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Tourism is no stranger to hardship.

2017

2016-17

2017

2019

2020

2020

Zika Virus
Demand decline driven by 

fear of transmission. Economic 
Turmoil

Government’s bankruptcy 
equivalent declaration. 

Hurricanes Irma and Maria
Largest natural disaster in modern 

history for the island. Civil Unrest
Unprecedented protests that led 

a government change. 

January 2020 Earthquakes
Seismic activity in the Southwestern region that led to 

island-wide demand impact. COVID-19 
Pandemic

Unparalleled global trio of crisis:
Health

Economic
Social

Puerto Rico’s six major crises of the last 4 years.

• Our destination’s recovery and growth story bears 
testimony to the resilience and ability to bounce 
back when faced with adversity. 

• In the past, the strong collaborations between the 
public, private, and nonprofit sectors have united 
the industry to build a promising future for the 
Puerto Rico economy, with tourism playing a key 
role. 

• We are veterans when it comes to   embracing the 
challenges faced as an opportunity for 
transformation.

• There is no official playbook for this crisis, as the 
scale of the crisis is unprecedented. And continues 
to change rapidly. 

• However, we can learn lessons from everything we have 
been through and overcome in the past. 



There is light at the end of the tunnel. Finally.
With vaccines on the horizon and the ease of US political uncertainty, there is a 
strong confidence that the beginning of the end of the crises is nearby. 



“How do we actually come out of this a stronger business than 
we entered into it?”

A. Tracking the health crisis and containing 
the virus spread.

B. Planning for recovery.

• Staying relevant and achieving sustainable growth 
through this unprecedented global crisis requires:
• Thorough analysis

• Disruptive thinking

• Being agile and bold in turning challenges into 
opportunities. 



Nearby pathway for recovery 

Adapt and Survive
• Manage the trio of crises 

and mitigate the impact.
• Weather the storm. 
• Secure immediate relief for 

financial survival. 
.

Revive Tourism Recovery

• Safeguard the good state of 
the tourism infrastructure 
and human capital.

• Capitalize on short-term 
opportunities in sight.

• Foster responsible tourism.

• Turn the crisis into 
opportunity to revitalize 
tourism resources

• Getting sustainable practice 
in place

• Be ready for the next wave 
of recovery in efficient and 
sustainable ways. 

• Structure of the plan and on-going due diligence to secure the destination’s readiness for business recovery. 

• The crises are an opportunity to rethink how tourism interacts with our economy, societies, 
resources, infrastructure and to advance the transition to an even more resilient tourism 
economy.

There is no official playbook, as the scale of the crisis is unprecedented. However, we can 
learn lessons from previous crises.



Calibrating 
Factors

Macroeconomics
• GDP Impact (US and PR)
• Unemployment (US and PR)

State of the Health Crisis
• Gating criteria established by the 

Federal Government and local 
Medical Workforce.

• New cases, the “curve” and 
infection rate.

Microeconomics 
• Consumer Confidence
• State of the Wallet

Operational Readiness
• Tourism infrastructure
• State of the airline sector
• State of cruising 



The known within the unknown

• The pandemic is above all a human crisis. 
• Travel businesses will need to become more consumer-centric to ensure that their 

customers and staff feel safe and secure as the phased recovery begins in 2021.

• The crises will usher in a new normal that will have massive ramifications for 
how we live, work and travel. 

• New trends will emerge, some existing trends will accelerate. while others will 
speed up in their demise. 

• We are already seeing the new corporate reality, with multiple bankruptcies 
and failures, including high-profile global brands. 
• Our north should continue to ensure financial assistance. 

• Our businesses are feeling pressure to discount, but as a destination we should be 
cautious and avoid a race to the bottom. 



State of the Health Crisis

• As we are heading into the coldest months of the year, we 
are dealing with the part of the crisis that is the worst we 
have dealt with up to this point1. 

• Worsening infection rates in the US and in Europe have 
caused a slow down in the trajectory for recovery, which 
assumes more severe social distancing restrictions and 
consumer precautionary behavior lasting into the first half of 
2021.

• The latest Covid-19 surge in the U.S.2

• More than 100,000 cases reported each day for the past 
month.

• Chances of encountering someone who has contracted the 
virus are increasing.

U.S. facing a surge on top of the forecasted surge.

1JLL. December Economic Update The Retail Reality Webinar. December 9, 2020.
2Wall Street Journal. Joel Eastwood and Talal Ansari. Dec. 10, 2020. 



State of the Health Crisis – US



State of the Health Crisis – Puerto Rico

• 96,046 reported cases and 1,272 fatalities accounted for in Puerto Rico since March. 

• Last 14 days, cases are +20% and number of deaths are +15% (vs previous 14 days). 

https://www.nytimes.com/interactive/2020/us/puerto-rico-coronavirus-cases.html#anomaly-notes



State of the Health Crisis

• Pennsylvania: extracurricular school activities, such as 
sports practices, are suspended. 
• Restaurants will not be permitted to offer indoor service, but 

outdoor seating and takeout are still allowed. 

• Business is also being suspended for other indoor facilities 
such as theaters, museums, movies, casinos, and gyms.

• Retailers can operate at 50% capacity. 

• Virginia: modified “stay-at-home” order will include a 
curfew from midnight to 5 a.m. 
• Essential travel - obtaining food and goods, traveling to and 

from work and seeking medical attention – is allowed during 
this time. 

Extreme measures back in place as surge in confirmed cases and fatalities intensifies.  



State of the Health Crisis

• New York: Indoor dining banned until further notice. 

