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SELECTION PROCESS OF STRATEGIC ALLIES TO CARRY OUT JOINT ADVERTISING CAMPAIGNS IN
UNITED STATES

N2 CP-004-2023/PROMPERU-DT-STR

1. BACKGROUND
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The main objective of the Tourism Promotion Directorate of the Commission for the Promotion of
Peru for Exports and Tourism - PROMPERU, is to contribute effectively to the sustained and
decentralized growth of foreign exchange generated by tourism and the flow of foreign tourists.

In order to achieve this objective, the strategy used is the development of joint advertising
campaigns abroad and/or complementary activities to boost the promotion and/or
commercialization of Peru as a tourist destination, with tourism service providers in Peru's issuing
markets, through strategic alliances, which are an important instrument for the joint promotion of
inbound tourism; in this sense, PROMPERU may establish strategic alliances through a selection
process, based on the evaluation and comparison of proposals of potential strategic allies, which
is defined, regulated and conducted by means of these Terms and Conditions.

GENERAL OBJECTIVE

Encourage the promotion and/or commercialization of Peru as a tourist destination abroad,
through strategic alliances for the execution of joint advertising campaigns and/or complementary
activities, including a "call to action", with tourism wholesalers, tour operators and travel agencies,
both physical and online (OTAS-Online Travel Agencies).

2.1. Specific objectives
2.1.1. Promote Peru's tourist destinations with a specific product/price offer.
2.1.2. Promote the mobilization of international tourists to Peru.

2.1.3. Strengthen the image and positioning of Peru as a tourist destination abroad.

3. PARTICIPANTS

Firnado digitalmente por:
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process of strategic aliies.

Exceptionally, the participation of tourism wholesalers with less than three (3) years of experience?
may be admitted if the tour operators and travel agencies that make up their commercialization
channel have in their place such experience.

INVESTMENT AMOUNT

4.1. The amount to be invested by PROMPERU in a strategic alliance with a tourism wholesaler, a
tour operator or a travel agency, both physical and online (OTA - Online Travel Agency) will
be a maximum of fifty percent (50%) of the total amount of the alliance, being PROMPERU's

! Applies only to markets considered Long Distance (Asia and Oceania).



investment greater or equal to Fifty thousand US dollars (USD $50,000.00) and not greater
than Fifty-three thousand US dollars (USD $53,000.00).

4.2. The maximum amount to be invested by PROMPERU in each alliance will depend on the
results of the evaluation of the proposal and the budget available to PROMPERU for this
purpose.

4.3. The amount assumed by PROMPERU will be paid to the partner after the approved actions
have been executed and according to the procedure set forth in numeral 14 of these terms
and conditions. In no case the partner will be paid in cash.

4.4, The strategic alliance shall be non-exclusive.
TECHNICAL-ECONOMIC PROPOSAL

Proposals must consider Peru as a single tourist destination, with the exception of markets
considered Long Distance? (Asia and Oceania) where Peru may form part of a multi-destination
package with a maximum of three (3) destinations included, provided that Peru represents at least
40% of the itinerary.

The proposal should contain actions aimed at encouraging commercialization (call to action).
The scope of the proposal should be focused on a single market {country).

The company shall prepare its proposal considering that the objective is the commercialization of
the Peru destination through a diversified offer of prices, using the format "Technical-economic
proposal”, Annex N2 2 of these terms and conditions; and considering the following:

5.1. Advertising actions
5.1.1. The following media should be considered:

a) Television
b) Radio

(e}

) Press (newspapers, magazines and/or other written media)
d) Digital
} Exterior (Outdoor and indoor)

)

f) Cinema
g) BTL Activations (below the line)

The proposed investment amount for each advertising action should be calculated
based on the current negotiated rates that the participating company maintains with
the proposed media. The amounts should be indicated individually, so that the cost
for each item can be identified.

5.1.2. The proposal must consider the costs of design, creativity, production, media
insertion, commissions, center fees, center monitoring, if applicable, or other related
expenses. These expenses must be included in the costs of each item.

5.1.3. The company may propose a maximum of 40% of the investment in advertising
actions in its own media; and the rest in paid media (external to its own).

5.1.4. In the event that the company contemplates using its own media in its proposal, it
must show qualitatively and quantitatively the audience it has, as well as the
advantages of advertising on its own platforms.

