Swiss hotels say that they have not received any
reductions of OTA commissions since summer 2015.

« Based on responses of 121 hotels, the share of OTA commissions in the
overall cost structure could be estimated. The average OTA distribution
costs are at 9.3% (median value at 6%) which is a substantial proportion
when compared to the 42% costs for the staff. For 31.4% of properties these
costs are between 10% and 20%.

e Nearly two third of hotel owners (64.1%) have seen an increase in
distribution costs in the last 5 years, whereas one third of the respondents
report a stable situation. Actually only 3.2% of the hotels have seen a
decrease in distribution costs.

e The OTA commission rates have been increasing for 37.8% of hotels in our
sample within the last 5 years, whereas 58% report a stable situation.
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The OTA landscape in Switzerland Hes

Haute Ecole de Gestion & Tourisme E
Hochschule fiir Wirtschaft & Tourismus

=  On average, we estimate that in 2015 already more than one out of five
overnights was generated by Online Booking Agencies (OTA), mainly
through Priceline (booking.com, Agoda), Expedia (incl. eBookers,
hotels.com, Orbitz, Venere) and HRS (incl. hotel.de, Tiscover) which
together account for 94.1% of this market.

=  Priceline has 71.3% of the OTA market in Switzerland, Expedia 14.2% and
HRS 8.6%.

e Relative OTA market shares of Priceline, Expedia and HRS in different hotel

segments:

= Priceline has higher market shares within the OTA market in leisure
(76.4%) than business (65%) hotels, whereas the situation is the opposite
for HRS (14% business versus 4% leisure) and Expedia (17% business
versus 12% leisure).

« HRS (11%) and Expedia (27%) are more popular with chain hotels than
independent hotels, whereas Priceline is more used by independent
hotels (74%) than by chain hotels (57%).
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Distribution Technology: Hes
Channel Management

Hochschule fiir Wirtschaft & Tourismus E

e  Two third of Swiss hotels use a channel manager and one third a CRS
system to maintain rates and availabilities in the different distribution
channels.

* Yet nearly one of four hotels (23.5%) still manages distribution channels in a
manual way. This proportion is higher in the 1-3 star hotels and in
independent hotels than other hotel segments.

 Chain hotels and properties associated with hotel cooperations use mainly
channel managers and/or CRS systems.

e There is no significant difference between business and leisure hotels.
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Distribution Technology: ~Hes
Meta-Search Engines

Hochschule fiir Wirtschaft & Tourismus E

« About half of the hotels have a direct junction / interface with meta-search
engines such as Kayak or Tripadvisor. Nearly one out five hotels does not

know this option whereas the rest of the respondants is not interested by
this option.

e  TripAdvisor (70.1%), Trivago (52.3%) and Google (Hotel Ads) are the main
players in this field.
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Hes

The survey: background e e do e, T I

B

Hochschule fiir Wirtschaft & Tourismus

In order to draw a more precise picture of the current situation
of distribution (online as well as offline) within the European
hotel industry, especially in relation to the role of online travel
agencies (OTA), HOTREC, the umbrella association of Hotels,
Restaurants and Cafés in Europe, has decided to conduct an
online survey together with hotel associations from HOTREC
member countries (e.g. hotelleriesuisse and Gastrosuisse for
Switzerland) across Europe for the reference year 2015.

In Switzerland, the survey is mainly based on responses from
members of hotelleriesuisse and to a smaller extent on a
sample from GastroSuisse.

E Institute of Tourism
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Hes

The questionnaire ot cle de Ceint Tursme 3

B

Hochschule fiir Wirtschaft & Tourismus

The online questionnaire asked for market shares of different
direct and indirect distribution channels (in terms of overnights
as in our former study for the reference year 2013) as well as
the specific market shares of the OTAs (such as Booking.com,
Expedia, and HRS).

Further questions queried how hoteliers manage online
distribution channels and the use of interfaces with meta-
search engines.