• California: Hotels are not allowed to accept or honor out of 
state reservations for non-essential travel, unless:
• the reservation is for at least the 14-day minimum time period 

required for quarantine

• and the persons identified in the reservation will quarantine in the 
hotel or lodging entity until after that time period has expired.

• Florida: government called out for risk and lack of proactive 
measures, putting tourism at risk. 
• A recent report from the White House Coronavirus Task Force warns 

Florida and encourages state officials to take immediate action in 
slowing the spread of the virus.

• Florida is in the red zone for cases and test positivity indicating a rate 
at or above 10.1%.

Extreme measures back in place as surge in confirmed cases and fatalities intensifies.  



State of the Health Crisis 

• Vaccine distribution began Yesterday (Dec. 13) 
which will go to a small number of FDA-
approved front-line workers. 
• Next on the priority list will be at-risk members of 

the population (immunocompromised, elders). It’s 
expected that this demographic will begin 
receiving public vaccinations in March 2021

• General population will likely have to wait until 
Summer 2021.

• As reported in the New York Times, the United 
States has ordered far fewer doses than 
Canada or Britain of the approved Pfizer 
vaccine.  

• A country’s wealth, population, accessibility 
and health infrastructure are all significant 
factors that will influence the speed at which 
free-flowing tourism resumes. 

The vaccine and the journey to collective immunization.  



Global Economy 

• Global real GDP expected contraction of 4.7%   
(ranges from 4.2 – 5.2% decline), followed by 5.1% 
growth in 2021 ( ranging from 3.5 – 6.5%). 

• The end of 2020 is seeing the emergence of regional 
second waves especially in Europe and North 
America. 
• US facing a “surge over the surge” triggered by the 

election’s activity and Thanksgiving holidays. 
• Eurozones and UK economies: under new lockdown 

measures to control the fast-rising infection rates. 

• The 2020 real GDP growth of the United States has 
been revised upward by 0.12 percentage points.
• Real GDP growth rate of -4.46% from -4.58% in the 

previous forecast revision, released on November 30, 
2020. 1

Global Real GDP Growth Baseline Forecast
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The Economic Crisis

• The Pandemic is the recession.
• The timeframe of the economic downturn is the pandemic period. 

• Once the spread is contained, and a sufficient level of immunity is reached, the recession period will 
decimate. 

• “It’s going to get worse before it gets better, but better it will get” (Arne Sorenson, CEO 
Marriott International). 

• COVID-19 does not discriminate, and all travel brands and destinations have been impacted 
massively by the unprecedented global travel shutdown and felt the force of economic and 
social lockdowns.

• A major question is how long the pandemic and economic impact will last and when 
recovery will begin to take hold. 
• Projections points to at least three years for global tourism demand to recover to pre-crisis levels. 

The Pandemic and the economic recession period.  

Passport. The New Normal: Permanent Shifts Expected in the Hospitality Industries November 2020.  



5 Global Trends in Travel and Tourism
leaving long-lasting effects for the industry



1. Adapt. Survive. & Transform.



Adapt. Survive. & Transform. 

• No more business as usual

• A “once in a lifetime” opportunity to reset and rebuild for the 
benefit of people and planet to maximize the positive impacts of 
tourism and minimize the negatives. 

• Back to start up mentality
• Travel brands are using the hiatus to revisit their core mission and 

product offer. 
• Cash will be key.
• Digital brands will have the upper hand in terms of agility and 

speed to act.

• Big mergers and acquisitions have taken place, and others are in the 
works. 



2. The Hygiene Theater.



Safety and hygiene measures are the outmost priority

• We are all health players; operating in some way to mitigate consumer health 
fears. Important to create safe environments for consumers to visit.

• With hygiene and cleanliness becoming the core preferences of customers 
during the pandemic, the top global companies like Delta, Marriott and Hilton 
continue to evolve their programs and partnerships:
• Delta CareStandard

• The Marriott Global Cleanliness Council

• Hilton CleanStay

The deployment of sanitization and cleanliness protocols became part of the “new normal” for safe and 
secure travel. 



Visual cues and tangible execution key to instill confidence and drive 
demand. 





Consumer Sentiment - US

• A recent (Dec. 4-6) with 1,204 completed surveys indicated that 73% 
responded to be concern with having friends and family contract the virus. 

• 66.7% of them are personally concern about contracting the virus. 

67% of US consumers are concern of contracting the virus. 

Destination Analyst Travel Sentiment Index Report. December 8, 2020. 



Consumer Sentiment – Puerto Rico 

• After interviewing 540 residents between Nov. 
16 and Dec. 1, health concerns tops the list of 
reasons not to vacation this holiday season. 

• When asked what would make them consider 
traveling (internal or overseas), 55% responded 
that health and safety guarantees will trigger 
interest on them.  

Puerto Rico Tourism Company. Usage and Attitudes Study – Residents of Puerto Rico. December 2020. 
Question: What prevents you from being able to vacation during this Christmas season?

Reason

Fear of COVID 19 and how it may affect my health 83.9%

Lack of spending budget 9.7%

Limited options for vacationing 1.9%

I consider vacationing in PR is too expensive 1.4%

I do not want to air travel 1.1%

Other 1.9%

84% of local travel consumers are concerned of contracting the virus.  

Motivators
Health and safety guarantee in establishments 

(hotels, restaurants, attractions, etc.)
54.3%

Visit a place where I have not been before 13.9%

A good offer 13.1%

Explore a place to rest and disconnect other 
(specify)

9.2%

Others 5.3%

Expansion of the activities that I can do in the 
vicinity of the hotels (attractions, restaurants, 

etc.)
2.1%

Discover a new hostel 1.2%

More activities that I can do at hotels 0.8%



The use of health and safety badges are key to instill 
confidence. 