2 Long Distance: Flights with a duration of more than 10 hours, from your country of origin.



5.2,

5.1.5.

5.1.6.

Organic advertising actions should be considered as bonuses in the technical-
economic proposal and should be governed by the same graphic line of the
campaign.

All actions granted as bonuses must be previously reviewed and approved by the
Executive of the Strategic Alliances Department of the Inbound Tourism Promotion
Sub-Directorate (STR), which will become part of the cooperative campaign plan to
be executed.

Complementary actions

5.2.1.

5.2.2.

The following are recommended:

a
b
c) Blogger trips

Fam trips
Press tours

)
)

d) Influencer trips
e) Webinars (as bonuses)

All travel proposals must include a simple cost structure detailing the services
required for its execution, specifying the amount of total and partial funding.

Fam trips

The participating company must indicate in its technical-economic proposal the
number of trips to be made, specifying the destinations to be visited and the purpose
of the trip.

The list and profile of guests such as operators and travel agents must be proposed
by the participating company and validated and approved by PROMPERU.

No monetary contribution will be requested from any of the guests for their
participation in the trip. Likewise, the execution of the travel itinerary will be for the
guests, who will not be allowed to share the trip with other groups.

Once the list of guests has been approved by PROMPERU, the partner will send the
corresponding invitations.

Only one representative designated by PROMPERU, and one representative of the
partner must accompany the travelers, who must be included in the entire travel
program.

All necessary expenses for the proper execution of the trip must be included in the
technical-economic proposal, including the expenses of the representative of
PROMPERU and the partner.

Travel itineraries will be proposed by the strategic partner and validated and
approved by PROMPERU. It is mandatory to include inspections to hotels and other
services.

During the execution phase, the following deadlines must be considered for sending
the information to be validated and approved by PROMPERU:

S ——

Deadline
Information to be sent to PROMPERU (Calendar days,
prior to activity)
Itineraries of the proposed trips 45
List and profile of potential guests 40




5.2.3.

Invitations 30

Trip details (final itinerary, insurance, airfare, meals, 20
contact information, etc.)

The cost of the trip shall include the following items:

- International and domestic flights and all internal transfers (including those of the
PROMPERU representative).

- Accommodation (for fam trips should be quoted based on 4*, 5* Hotel or lodge
(for jungle destinations); only single rooms will be considered, and these must
have Wifi internet service®.

- Full meals for participants (breakfasts, lunches, and dinners, including non-
alcoholic beverages). Special attention should be paid to the selection of
restaurants and menus, since PROMPERU's priority is to promote Peruvian
gastronomy as one of the values of the destination.

Bottled water for each passenger during all the days of the trip.

National taxes for the trip and, if not included in the air ticket, international and
national TUUA (airport tax).

Entrance tickets to all the monuments and attractions of the program.

Guides during all visits, who must have full knowledge of the proposed itinerary
and have a perfect command of the language of the country of origin of the
strategic partner.

- The tour conductor shall be a representative of the strategic partner, responsible
for all operational activities. The tour conductor shall have a permanent
communication system.

- Travel insurance for all participants, including the PROMPERU representative.
PROMPERU will not cover bar expenses, laundry, or telephone calls.

The technical-economic proposal must include the costs of all the services described
above. However, if during the execution of the campaign, the partner obtains any
courtesy (air tickets, accommodation, food or others), it must inform PROMPERU
about it, via e-mail, prior to the execution of the trip. Likewise, in the Report of
Activities and Expenses (Annex N2 5 of these terms and conditions), the economic
value of the courtesy obtained must be deducted from the investment amount of the
activity.

The partner must keep a record of the activity carried out and apply the survey that
will be provided by PROMPERU in order to submit the corresponding evidence for
payment purposes, as indicated in paragraph d) of numeral 14.1. of these terms and
conditions.

If a familiarization trip is scheduled as a free activity as a bonus, it must comply with
all the requirements indicated in this section.

All activities must be duly detailed by the strategic partner and validated and
approved by PROMPERU.

Press tours, Blogger trips and/or Influencer trips

The participating company must indicate in its technical-economic proposal the
number of trips to be made, specifying the destinations to be visited and the purpose
of the trip.