The final part comprises questions covering characteristics of
the hotel property (star rating, the size of the hotel in terms of
rooms offered, amount of overnight stays, its location, main
target group, etc.)

See annex for a copy of the questionnaire

E Institute of Tourism
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Methodological remarks: Hes

Haute Ecole de Gestion & Tourisme E
us

Sa m p I i ng Hochschule fiir Wirtschaft & Tourism

B

The Institute of Tourism (ITO) of the University of Applied
Sciences Western Switzerland Valais (HES-SO Valais) in Sierre
conducted an online survey in order get insights into
distribution trends in the hospitality sector in Switzerland.

The online survey for the reference year 2015 was conducted in
March-April 2016 among 1986 member hotels of
hotelleriesuisse and 542 members of Gastrosuisse

The results presented here are based on 230 responses (206
hotels from hotelleriesuisse members and 24 responses from
Gastrosuisse members). This corresponds to an overall response
rate of 9% (10.4% hotelleriesuisse, 4.4% Gastrosuisse).

The sample reflects the structure of members of
hotelleriesuisse regarding the classification of hotels.

E Institute of Tourism
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Methodological remarks: Hes

Haute Ecole de Gestion & Tourisme E

CO nfi d ence i nte rva IS Hochschule fiir Wirtschaft & Tourismus

As not all hotels have answered all the questions, the indicated total
number of observations changes from one question to another.

Measure of accuracy

O A confidence interval gives an estimated range of values which is likely

B

to include an unknown population parameter, the estimated range
being calculated from a given set of sample data. (Definition from Valerie
J. Easton and John H. McColl's Statistics Glossary v1.1). -> A confidence
interval tell you the most likely range of the unknown population
average.

We used the bootstrap approach with a 95% confidence interval: This
gives the probability that the interval produced by the bootstrap method
includes the true value of the parameter in the population.

We used: Wessa P., (2015), Bootstrap Plot for Central Tendency (v1.0.14)
in Free Statistics Software (v1.1.23-r7), Office for Research Development
and Education, URL http://www.wessa.net/rwasp_bootstrapplotl.wasp/

E Institute of Tourism
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Market shares (overnights) of
distribution channels 2015

Haute Ecole de Gestion & Tourisme |38
Hochschule fiir Wirtschaft & Tourismus Kl

Hes

Unweighted sample: n=226 H I\s/lﬁgl:t conf(lgs(r)ltc;r:rtsrval
Direct - Phone 19.9 19.0 20.8
Direct - Mall / fax 2.0 1.7 2.3
Direct - Walk-In (persons without reservation) 4.7 60.7 4.3 5.1
Direct - Contact form on own website (without availability check) 5.0 ' 4.4 5.6
Direct - Emall 21.6 20.7 22.5
Direct - real time booking over own website with availability check 7.5 6.9 8.0
Destination Marketing Organization (DMO) / trade associations 1.4 21 1.2 1.6
National Tourism Organization (NTO) 0.7 ' 0.6 0.9
Tour operator / Travel agency 4.6 4.0 5.2
Hotel chains and cooperations with CRS 1.1 103 0.7 1.5
Wholesaler (e.g. Hotelbeds, Tourico, Gulliver, Transhotel, etc.) 2.3 ' 2.0 2.6
Event and Congress organizer 2.3 2.0 2.6
Online Booking Agency (OTA) 20.6 19.5 21.7
Globale Distributionssysteme (GDS) 3.4 24.3 2.9 3.8
Social Media Channels 0.4 0.1 0.7
other distribution channels 2.5 2.5 2.2 2.8
Confidence intervals are stated at the 95% level. Market -':"g%/%
E E Lnazgtlléte of Tourism shares in % of overnights. g@



Market shares (overnights) of

Hes
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distribution channels: 2013 vs
2015