3. Flexibility is the order of the day. 



Flexibility is strongest value.

“No year has better demonstrated the 
value of flexibility than this one. Which is 
why we’re extending our current change 
fee waiver and making lasting changes to 
our practices, so customers have the 
trust and confidence they need long after 
the pandemic ends.” 

-Ed Bastian, Delta CEO. 

The option to change plans without restrictions will drive planning and conversion.



4. Ten years of innovation in 9 months. 







Ten years of innovation in 9 months.
El Yunque reservations, tickets and capacity control system. 

• Tickets available via 
recreation.gov
• Reservations can be 

made up to one month 
in advance.

• Tickets are free, but 
Recreation.gov charges 
a $2 service fee payable 
by credit card.



Ten years of innovation in 9 months.

• Google Destination Insights - is a public (and free) resource for governments 
and tourism boards that details top sources of demand for a destination, as 
well as the destinations within countries that travelers are the most interested 
in visiting.
• With the data, destinations can map out possible resumption of travel on specific routes 

and decide where to communicate with potential future travelers.

• Google Hotel Insights, packages Google hotel search data to help hotels -
small and independent hotels - understand how to target their marketing as 
they plan for recovery.
• In addition to real-time insights, it also includes a resource guide to help hotels leverage 

tools like Google My Business and Google Reviews.

Industry facing technologies for visibility and to enhance decision making process. 

https://destinationinsights.withgoogle.com/

https://destinationinsights.withgoogle.com/


5. Protect the fiber of a destination: The community. 



State of the Tourism Industry 



State of Tourism

• Last 8 weeks, travel spending ranges from -42% to -53% vs. YA

• Puerto Rico is among twelve states that recorded losses 
exceeding 50% of 2019 weekly travel spending levels during fist 
week of December. 
• Only three states –Mississippi, Idaho, and Alabama – suffer losses 

of less than 30%, marking the fewest states to achieve that 
benchmark since the week ending July 25th.

• The continual depressed level of travel spending has produced a 
loss of $63.1 billion in federal, state, and local tax revenue since 
March 1st.
• $39.1 billion in federal taxes

• $14.3 billion in state taxes

• $9.6 billion in local tax revenue.

Impact and benchmark within the US 

Source: US Travel Association. Weekly Coronavirus Impact on Travel Expenditures in the US. December 10, 2020 
Update. 



July Oct YTD Lodging ADR and Occupancy

Source: Puerto Rico Tourism Company Lodging Figures. YTD Oct 2020. Note: Aug-October performance based on STR historic performance for the market. 
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State of Tourism

• YTD Oct total hotel 
occupancy in Puerto Rico is 
34.38%, compared to 
67.15% last year. 

• Forecast adjusted (positively) 
given Sept. and Oct. slight 
improvement than 
expectations.

• December figures adjusted 
reflecting steeper impact for 
the month per new 
restrictive measures. 

• New 2020 forecast vs. 
previous forecast:

• Room Nights: -53.1% (vs 
55.3% previously)

• Room Revenue: -53.2% (vs 
55.4% previously)

Lodging Figures – YTD Oct 2020, Nov & Dec forecast and FY 2020

2020 Lodging Performance Indicators (YTD Oct 2020 Actuals + Forecast)

(Projected Figures)

YTD Oct 2020 Nov Dec Total 2020

Guest Registrations 839,875 90,425 112,351 1,042,651 

Room Nights Sold 1,154,545 120,948 124,884 1,400,377 

ADR $152.40 $136.31 $173.60 $152.83 

Occupancy 34.38% 31.0% 33.0% 34.0%

Room Revenue $186,113,938 $16,485,917 $21,679,984 $224,279,838 

Room Tax $25,599,456 $1,516,704 $1,994,559 $29,110,718 

Year-Over-Year Change

YTD Oct 2020 Nov Dec Total 2020

Guest Registrations -55.4% -50.0% -45.0% -54.0%

Room Nights Sold -53.6% -50.0% -52.0% -53.1%

ADR -5.0% -6.0% -6.0% -4.6%

Occupancy -32.8 pt -32.9 pt -33.4 pt -32.8 pt

Room Revenue -53.6% -53.0% -54.9% -53.2%

Room Tax -58.92% -75.66% -74.06% -61.82%

1Forecast for November and December estimated based on PRTC 2019 monthly figures, passengers' arrivals and estimates, market trends and situational analysis 
based on COVID restrictive measures.  



State of Tourism 

• 12.4% of the traditional lodging room inventory is temporarily out of service.
• The Metro region is the area affected the most by the temporary closure of properties 

with 13 properties and 674 rooms offline.  

Lodging inventory operational status. 

State of the Lodging Inventory (as of December 10, 2020)

Offline Inventory Online Inventory Total

Properties Rooms Properties Rooms Properties Rooms

Metro 13 674 58 7,767 71 8,441

East 7 977 18 1,509 25 2,486

North 0 0 10 674 10 674

West 3 112 39 1,822 42 1,934

South 1 9 9 887 10 896

Central 2 38 3 72 5 110

Total 26 1,810 137 12,731 163 14,541



State of the Cruise Sector 



State of the Cruising Sector

• The cruising business landscape has been completely transformed by the 
current health crisis altering entirely the whole customer journey as well as 
leading to a full change of operational models.
• Cruise operations are being molded to address the financial constraints and flexibility 

leisure cruises and shipping agents are in need for.  