3 If WiFi in the rooms has an extra cost in the accommodation, this must be included in the activity budget.
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The list and profile of guests must be proposed by the participating company and
validated and approved by PROMPERU.

Prior to the execution of the press trip, the partner must send to PROMPERU for
evaluation, via e-mail, a presentation detailing the complementary action, indicating
the participants and the media they represent. For each media outlet where the
publication is to be made, it is required to indicate the name of the program and/or
magazine/blog/social media account, media website, print run/circulation,
readers/viewers/followers, reach (regions and/or countries of distribution), cost of
advertising (as the case may be, per second, minute, page, story, post, etc.),
periodicity of publication, commercialization and distribution (direct sale,
subscription, free of charge) and a list of other publications made by the media
outlet, as appropriate; as well as information on the press trip in terms of the purpose
of the report, itinerary, tentative date of publication and/or transmission (maximum
period of six (6) months after the trip) and details of the equipment that will enter
the country (number of pieces, name of equipment, model, value in U.S. dollars).

Likewise, prior to the execution of the Bloggers and/or Influencers trip, the partner
must send PROMPERU for its evaluation, via e-mail, a presentation with the details
of the complementary action indicating the proposed participants with the
information of their accounts in the different digital platforms: followers/visits per
country, interaction rate, interactions, visualizations, reach, and average impressions
for each social network; as well as, the number of guaranteed publications in the
different platforms. It should include the proposed itinerary and the projection of
results.

Likewise, in any of the cases, whenever any modification to the original proposal is
required, prior to the execution of the activity, the partner must update the
corresponding indicators of its technical-economic proposal through the "Proposed
Modifications to the Cooperative Campaign Plan" form (Annex N2 4 of these terms
and conditions), respecting the conditions established in numeral 12.6 of these
Terms and Conditions. The approval of the participants is subject to the receipt of
said information.

No guest will be asked to make any monetary contribution for their participation in
the trip. Also, the execution of the travel itinerary will be for the guests, who will not
be allowed to share the trip with other groups.

Once the list of guests has been approved by PROMPERU, the partner will send the
corresponding invitations.

Only one representative designated by PROMPERU, and one representative of the
partner must accompany the travelers, who must be included in the entire travel
program.

All expenses necessary for the proper execution of the trip must be included in the
technical-economic proposal, including the expenses of PROMPERU's representative
and the partner.

Travel itineraries will be proposed by the strategic partner and validated and
approved by PROMPERU.

During the execution phase, the following deadlines must be taken into account for
the submission of information to be validated and approved by PROMPERU:




Deadline
Information to be sent to PROMPERU (Calendar days,
prior to activity)

List and profile of potential guests 60
Presentation with the detail of the complementary action 50
Invitations 30
Trip details (final itinerary, insurance, airfare, meals, 25

contact information, etc.)

The cost of the trip shall include the following items:

- International and domestic flights and all internal transfers (including those of the
PROMPERU representative).

- Accommodation {depending on the travel experience that you want to promote,
you must quoted based on 4*, 5* Hotel or lodge (for jungle destinations); only
single rooms will be considered, and these must have Wifi internet service 4,

- Full meals for participants (breakfasts, lunches and dinners, including non-
alcoholic beverages). Special attention should be paid to the selection of
restaurants and menus, since PROMPERU's priority is to promote Peruvian
gastronomy as one of the values of the destination.

- Bottled water for each passenger during all the days of the trip.

- National taxes for the trip and, if not included in the air ticket, international and
national TUUA (airport tax).

- Entrance tickets to all the monuments and attractions of the program.
- Guides during all visits, who must have full knowledge of the proposed itinerary

and have a perfect command of the language of the country of origin of the
strategic partner.

- The tour conductor shall be a representative of the strategic partner, responsible
for all operational activities. The tour conductor shall have a permanent
communication system.

- Travel insurance for all participants, including the PROMPERU representative.
PROMPERU will not cover bar expenses, laundry, or telephone calls.

The technical-economic proposal must include the costs of all the services described
above. However, if during the execution of the campaign, the partner obtains any
courtesy (air tickets, accommodation, or others), it must inform PROMPERU about it,
via e-mail, prior to the execution of the trip. Likewise, in the Report of Activities and
Expenses (Annex N2 5 of these terms and conditions), the economic value of the
courtesy obtained must be deducted from the investment amount of the activity.