ﬂ Market share 2015 | Market share 2013 DELTA
Direct - Phone 19.9 20.6 I -0.66
Direct - Mail / fax 2.0 2.2 -0.21
Direct - Walk-In (persons without reservation) 4.7 60.7 5.9 63.7 -1.15 .3.00
Direct - Contact form on own website (without availabilty check) 5.0 ' 6.4 ' -1.36 '
Direct - Emall 21.6 21.2 0.39
Direct - real time booking over own website with availabilty check 7.5 7.5 -0.01
Destination Marketing Organization (DMO) / trade associations 14 21 14 o5 [ 0.04 031
National Tourism Organization (NTO) 0.7 ' 1.1 ' -0.35 '
Tour operator / Travel agency 4.6 4.6 [ 0.08
Hotel chains and cooperations with CRS 1.1 103 1.3 10.0 -0.17 0.29
Wholesaler (e.g. Hotelbeds, Tourico, Gulliver, Transhotel, etc.) 2.3 ' 2.7 ' -0.39 '
Event and Congress organizer 2.3 15 0.77
Online Booking Agency (OTA) 20.6 194 | [ 121
Globale Distributionssysteme (GDS) 3.4 24.3 2.8 225 0.54 1.82
Social Media Channels 0.4 0.3 0.07
other distribution channels 2.5 2.5 1.3 1.3 r 1.21 1.21

. . Confidence intervals are stated at the 95% level. Market
E E Institute of Tourism o :
Page 16 shares in % of overnights.



Trends in Booking Channels in
Swiss Hotels 2002-2015

Social media channels & others

Hotel chain & affiliation with CRS

Global distribution systems - GDS

Event and conference organizers

Tourism organisations (DMO)

Tour operators / TA & Wholesaler

Online Travel Agency (OTA)

Direct Bookings (E-mail, telephone...)

0%

IPnasgteitlu7te of Tourism

10% 20% 30% 40% 50%  60%

Attention: Market shares in % of bookings for 2002-2012 _@"@»&

& 2014 and in % of overnights in *2013 and *2015 !

Hes.

Haute Ecole de Gestion & Tourisme
Hochschule fiir Wirtschaft & Tourismus

70% 80%  90%

m*2015 (n=226)
m 2014 (n=250)
m*2013 (n=279)
2012 (n=200)
2011 (n=196)
m 2010 (n=211)
2009 (n=198)
m 2008 (n=184)
2006 (n=100)
m 2005 (n=94)
m 2002 (n=202)

E*Es La



Trends in Booking Channels in Hes
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SWiSS Hotels 2006_2015 Hochschule fiir Wirtschaft & Tourismus

Social media channels & others ﬂ
Hotel chain & affiliation with CRS

Global distribution systems - GDS
= *2015 (n=226)

m 2014 (n=250)
®*2013 (n=279)
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2011 (n=196)
m 2010 (n=211)
Realtime booking (own website) 2009 (n=198)
m 2008 (n=184)
= 2006 (n=100)

Event and conference organiszers

Tourism organisations (DMO)

Tour operators / TA & Wholesaler

Online Travel Agency (OTA)

Tradit. channels (telephone, fax, letter, walk-
in), E-Mail & Web form
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Distribution Trends in the Swiss Hes

Haute Ecole de Gestion & Tourisme

HOtEI SECtor 2002_2015 Hochschule fiir Wirtschaft & Tourismus

Tourism partners (tour operators,
wholesaler, DMO national-local, event &
conference organizers, hotel chain,
others)

Online booking intermediairies (OTA,
GDS, social media)

Direct Bookings (hotel-guest)
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VALAIS

Distribution Trends in the Swiss Hes so/// Vi
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HOtEI SeCtor 2002-2015 Hochschule fiir Wirtschaft & Tourismus
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OTA Landscape Hes-so/// s
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OTA Landscape DACH 2015

Hes SO/ v

Haute Ecole de Gestion & Tourisme .
ochschule fir Wirtscha ft&Tourismus

Priceline | Expedia HRS | Total (%)
D 51.9 5.9 36.4 94.2
A 65.5 11.2 12.8 89.5
CH 71.3 14.2 3.6 94.1
aExpedia" @ HRS
. The Hotel Portal
Booking.com | Hotels.com
agoda
° 9 0o o fﬂﬂlrz ebookers hotel.de
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Evolution OTA Landscape DACH Hes-so// vk
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Evolution OTA Landscape DACH s g coiens v