• Traveler experiences must be built on trust, offering the health, safety, flexibility, 
convenience, and transparency that the new consumer is seeking for.

• On Oct. 30, the HHS and CDC released the framework for phased resumption 
of cruise operations. 
• No Sail Order was lifted. 

• Currently, cruises are allowed to sail with crewmembers and test voyages voluntters
only as the industry prepares to implement the new established standards. 

Anchor down once again despite the CDC “no sail” lift.



State of the Cruising Industry
Conditional cruising recently allowed. 

• All 3 of the major cruise companies have cancelled 
all Caribbean voyages through March 1, 2021.  
• Royal Caribbean: Royal Caribbean, Celebrity & Silversea

• Carnival Cruises: Carnival, Holland America, Costa, 
Princess, Cunard, Seabourn & Aida

• Norwegian Cruise Lines: NCL, Regent & Oceania cruises



Caribbean cruising resumption interrupted.
First voyage after COVID suspended due to onboard outbreak in cruise filled with media and influencers.  



1 case placed an Asia cruise on halt.

• Singapore cruise only open to residents returned to 
port on day three of a four-day cruise after a 
passenger tested positive for Covid-19.

• Crew identified and isolated all guests and crew who 
had close contact with this guest and tested each of 
those individuals. 

• At the time of the incident, there were 1,680 guests 
and 1,448 crew members on board.



State of the Cruising Industry
The HHS and CDC Cruise Phased Resumption Plan at a glance.

• Every cruise company must submit detailed plan to the CDC and 
HHS. 

• 40 pages long document.

• Every cruise company must submit and individual plan. 

• 60-day period after submission

• Trial voyages: simulated voyages to test cruise ship operators’ 
ability to mitigate COVID-19 risks. 

• Every cruise ship must be certified.

• Testing focused: laboratory testing for COVID-19 is an integral 
part of the initial phases prior to beginning passenger operations.

• Measures also seeks to prevent the seeding of outbreaks at ports 
and in communities

https://www.cdc.gov/quarantine/pdf/CDC-Conditional-Sail-Order_10_30_2020-p.pdf


State of the Cruising Industry
Cruise companies reassessing operations and future voyages.

• Cruise lines current focus:

1. Mitigating financial impact

2. Preparing phased recovery plans for CDC and HHS

3. Reassessing operations and schedules

4. Shifting cruises from all regions

5. Divesting older or non-efficient vessels 



Despite the business halt, Innovation Pipeline continues.
Celebrity Cruises introduces new vessel. 

• The new Celebrity Apex is scheduled 
to be deployed from Port Everglades 
for the winter 2020-2021 season, 
sailing Caribbean itineraries. 



New negotiated Homeport Operations

• New Virgin Voyages – Valiant Lady vessel will set its 
homeport operations in San Juan for the Winter 2021-22 
Season. 

Valiant Lady calls Puerto Rico Home.



State of the Airlines Sector



State of the Airlines Sector - Global

• The global airport industry will see a reduction of more than six billion passengers by 
the end of this year compared with the pre-Covid-19 forecast for 2020, marking a 
decline of -64.2% in global passenger traffic, according to the latest report by 
Airports Council International (ACI) World.
• With declines above -70% compared to the projected baseline, Europe and the Middle East are 

predicted to be the two most impacted regions.

• The added complication for the COVID-19 pandemic are the travel restrictions, 
coupled with the fear factor for travelers taking to the skies again, as confidence will 
lag until the rollout of the vaccine. 

• On the corporate side, companies are also reticent to allow their employees to get 
back on the road. 

• Bailouts for the airlines is the short-term risk mitigation strategy. 
• Already bankruptcies have befallen airlines such as FlyBe in the UK, Avianca in Latin America,  

and Virgin Australia and Virgin Atlantic. More are expected to occur before the year is over. 

Source: Airports Council International. The Advisory Bulletin, The impact of COVID-19 on the airport business. December 9, 2020.



State of the Airlines Sector 

• Low-cost carriers versus full-service carriers
• In the previous 2008-2009 Global Financial Crisis, low-cost carriers acted as a buffer against financial effects, 

stealing share from scheduled carriers as businesses and consumers traded down. 
• However, COVID-19 does not discriminate airlines based on their price positioning, and low-cost carriers such 

as, JetBlue and Spirit, are as equally impacted as their competitors. 

• It is likely that some trading down will take place; however, outbound demand is expected to take 
years to recover, and the airlines will struggle to recoup their losses, regain previous passenger 
numbers and most likely raise prices for several years. 

• Full-service airlines pricing strategies to compete with LCCs1

• Full-service carriers are expanding their unbundled services to compete with low-cost carriers. Unbundling 
helps full-service carriers’ products to appear at the top pages of an online travel agency search. They are also 
offering customized bundles termed as fare families.

• To differentiate themselves from the low-cost carriers, full-service carriers focus on delivering a premium in-
flight experience, loyalty offerings, and improving customer touch points. However, the unbundling and re-
bundling process makes it difficult for customers and online travel agencies when comparing fares, as the 
process is not transparent enough to arrive at the price comparison effectively[18].

• If full-service airlines can compete with LCCs on a pricing level, it could greatly improve the chances of a strong 
recovery. By offering affordable flights, full-service airlines can attract leisure tourists without having to rely on 
the high spending business travelers.

Industry Trends

1Global Data. Key Trends in the Airline Industry. November 3, 2020. 



State of the Airlines Sector 

• YTD Nov 2020: Inbound 
Passenger volume is -49.6%. 