In the case of press trips, the strategic partner must arrange the necessary permits
and payments for the transportation of equipment and/or media coverage in the
places to be visited.

The partner must keep a record of the activity carried out in order to present the
corresponding evidence for payment purposes, as indicated in paragraph d) of
numeral 14.1 of these terms and conditions.

In the event that a press, bloggers and/or influencers trip is scheduled as a free
activity as a bonus, it must comply with all the requirements set forth in this section.

4 If WiFi in the rooms has an extra cost in the accommodation, this must be included in the activity budget.




All activities must be duly detailed by the strategic partner and validated and
approved by PROMPERU.

5.2.4. Webinars

The participating company must indicate in its technical-economic proposal, the
number of webinars to be held, destinations/products to be presented and the
profile and number of audiences to be convened. As well as the dissemination efforts
to be made in order to obtain an optimal attendance ratio in the training.

The seminars may have the presence and participation of a representative
designated by PROMPERU, whether or not based in the country itself, subject to prior
coordination.

it should be noted that these actions should not be considered as paid actions but as
bonuses (zero cost), within the plan and have a minimum total of one hundred (100)
trainees.

Likewise, prior to the seminars, the company must send to PROMPERU for evaluation
via e-mail: the list of convened companies, seminar dynamics, information on the
platform to be used, the presentation or content to be used, and the graphic of the
invitation.

The partner must keep a record of the activity carried out and apply the survey that
will be provided by PROMPERU in order to submit the corresponding evidence for
payment purposes, as indicated in paragraph d) of numeral 14.1. of these terms and
conditions.

6. TIME FRAME

The term of the strategic alliance must be indicated in the technical-economic proposal (Annex No.
2 of these terms and conditions), which must not be less than three (3) months; it must also be
between august 2023 and november 2023. Said term shall include the total execution of the
actions defined in the technical-economic proposal. Likewise, the submission of the
documentation for the corresponding payment must be submitted in accordance with the
provisions of numeral 14 of these terms and conditions.

CREATIVITY GUIDELINES

7.1. The campaign and each of its pieces must incorporate the graphic and usage guidelines of
the Peru Country Brand and focus on the strengths of the tourist destination to be promoted,
as well as a call to action (promotional price, package price, or similar), whenever possible.

7.2. PROMPERU will provide the authorized graphic material and its property, as well as the
guidelines for the use of the Peru Country Brand, for the elaboration of graphic and/or
audiovisual pieces, invitations, banners and/or other communicational material of the
cooperated campaign. The term of the authorization to use the Peru Country Brand shall be
the same as the term of execution of the campaign established in the approved technical-
economic proposal. In any case, the term of said authorization may not exceed two (2) years
from the date of execution of the contract.

7.3. All graphic and/or audiovisual pieces must be in full color and must bear the Peru Country
Brand.

7.4. In case there are any guidelines from the counterpart where the Peru Country Brand cannot
be present in the graphic and/or audiovisual pieces of its branding, the partner must request
PROMPERU the exoneration of the case, and the Country Brand and Image Strategy Office
(OEIM) will be responsible for approving or not such request.




7.5. The strategic partner will be responsible for the preparation and design of the graphic and/or
audiovisual pieces, invitations and other required artwork. These must be sent to PROMPERU
for approval, via e-mail, no less than ten (10) working days prior to the deadline for delivery
to the media.

7.6. PROMPERU will approve, after executing the cooperative campaign plan, all marketing
and/or communication actions designed for the campaign.

7.7. The costs of actions that do not have PROMPERU's approval will not be paid to the partner.

7.8. Likewise, each of the actions of the digital advertisement must redirect to a visible offer or
link to the strategic partner's website, where the programs or packages to Peru are detailed.
Links to general sections of the strategic partner's website (home page, information on other
destinations, etc.) will not be accepted.

7.9. If creative piece(s) is/are made as a bonus, it/they must comply with all the requirements
indicated in this section.