2011-2015: Expedia
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Evolution OTA Landscape DACH | iz gy

2011-2015: HRS
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Distribution Costs as Hes-so/// Wi

Haute Ecole de Gestion & Tourisme

Percentage of Total Costs

Average distribution costs: 9.3%
>30% [ 5 Median: 6%

20-30% [ 5
10-20% [, 38
5-100 | 0

<5% — 43
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o
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Evolution of Distribution Costs Hes so/// Vi

Haute Ecole de Gestion & Tourisme

in the IaSt Five Years Hochschule fiir Wirtschaft & Tourismus

decreasing I 6

119
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Evolution of OTA Commission Hes so/// Vi

Haute Ecole de Gestion & Tourisme

Rates in the Iast Five Yea rs Hochschule fiir Wirtschaft & Tourismus
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Have you received areduction =~ Hes mSO// o
Of OTA Commission Rates Since Hochschule far Wirtschaft & Tourismus 23

summer 2015

Yes I 10
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How do you maintain your rates

Hes-so/// Vi
and availabilities on the Online Hochachule fir Wirtschatt & Tourismus 2
booking channels?

on several channels at the same time

e
(channel manager) 65%

over a hotel software or reservation

system (CRS interface) 32%

- 44%
manual online m

over an agency ' ]:!-(?//(())

1%
others 0%

0% 10% 20% 30% 40%

50% 60% 70%
m 2013 =2015

Question with multiple answers, (o2
TIT= Institute of Tourism total can be > 100%
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Are your rates and availabilities Hes so/// Vit
accessible with a direct interface  .uiinsiiiE
with a meta-search engine?

Yes, with the help of a permanent
connection to the own hotel booking

system 48%

No, this is of no interest for our hotel

35%

45%

No, | do not know this option

17%

0% 10% 20% 30% 40% 50% 60%
m2013 m2015

ua!ia.;,
ey
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Used meta-search engines

Google (Hotel Ads)

E IPnazteit?)lite of Tourism

Hes-so/// Wi

Haute Ecole de Gestion & Tourisme

Hochschule fiir Wirtschaft & Tourismus

. 34%
Tiva0 e 5206
41%
9%
Kayak - 13%
9%
Others 12%
0% 10% 20% 30% 40% 50% 60% 70%

m 2013 m2015

Question with multiple answers,
total can be > 100%

71%
70%

80%



Contact Hes
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Prof. Roland Schegg

University of Applied Sciences of Western Switzerland Valais (HES-SO Valais)
School of Management & Tourism

Institute of Tourism (ITO)

TechnoPdéle 3

CH-3960 Sierre/Siders, Switzerland

Tel: +41 (0)27 606 90 83

Mail: roland.schegg@hevs.ch

Twitter: @RolandSchegg

LinkedIn: ch.linkedin.com/in/rolandschegg/

Web: www.hevs.ch / www.etourism-monitor.ch / www.tourobs.ch

Bachelor of Science HES-SO in Tourism in German, French and English
http://tourism.hevs.ch

EMBA en innovation touristique: innovation-touristique.com

5.‘.‘-*(."5 s
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Glossary of Used Terms and Hes

Haute Ecole de Gestion & Tourisme E
Hochschule fiir Wirtschaft & Tourismus

Abbrevations
CRS Central Reservation System
DMO Destination Management Organisation
DMS Destination Management System such as TOMAS or Deskline (Feratel)
GDS Global Distribution System (e.g. Amadeus or Sabre)
hs hotelleriesuisse (trade organisation of the Swiss hotel sector)
HRS Hotel Reservation Service
IDS Internet Distribution System
S Supplier
LTO Local Tourism Organisation
NTO National Tourism Organisation
OTA Online Travel Agency
PMS Property Management System
RTO Regional Tourism Organisation
SEM Search Engine Marketing
SEO Search Engine Optimisation
STC Switzerland Travel Centre (national booking system in Switzerland)