• Dec 2020 inbound passenger 
volume is projected to be -44% 
vs. YoY for a total of 273,330 
passengers. 

• Considering December’s 
projection, total 2020 inbound 
passenger volume will be -49.0% 
vs YoY or 2,311,892 fewer 
inbound passengers than in 
2019. 

Annual Inbound Passenger Outlook

Monthly Inbound Passenger Volume

2019 2020 YoY Diff

Jan 397,902 425,360 27,458 6.9%

Feb 343,236 399,727 56,491 16.5%

Mar 410,297 254,162 -156,135 -38.1%

Apr 366,653 21,884 -344,769 -94.0%

May 380,590 41,159 -339,431 -89.2%

Jun 449,291 113,355 -335,936 -74.8%

Jul 482,934 176,993 -305,941 -63.4%

Aug 402,960 141,413 -261,547 -64.9%

Sep 277,147 146,230 -130,917 -47.2%

Oct 327,308 193,371 -133,937 -40.9%

Nov 390,939 218,471 -172,468 -44.1%

Dec* 488,090 273,330 -214,760 -44.0%

TOTAL 4,717,347 2,405,455 -2,311,892 -49.0%

*December projections based on month-to-date volume and anecdotal insights from airlines partners.   

Source: Puerto Rico’s Port Authority and Aerostar. December projections by Puerto Rico Tourism Company and Aerostar Strategic Planning Teams.  



• Puerto Rico inbound passenger traffic 
outpaces the traffic decline from the US. 
• Average passenger declines:

• US: -72% vs. YoY

• PR: -62% vs. YoY

State of the Airlines Sector 
Annual Inbound Passengers Performance

USA SJU

March -51% -36%

April -96% -94%

May -90% -90%

June -80% -76%

July -72% -62%

August -70% -63%

September -65% -48%

October -62% -41%

November -63% -43%
Source: BTS and Aerostar

2020 Passenger Traffic Trends vs. 2019



State of the Airlines Sector

• Average one-way fares to SJU are 
down -19.5% vs. 2019 (YTD October 2020)

Air fares trends. 

Avg One Way fares to/from SJU 2020 vs. 2019

2019 2020 YoY Diff

January $210.62 $192.46 -8.6%

February $188.75 $168.71 -10.6%

March $210.19 $152.98 -27.2%

April $217.51 $141.16 -35.1%

May $194.84 $130.77 -32.9%

June $210.36 $149.55 -28.9%

July $200.48 $138.47 -30.9%

August $182.52 $105.13 -42.4%

September $166.20 $119.57 -28.1%

October $162.61 $129.97 -20.1%

Source: Sabre



Airlines Seat Capacity

• Recent trends forecasts a very slow recovery 
in the next three months, with net projected 
seats down slightly above a quarter vs. the 
previous year. 

• Gap between gross and net projected seats is 
now lower as less airlines are blocking seats. 
After January 7th, only Delta will do so.

2020
Gross Projected 

Trend vs. Previous
Net Projected 

Trend vs. Previous
Actual Flown 

Inbound Seats

November -24% -35% -30%

December -18% -25%

January -25% -28%

February -25% -26%

Capacity Trends 

Source: Puerto Rico’s Port Authority and Aerostar..  



Airlines Seat Capacity
Upcoming 8 weeks Outlook (Dec. 2020 – Feb. 2021) 

• Given the rapid changing environment, the on-going 
calibration of flight frequencies and seat capacity continues 
to take place. 

• Daily average for seat capacity:
• December: 14,117 available seats

• January: 13,497 available seats

• Except for Spirit, all major US carries airlines have adjusted 
down the seat capacity due to the decline in demand.  

Inbound Seats Diff. 

JetBlue* 387,562 -11.6%

Spirit 206,212 21.1%

American 181,824 -11.6%

United 116,145 -20.2%

Delta* 114,957 -2.2%

Southwest 101,101 -43.4%

Frontier 89,590 -31.5%

Published Seats by Major US Carrier for 
December 2020-February 2021

*Actual capacity is lower due to varying levels of blocked seats.

Note: See Appendix Section for the Daily inbound available seat capacity 
to SJU for Dec 2020 and Jan. 2021. 



State of the Airlines Sector

• Since March 22nd, average searches 
on Kayak for air travel to SJU are -
46% vs. YoY.

• Last 4 weeks (Nov. 15 – Dec. 6) 
Kayak searches are -57% vs. YoY.
• Searches have plateaued to -63% in the past 

2 weeks (Nov. 29 – Dec. 6) as increased 
restrictions and growing case counts have 
resulted in diminished interest for the 
destination.
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Consumer Interest to Travel.



VFR continues to be the main driver for 2020.

• Visiting families and friends 
continued the rise as a 
leading travel purpose, 
accounting for 38% of all 
trips in October. 

• Business travel rates 
remained low, averaging 
10% of travel purpose for 
the last 4 months. 

Source: Skift Research Report. November 2020. 
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Updated Outlook and Forecast



Updated Forecast – Growth YoY

Travel and Tourism Outlook - Annual YoY Forecast (Growth)

2020 2021 2022 2023 2024

Total Travel and Tourism GDP Contribution -61.0% 52.0% 37.0% 22.0% 15.0%

Inbound Travelers -49.0% 42.0% 36.0% 6.0% 2.0%

Room Nights -53.1% 41.0% 28.0% 20.0% 2.5%

Room Revenue -53.2% 42.0% 30.0% 15.0% 4.0%

ADR -4.6% 1.0% 2.5% 2.5% 1.5%

• The immediate short-term future for travel and tourism looks very gloomy; however, as restrictions 
are phased out and a degree of normality returns to daily life around the world, the industry will 
begin to take its first steps towards recovery. 