8. TARGET MARKET SEGMENT

Market: United States
Cities to be prioritized: New York, Los Angeles, Dallas and Houston
Target audience: Men and women from 21 to 34 and from 57 to more than high

and medium-high socioeconomic level

Prioritized segments: Cultural, Nature, Adventure, Unique Experiences

Prioritized regions of Peru: Lima, Cusco, Loreto, Puno, Madre de Dios, Arequipa, Ica

9. TIMELINE OF THE SELECTION PROCESS

Stages of the selection process Dates
*)
Call for the process From may 17th to july 10, 2023

Consultations to the terms and From may 17th to june 07, 2023
conditions and resolution of

queries

Submission of proposals Until june 08, 2023
Proposal evaluation and From june 9 tojuly 9
partner selection

Notification of results July 10, 2023

(*) The Technical Selection Committee may extend the dates foreseen for each of the stages of the selection process, if it deems it pertinent.

10. STAGES OF THE SELECTION PROCESS

The selection process will be conducted by an ad hoc Technical Selection Committee and will be
carried out as follows:

10.1. Call for the process

N
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10.2.

10.3.

The call will be made through PROMPERU's institutional web page, where the electronic
form "Registration of Participants" can be accessed
https://institucional.promperu.gob.pe/Index.asp.

Likewise, the Sub-Directorate for the Promotion of Inbound Tourism, through the
Department of Strategic Alliances, may simultaneously issue direct invitations to
potential participating companies operating in the markets prioritized by PROMPERU
and/or tourism associations it deems appropriate.

Companies interested in participating in the process must register through said form. The
registration may be made from the same day the call is published until one (1) calendar
day before the scheduled date for the submission.

Once the registration is completed, the participating company will receive an e-mail
notification containing the link to download the Terms and Conditions of the process:

Participation in this process is voluntary, free of charge and requires prior registration.

The submission of the proposal implies full and unconditional acceptance of these Terms
and Conditions.

Consultations to the terms and conditions and resolution of queries

Questions regarding the content of the selection process should be sent via e-mail to the
following address: sapestadosunidos@promperu.gob.pe, within the term established in
the process schedule.

Consultations formulated after the deadline or through a channel other than the one
indicated in the preceding paragraph shall not be admitted.

The Committee will answer the questions formulated within a maximum of three (3)
working days from the receipt of the same. The answers will be sent to all registered
participants to the e-mail address indicated in the electronic form "Participant
Registration".

In the event that as a result of the resolution of consultations it is necessary to correct,
clarify or modify the terms and conditions, these will be published on the web page
indicated in numeral 10.1. of these terms and conditions.

Submission of proposals

Proposals must be submitted through the Virtual Window
(https://ventanillavirtual.promperu.gob.pe/), within the term established in the process
schedule.

Proposals must contain the following documentation:

a) Company profile (Annex N2 1 of these terms and conditions).

b) Technical-economic proposal, in Excel and PDF format (Annex N2 2 of these terms and
conditions).

c) Presentation in PDF format of the strategy, describing the joint advertising actions
and/or complementary actions, as well as any other additional information that the
company considers appropriate to include to support its proposal. If the company
considers it pertinent, it may attach supporting resources (audio and/or explanatory
videos) to facilitate the description of the presentation.

Annexes No. 1 and No. 2 must be signed by the legal representative of the company who
is empowered to execute the contract.



Failure to submit any of the above documents will result in the automatic disqualification
of the proposal.

Once the proposal has been submitted with the requested attachments, the participating
company must ensure, under its own responsibility, that it receives an e-mail confirming
receipt of the attachments from PROMPERU.

Those proposals received that have not complied with the previous "Participant
Registration" will not be considered.

10.4. Proposal evaluation and partner selection

The Committee will evaluate only those proposals received from duly registered companies,
as indicated in numeral 10.1 of this document, and submitted within the deadline established
in the terms and conditions.

During this stage and if necessary, the Committee may request clarifications to the proposal
from any of the participating companies. The request for clarification will be sent to the e-
mail address provided by the participating company in the electronic form "Registration of
Participants", while the response must be sent by the participating company to the address
indicated in numeral 10.2 of these Guidelines within a period of no more than two (2)
business days. The clarifications received that are not in response to a request from the
Committee or that are made outside of the time granted will not be considered.

Likewise, it may request any of the participating companies to correct any material or formal
error identified in the documents submitted, provided that it does not alter the essential
content of the proposal.