E == E Iljnazgg%te of Tourism




VALAIS
An nex: The Qu eStlon na I re ( 1) Haute Ecole dggig g‘ri.sné ff e

European Hotel Distribution Study 2016

O-I-reC The umbrella association of Hotels, Restaurants and Cafés in Europe

Europe

Many thanks for your interest in our survey. The results shall draw a precise picture of the current
situation of distribution (online as well as offline) within the European hotel industry, especially in relation
to the role of online travel agencies (OTA).

Your responses will be treated confidentially and no individual hotel will be identifiable in any reports or
results generated as a result of this survey due to data aggregation.

Remarks:
- With the arrows you are able to navigate between the pages.
- Please do not forget to save your answers at the end by clicking on the "submit"-button.

Hotel chains and cooperations, that wish to deliver aggregated data for several properties, are kindly
asked to contact Dr. Roland Schegg (roland.schegg@hevs.ch).

For technical assistance please contact Dr. Roland Schegg

Email: roland.schegg@hevs.ch

Institute of Tourism (ITO)

School of Management & Tourism

University of Applied Sciences of Westem Switzerland Valais (HES-SO Valais)
Siemre, Switzerland

/Y] VALAIS
Hes so// vals o

Schoal of b3 -
Management & Tourism

Institute of Tourism H(J!TQQ
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Annex: The Questionnaire (2) Hes-so// Vil

Haute Ecole de Gestion & Tourisme
Hochschule fiir Wirtschaft & Tourismus

European Hotel Distribution Study 2016

Country

(O Austria (O Belgium (O Bulgaria (O Croatia O Cyprus (O Czech Republic
(O Denmark (O Estonia (O Finland (O France O Germany () Greece

(O Hungary O Ireland O naly O Latvia (O Lithuania (O Luxembourg
(O Malta (O Netherlands (O Norway () Poland O Portugal (O Slovakia

(O Slovenia (O Spain (O Sweden (O Switzedand () Turkey O %?\I;%%m

Hospitality Europe

.—'—"""...H-__
E IPnstits%te of Tourism H(;}-!__f_eg
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Annex: The Questionnaire (3)

A. Distribution channels of hotel

Hes-so/// Wi

Haute Ecole de Gestion & Tourisme

Hochschule fiir Wirtschaft & Tourismus

What was the percentage of overnight stays in 2015 booked over the following channels?
Please put in data as whole numbers, e.g. for 21.3% it would be 21. Moreover, please make sure that the sum of all direct

and indirect channels amounts to 100%.

Direct - Phone

Direct - Mail / fax

Direct - Walk-In (persons without reservation)

Direct - Contact form on own website (without availabilty check)
Direct - Email

Direct - real time booking over own website with availabiity check
Destination Marketing Organization (DMO) / trade associations
National Tourism Organization (NTO)

Tour operator / Travel agency

Online Booking Agency (OTA)

Hotel chains and cooperations with CRS

Globale Distributionssysteme (GDS - Amadeus, Travelport incl. Galileo and
Worldspan, Sabre)

Wholesaler (e.g. Hotelbeds, Tourico, Gulliver, Transhotel, etc.)
Event and Congress organizer

Social Media Channels

other distribution channels

olrec

lospitality Europe



VALAIS
Annex: The Questionnaire (4) He SSf/ WALLIS

Please check the sum of the channels with a click on "calculate sum”, caleulate sum I

If "other distribution channels”, which ones:

Optional comments regarding the development of distribution channels in general:

_—
Institute of Tourism H(J!TQQ
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VALAIS
Annex: The Questionnaire (5) Hessif WALLIS

European Hotel Distribution Study 2016

B. Online Travel Agencies (OTA /IDS)

If your hotel is bookable over Online Travel Agencies (OTA), please indicate the relative distribution (in %)
of these overnight stays for the year 2015.