• The baseline forecast points to two to three years for tourism demand to recover to pre-crisis 
levels. 

How long the pandemic and economic impact will last and when recovery will begin to take hold? 



6-Year Performance Indicators (2019 Actuals + Forecasted Figures)

2019 2020 2021 2022 2023 2024

Inbound Travelers 4,719,366 2,407,475 3,418,615 4,649,316 4,928,275 5,026,841 

Room Nights 2,988,853 1,400,377 1,974,532 2,527,401 3,032,881 3,108,703 

Room Revenue $478,874,028 $224,279,838 $318,477,370 $414,020,581 $476,123,669 $495,168,615

ADR $160.22 $152.83 $154.36 $158.21 $162.17 $164.60 

Growth % vs 2019 (Baseline)
2020 2021 2022 2023 2024

Inbound Travelers -49.0% -27.6% -1.5% 4.4% 6.5%

Room Nights -53.1% -33.9% -15.4% 1.5% 4.0%

Room Revenue -53.2% -33.5% -13.5% -0.6% 3.4%

ADR -4.6% -3.7% -1.3% 1.3% 2.8%

• Pre-pandemic levels are expected to take place:
• Inbound Travelers – Early 2023

• Room Nights – Early 2023

• Room Revenue – Mid 2023

• ADR- Late 2023 

Updated Forecast 
Revised annual projections and YoY growth vs. Pre-Pandemic period.



“Swoosh” shape recovery 
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Forecast cautiously more optimistic
Puerto Rico foresees a slightly quicker recovery than other markets and destinations. 

• Anticipating a more accelerated recovery than 
other markets as the island will be able to 
capitalize on the following trends:

A. Destination markets will recover quicker than 
urban markets (cities) due to consumer behavior 
and preferences of travel. 

B. High desire of consumers to visit to a Beach 
destination when ready to travel again. 

C. The largest cluster of consumers, 25%, expected to 
travel again in 4-6 months after travel restrictions 
are lifted.



Forecast Adjustments

• Removal of uncertainty with:
• Elections
• Vaccine development

• Higher end consumers, which drives consumption, fairing relatively well. 
• At the Federal level:

• Pandemic-related economic assistance has not fully expired, and there is confidence that some will renew, and new ones will be created.
• Divided government = policy stability (short-term). There is a lower probability of having policy changes when having shared legislature.  

• Consumers are still dipping into savings.
• Vaccines provide confidence in longer-term outlook. 
• Risk is concentrated in the next 6 months (dependent on the vaccine distribution)

• Better Q3 than expected.
• The United States continue to stay in a path for economic recovery sooner due to increased economic activities and reducing unemployment 

scenarios. Latest data release from the US Bureau of Labor Statistics indicated a declining overall unemployment scenario: to 6.70% during 
November 2020 from 6.90% during the previous month. Financial health and operational capabilities of the US and International airlines. 

• Financial stability and operational readiness of the cruise line industry to bounce back by Q2 2020.
• Stability of the Financial Services sector and ability to lend. Plus, lending at competitive rates. 
• Liquidity and financial resilience of the local tourism businesses.
• Effective containment of the existing health crisis, control of virus’s spread. 
• Low risk with the 2020-21 Flu season.
• Investor’s sentiment to continue to feel “bullish” about investment conditions in the island.
• Continuity of the trajectory beyond January 2021.
• Ability to capitalize on the highlighted opportunities and position Puerto Rico competitively within the domestic  US Domestic marketplace. 

Variables and assumptions considered on the forecast.



Recovery by Segments
Segment behavior and predicted pace for recovery.

VFR (Visiting Friends & Relatives)

Leisure Travelers

Cruise Travelers

Business Travelers

Meetings & Conventions

Quicker
(Due to Holidays)

Quicker and Influenced by 
Vaccine

Slow and Gradual

Gradual

Slower

PaceSegment



Roadmap to Recovery



The Roadmap to Recovery

• Objectives: Turn the crises into an opportunity to build a long-term advantage 
for Puerto Rico as a premier destination through a coordinated public-private 
approach. The plan seeks to: 
• Ensure a safer and stronger recovery.

• Uphold jobs and wages.

• Preserve the financial health (liquidity) and stability (equity) of the travel and tourism 
business infrastructure. 



Phased Recovery Strategy

Containment
March 2020 – December 2021 January – Spring 2021 Summer 2021 – Spring 2023

Reactivation Recovery

Lockdown
First Executive Order

March 16, 2020

Transit Cruising 
Resumes
Q2 2021Internal Tourism 

Reopening
October 2020

Marketing greenlight for 
future travel bookings

November 1, 2020

External Tourism 
Reopening for 

Responsible Travel
Q1 2021

Phased resumption of 
Meetings and Conventions 
with Health Passports and 

enhanced guidelines. 
Q3 – Q4 2021

Soft Internal 
Tourism 

Reopening
September 2020

Homeporting 
Resumes

Summer 2021

Introduction of Immunity 
and Health Passport 

initiatives. 
Q2 2021



Required Immediate Next Steps 
Government: 
• Secure tourism as a public policy priority for incoming administration.
• Develop public policy and economic stimulus measures to safeguard infrastructure availability and asset diversification, as well as jobs and income.

