Consumer confidence

How gamblers teel about future visitation and spending

Results of a rolling monthly survey conducted on the ground in Macau, Jan-Dec 2016
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Key findings: post-summer update

1) Recovery in Mid-Mass ($10k-$20k) and High-Mass ($20k-$50k) over Jul-Aug
— Coming back to earlier levels after disappearing in June; too early to get excited
— Supports thesis that rising property prices in China benefits Macau

2) Lower VIP ($50k-$100k) growing again; but Higher VIP (>$100k) disappears
— Supports thesis that junkets are incentivized to bring more players to Macau
— Supports thesis that higher-end players prefer to avoid peak periods

3) SCL properties took more than fair share, even among higher spenders
— Supports thesis that SCL was buying share with rooms, comps, etc
— Supports thesis that summer is peak period for SCL

4) Turnaround in confidence: outlook more positive for future spend, visitation
— (Good for everyone, but more so for SCL
— Supports thesis of recovery, but too early to tell if sustainable

5) Motives for higher spend: destination's increasing appeal and value

6) Cotai and Peninsula similar on confidence, different on spending budgets
— High and Low VIPs disappeared on Peninsula; Low VIPs rose in Cotai

7) First-time visitors are positive: 84% will return; 88% will spend more
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Spending shift: December saw bigger spenders move in
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Premium segment has been key growth driver on Mass

MoM: gambling budget for this trip (HKD)
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Where will they spend most time/money on this trip?
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Likelihood to increase/decrease visitation
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Likelihood to increase/decrease spending
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Why would they visit more often?

O,
More convenient 6.4%

(Transport, visas, etc. becoming easier)

Gambling addiction/luck-related 27;-9 %o

(Intangible factors hard to rationalize)

Increasingly appealing destination

(No. of resorts, attractions growing) 53 99%

0.1%

Personal situation improving
(Earning more, having more leisure time)

0%

Value improving vs. other destinations 16.9%

(Cheaper shopping, hotel discounts, etc)

Other (Peaceful; people are nicer, etc.)
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Why would they visit less often?

O,
More convenient 13%

(Transport, visas, etc. becoming easier)

Gambling addiction/luck-related
(Intangible factors hard to rationalize)

Increasingly appealing destination

(No. of resorts, attractions growing) 759,

Personal situation improving
(Earning more, having more leisure time)

Value improving vs. other destinations
(Cheaper shopping, hotel discounts, etc)

Other (Peaceful; people are nicer, etc.)
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Depends on travel plans
(Will stay longer; spend more on fewer
trips; bring family)

Gambling addiction/luck Related
(intangible factors hard to describe)

More appealing destination
(Number of shops and casinos growing,
more to spend on)

Personal situation improving
(Expect to be wealthier, earning more)

Value improving vs other destinations
(Shopping is better here; getting more
expensive but quality is good)

Other
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Depends on travel plans
(Will stay longer; spend more on fewer
trips; bring family)

Gambling addiction/luck Related
(intangible factors hard to describe)

More appealing destination
(Number of shops and casinos growing,
more to spend on)

Personal situation improving
(Expect to be wealthier, earning more)

Value improving vs other destinations
(Shopping is better here; getting more
expensive but quality is good)
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Cotai vs. Peninsula
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Month-on-month, outlook for visitation improves for both

Cotai Peninsula
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Month-on-month, outlook for spend improves for both

Cotai Peninsula
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Gambling budget for this trip in (Cotai) (HKD)
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Gambling budget for this trip (Peninsula) (HKD)
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First-time Visitors
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Proportion of first-timers is falling

18% -

12% -

6% -

0%

Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec

intelligence



Would they return for a second visit? And why not?

Less Appealing (Not enough to see/do, boring)

Yes (N:280)
16%

Less Convenient (Harder to get away from work) |8.3%

Value Lower vs Other Destinations %

Other 3%

0% 22.5% 45% 67.5% 90%

N:418 N:60
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Would their spending budget increase or decrease”

N:358

® More likely to increase
® More likely to decrease
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Reasons for increased spending

Depends on travel plans
(Will stay longer; spend more on fewer
trips; bring family)

Gambling addiction/luck Related
(intangible factors hard to describe)

More appealing destination
(Number of shops and casinos growing,
more to spend on)

Personal situation improving
(Expect to be wealthier, earning more)

Value improving vs other destinations
(Shopping is better here; getting more
expensive but quality is good)
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12.5%
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Methodology

A total of 3,825 samples were collected between January and December, 2016.
Surveys were conducted in the vicinity of Macau's key casinos:

Peninsula — Wynn, MGM, L'Arc, Starworld, Lisboa

Cotai — COD, SCC, Venetian, Studio City, Galaxy

Respondents were selected on a random basis, no biases were implemented, no controls for
age, gender or other demographic factors. Non-gaming responses were eliminated.

Fieldwork was conducted by staff managed by Intelligence Macau, analysis was conducted
by Anthony Lawrance.

Feedback welcome: anthony.lawrance@intelmacau.com
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