Please indicate values as whole numbers. The sum should amount to 100%.
Agoda

Bergfex

Booking.com

BookNorway

eBookers (Orbitz)

Destinia

eDreams
Expedia
Hotel.ch

Hotel .de

Hoteliers.com

Hotels.nl

Hotels.com

NN

HRS B

_—
Institute of Tourism H(J!TQQ
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Annex: The Questionnaire (6) Hes-s0/// Vi3

Haute Ecole de Gestion & Tourisme
Hochschule fiir Wirtschaft & Tourismus

HRS | I

Hotelzon

Lastminute.com (Travelocity)
Latebooking.com

Logictravel

Olotels.com

Orbitz Travel

Rumbo

Venere

Tiscover

Voyage-Privé
Voyage-SNCF fr (excl. Rail)
Unister (ab-in-den-urlaub . de, hotelreservierung.de, reise. de, efc.)

other platforms (1)
other platforms (2)
Please check the sum of the channels with a click on "calculate sum”. calculate sum | -
=) Y nstitute of Tourism Hul eC
BEae Hospialry Furope



VALAIS
Annex: The Questionnaire (7) Hessof/ WALLIS

Hochschule fiir Wirtschaft & Tourismus

European Hotel Distribution Study 2016
If "other platforms (1)", which ones:

If "other platforms (2)", which ones:

Have you received reductions of OTA commission since summer 2015?

O Yes O No

C. Use of Booking Technology and New Media

How do you maintain your rates and availabilities on the online booking channels?
over a hotel software or

] :%ﬁg?;:eﬁagfgz;he SaM€ M over an agency [] reservation system (CRS
interface)
[0 manual online [ others

If "others™, which ones?

_—
Institute of Tourism H(J!TQQ
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VALAIS
Annex: The Questionnaire (8) Hessif WALLIS

Are your rates and availabilities accessible with a direct junction / interface with a meta-search engine
(e.g. Kayak, etc.) ?
Yes, with the help of a permanent
O connection to the own hotel
booking system

No, this is of no interest for our

hotel O No, I do not know this option

If you have a permanent connection, with which meta-search engine do you link up?
[] Google [] Kayak L] TripAdvisor [J Trivago (] Others

If "Others”, which?
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Annex: The Questionnaire (9) Hes-s0/// Vi3

Haute Ecole de Gestion & Tourisme
Hochschule fiir Wirtschaft & Tourismus

European Hotel Distribution Study 2016

D. General Information about your hotel

Seasonal opening hours

one season business O one season business

O open all year round O two seasons business (winter) (summer)

Is your hotel classified (hotel stars)?

O Yes O No

Star classification
O 1: O 2* O 3t O 4t
O s O other category

Size of hotel (number of hotel rooms)

How many overnight stays did you register in 2015?

If you cannot give precise data, give an estimation in the following question below.
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Annex: The Questionnaire (10) Hes-so/// Wi

Haute Ecole de Gestion & Tourisme
Hochschule fiir Wirtschaft & Tourismus

How many overnight stays did you register in 2015? (estimation)

O <2000 O 2000-5000 (O 5000-10 000 O 10000-15000 (O 20 000-25 000
(O 25000-30000 (O 3000040000 (O 4000050000 (O >50000

Most important customer segment
O Business (O Vacation / leisure O MICE O Other segment

Place

O City with more than O City between 50'000 O City between 10°000

small city (less than
250000 inhabitants and 250'000 inhabitants

and 50°000 inhabitants O 10000 inhabitants)

Location
O seaside O alpine/mountain region O rural region O other location

Is your hotel part of a hotel chain or hotel cooperation?
O No O Yes, hotel chain O Yes, hotel cooperation

If you wish to receive an abstract of our final report, please write your email address below.

A BIG THANK YOU FOR YOUR VALUABLE COLLABORATION!
Submit @
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