• Financial and taxation relief such as postponement of dues, subsidies plan and utilities concessions. 
• Target the local communities to secure the value perception of tourism, to reduce anti-tourism sentiment during and post-pandemic.
• Introduce enhance testing capabilities and options for travel consumers. 
• Accept Health Passport credentials for tested and vaccinated population/travelers.
• Deploy the 2-year plan for cruise resurgence developed by the Puerto Rico Ports Authority and the Puerto Rico Tourism Company. Continue the engagement 

with cruise industry to plan the resumption and growth strategy for homeport and transit calls. 
• Reach competitive air seat capacity and frequencies by providing continuity to current PRTC efforts anchored by strong partnerships and relationships.
• Deploy the tourism destination management transition plan.
• Continue to rollout the update of the Destination Wide Health and Safety Program in Q1 2021.  
• Safeguard the institutional integrity of the PRTC as an agency capable to attend to industry needs in a dedicated, agile and responsive way.

Marketing:
• Resume demand generating efforts and boost competitiveness

Internal tourism resumption: November 2020 – Continue strong implementation and assignment of sufficient resources.
External RESPONSIBLE tourism recommended resumption: Q1 2021

• Continue to push health and safety accreditation and protocols and reinforce responsible travel messaging.

Industry Partners:
• Implement flexible cancellation policies, refunds and loyalty programs.
• Capitalize on the Federal financial relief programs.
• Secure the effective rollout of the Health and Safety protocols. – double down on commitment to sustainable “healthy” operations over “unhealthy” short 

term revenue opportunities
• Pivot to internal tourism as immediate short term priority.
• Seek alternative revenue steams and repurposing of spaces. Ie. repositioning F&B to home delivery.





Internal Tourism Strategy
Domestic tourism as the safe heaven in the short term while the destination seeks to contain the virus. 

1Euromonitor International. Regional Forecast and Analysis. November 2020.  

Objectives:
Develop and execute an integrated communication plan to activate responsible tourism among the residents of Puerto 
Rico, promote economic advancement, and raise awareness of the importance of the tourism sector in the island's 
economic ecosystem.

• Reactivate the tourism sector and begin the process of economic recovery.
• Arouse interest and inspire residents to consume the tourism product.
• Increase accessibility to the product and variety of experiences.
• Instill confidence in the high standards of hygiene established through the Health and Safety program.

• The domestic market is much more resilient, and pent-up demand will be unleashed driven by VFR (visiting, friends and 
relatives). Diasporas will also be a source of demand, due to the health crisis and the need to see relatives.1



Question: This year, are you going to vacation during the Christmas season?

Yes, 15.2%

No, 60.9%

Don't know, 
23.9%

Internal Tourism Strategy
Usage and Attitudes Study – December 2020. 

Travel Intent for the Holiday’s season:

• 39.1% of the target resident market are 
planning to take a vacation or are thinking 
of taking a vacation during the holiday 
season. 
• 15.2% Yes 

• 23.9% Don’t know

• 52.4% prefers to stay in a Hotel, Resort or 
Parador during the Holidays. 
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Question: When it comes to vacationing in Puerto Rico this Christmas, where will you stay?

Puerto Rico Tourism Consumer Research. 541 online interview. Between Nov 16 
and Dec 1, 2020. Puerto Rico residents, 18-65. 



Internal Tourism Strategy
Usage and Attitudes Study – December 2020. 

Puerto Rico Tourism Consumer Research. 541 online interview. Between Nov 16 
and Dec 1, 2020. Puerto Rico residents, 18-65. 

Motivators:

• Rest and relaxation, change of 
scenery and spend time with 
friends and family are the 
strongest motivators this season.

Question: Which one best describes your reasons for vacationing this Christmas? (check up to 3 options)



Internal Tourism Strategy
Usage and Attitudes Study – December 2020. 

Puerto Rico Tourism Consumer Research. 541 online interview. Between Nov 16 and Dec 1, 2020. Puerto Rico residents, 18-65. 

Stay at Hotel
Parador or
small inns

Rent a
house, villa

or apartment
(AirBnbs)

Air travel Cruise trip
Visit beaches

or rivers
Chinchorreo

Visit
restaurants

Play in
Casinos

Shoppimg
Enjoy

outdoor
shows

Enjoy
outdoor
sports

Family
gatherings

Day out with
family and

friends

Very Safe 19.11% 23.78% 8.85% 6.98% 18.30% 10.53% 14.63% 6.49% 13.21% 18.71% 17.77% 11.36% 12.67%

Somewhat Safe 21.34% 28.09% 9.98% 6.04% 20.19% 11.09% 21.20% 9.35% 22.45% 25.90% 24.39% 9.85% 14.74%

Neutral 25.05% 24.34% 17.51% 13.02% 31.51% 21.99% 27.95% 22.71% 34.34% 29.49% 33.84% 24.05% 26.65%

Somewhat unsafe 18.55% 12.17% 22.79% 19.62% 15.66% 23.12% 22.51% 23.09% 20.94% 14.74% 13.80% 30.30% 21.93%

Very unsafe 15.96% 11.61% 40.87% 54.34% 14.34% 33.27% 13.70% 38.36% 9.06% 11.15% 10.21% 24.43% 24.01%
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• Safety the outmost priority.

• Air travel, cruise trips, casinos and chinchorreos are 
perceived as the top very unsafe activities. 

• Opportunity to instill confidence and trust with the 
implemented measures. 



Internal Tourism Strategy



Internal Tourism Strategy







Plan for Cruising Resurgence
24-months strategic framework to secure the gradual, safe and sustainable cruising economic activity. 

Operational Readiness Enhanced Travel Experience

Objective: Safeguard the ports, health and business
Infrastructure and facilitate the ease of doing business in 
Puerto Rico. 

• New and attractive dockage fees and government incentives
• Secure compliance with the HHS and CDC Framework and 

secure the measures to prevention the seeding of outbreaks 
at ports and in communities. 

• Homeporting: crew repatriation services.
• Ports Employee and Destinations Services Personnel Health 

and Safety Protocol.
• Emergency Management Protocol for:

• Suspected Cases 
• Positive Cases
• On-Board Outbreaks
• Shore Experiences Management

Objective: deliver a safe and memorable shore 
experience. 

• Continue to work along with CLIA. 
• Obtain CARPHA safety seal and leverage the WTTC Safe 

Travels Seal.
• Shore Experiences Protocol and Inventory of experiences:

• Prioritization of personnel with the COVID-19 vaccine 
distribution (Pending)

• Shore experience personnel training by the Aquila 
Center for Cruise Excellence

• Curated and approved list of shore experiences 
available who successfully pass the PRTC Health and 
Safety inspection process. 

• Homeport experiences protocol and experiences 
development
• Lodging, Transportation and Shore Experiences offering 

redefinition. 
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Airlines Seat Capacity

Date Inbound Seats Date Inbound Seats

1-Dec 11021 1-Jan 16293

2-Dec 11096 2-Jan 18217

3-Dec 12164 3-Jan 17389

4-Dec 12215 4-Jan 16744

5-Dec 11446 5-Jan 14314

6-Dec 12530 6-Jan 12561

7-Dec 12133 7-Jan 15019

8-Dec 9802 8-Jan 14610

9-Dec 10756 9-Jan 14967

10-Dec 12654 10-Jan 14418

11-Dec 12380 11-Jan 13573

12-Dec 11690 12-Jan 11871

13-Dec 12792 13-Jan 11264

14-Dec 12573 14-Jan 13591

15-Dec 9817 15-Jan 13561

16-Dec 12434 16-Jan 13242

17-Dec 15440 17-Jan 13264

18-Dec 17109 18-Jan 13466

19-Dec 18281 19-Jan 10754

20-Dec 17187 20-Jan 10555

21-Dec 17114 21-Jan 13282

22-Dec 16492 22-Jan 13363

23-Dec 17396 23-Jan 13026

24-Dec 14536 24-Jan 13066

25-Dec 15460 25-Jan 12943

26-Dec 18837 26-Jan 10585

27-Dec 17354 27-Jan 10331

28-Dec 16638 28-Jan 13154

29-Dec 16179 29-Jan 13044

30-Dec 16592 30-Jan 13044

31-Dec 15533 31-Jan 12914

Daily inbound available seat capacity to SJU , all airlines. Dec 2020 and Jan. 2021. 



2019 Performance Indicators
Full year monthly breakdown. 

Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec Total 2019

Non-Residents 138,897 136,784 160,757 137,734 138,100 129,248 126,733 143,709 104,271 108,985 133,017 154,831 1,613,066

Residents 35,881 30,908 39,613 48,306 51,137 94,116 113,513 61,878 39,712 42,048 47,832 49,444 654,388

Total 
Registrations 174,778 167,692 200,370 186,040 189,237 223,364 240,246 205,587 143,983 151,033 180,849 204,275 2,267,454

% Residents 20.53% 18.43% 19.77% 25.97% 27.02% 42.14% 47.25% 30.10% 27.58% 27.84% 26.45% 24.20% 28.86%

Room Nights 
Sold 239,802 246,898 281,976 253,958 250,811 270,125 288,430 255,591 185,868 213,322 241,896 260,176 2,988,853 

ADR $178.48 $177.19 $180.22 $175.83 $158.01 $156.26 $156.70 $147.60 $136.91 $137.05 $145.01 $184.68 $160.22 

Occupancy 65.79% 73.46% 75.47% 69.73% 64.10% 74.42% 74.81% 66.19% 51.10% 56.38% 63.95% 66.38% 66.8%

Room Revenue $        42,799,469.13 $              43,747,984.05 $          50,818,636.56 $      44,653,076.99 $        39,630,217.51 $         42,210,194.11 $           45,198,395.94 $      37,725,493.74 $      25,446,564.32 $     29,236,027.83 $      35,076,418.19 $        48,049,609.77 $                             478,874,027.66 

SJU Inbound 
Travelers 397,902 343,236 410,297 366,754 380,590 449,291 482,934 402,960 277,147 327,306 390,939 488,090 4,717,446 

Source: Puerto Rico Tourism Company. Planning Division. Full Year 2019. 



1. Excludes international traveler spending on medical, educational and cross-border/seasonal work-related activities or international passenger fares on U.S. airlines 
2. Reflects the share of overseas visitations to the U.S. (ie: visitations from all countries except Canada and Mexico) to global long-haul (inter-continental) travel 
3. Each “person-trip” reflects one trip per person that is at least 50 miles away from home (one way) or any distance that includes at least one night away from home in paid accommodation 
4. 1982-84=100 

US Travel Association
Travel Forecast – Fall 2020



US Travel Association
Travel Forecast – Fall 2020

1. Excludes international traveler spending on medical, educational and cross-border/seasonal work-related activities or international passenger fares on U.S. airlines 
2. Reflects the share of overseas visitations to the U.S. (ie: visitations from all countries except Canada and Mexico) to global long-haul (inter-continental) travel 
3. Each “person-trip” reflects one trip per person that is at least 50 miles away from home (one way) or any distance that includes at least one night away from home in paid accommodation 
4. 1982-84=100 