Among the material or formal errors that may be corrected are: i} the failure to include
certain information in Annexes 1 and 2; ii) the absence of the signature of the legal
representative in Annexes 1 and 2; and iii) typing errors 5 in the Annex N2 2, provided that
these are manifest & and unquestionable?, and it is up to the Committee to evaluate each
specific case.

In the case of arithmetical errors® in Annex No. 2, the Committee shall be responsible for
making the correction.

The Committee will verify that the proposal(s) is (are):

a) Aligned with the objective of the alliance and that there is congruence between
PROMPERU's target audience and that of the participating company(ies);

b) Evaluate that the costs of the proposed actions are in line with the market average; and,

¢) That the projected results of the proposed campaign are competitive within key
purchasing periods.

Likewise, in order to perform the corresponding evaluation, the following criteria and sub-
criteria will be applied, as well as the following minimum and maximum scores:

3 These errors include: (i) duplication of letters or words, (ii) deletion or addition of letters or words, {iv) alteration or distortion of words, (v)
transcription errors, among other errors of the same nature.

6 They must have an ostensible and indisputable character, implying by itself the evidence of the same, without the need for further
reasoning.

7 It is understood that it should not generate any type of doubt or questioning.

8 In case of any discrepancy between a partial amount and the total amount, or between words and figures, the former shall prevail.
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Criteria Subcriterion Definition Rating
(Points)
Alignment of the | Definition of the | Misinterpretation of the terms and 0
proposal with the | alliance's objective | conditions so that the proposal is not
objective of the | andtargetaudience. | jligned with the objective of the
alliance and : .
congruence alliance and there is no congruence
between the target between PROMPERU's  target
audience of audience and that of the participating
PROMPERU and the company.
participating It performs a regular interpretationof | From1to6
company. the terms and conditions evidencing
that there are many discrepancies,
with a superficial support, between
the objective and target audience
proposed by the participant in
relation to PROMPERU's objective
and target audience.
It interprets the terms and conditions [ From7to 13

correctly, although there are some
discrepancies, duly substantiated,
between the objective and target
audience proposed by the participant

and PROMPERU's objective and
target audience.
The proposal was very well | From 141020

interpreted, with a proposal aligned
with the objective of the alliance and
showing  congruence  between
PROMPERU's target audience and
that of the participating company.

the
strategy to achieve
the objectives.

Design  of

It proposes an unsubstantiated and
incoherent strategy that does not
meet the objectives proposed in
these terms and conditions.

It designs a superficial strategy
without managing to convey the
relevance of the actions for the
achievement of the objectives
proposed in these terms and
conditions.

From1to6

It designs a partially supported
strategy, in which, although it
manages to convey the relevance of
the actions for the achievement of
the objectives, it does not address
all the objectives proposed in these
terms and conditions.

From7to 13

It designs a consistent strategy to
convey the relevance of the actions
to achieve the objectives proposed
in these terms and conditions.

From 14 to 20

Ratio of the costs of
the shares proposed
to the  market
average.

Quantitative and
qualitative
assessment of the

proposed actions.

The proposed costs are excessively
high in relation to the market price
and the importance of the proposed
actions has not been adequately
substantiated.

Some of the proposed costs are
slightly higher than the market
average and have weakly supported
the importance of the proposed
actions.

From1to6

11




Most of the proposed costs are in line From 7 to 13
with the market average and
adequately support the importance
of the proposed actions.

All proposed costs are in line with the | From 14 to 20
market average and adequately
support the importance of the
proposed actions.

Competitiveness  of | Projection of | Projected trading results are not 0
projected campaign | commercial results. | competitive  within  the  key

results within  key purchasing periods.

purchasing periods. Projected trading results are slightly From1to6

competitive  within  the  key
purchasing periods.

Projected trading results are From 7 to 13
moderately competitive within the
key purchasing periods.

Projected trading results are highly | From 14 to 20
competitive  within  the  key
purchasing periods.

Projection of | The projected advertising resuits 0
advertising results | and/or complementary activities

and/or are not competitive within the key

complementary purchasing periods.

activities. Projected advertising results and/or From1to6

complementary  activities are
slightly competitive within key
purchasing periods.

Projected advertising results and/or From7to 13
complementary activities are
moderately competitive within key
purchasing periods.

Projected advertising results and/or | From 14 to 20
complementary activities are highly
competitive within key purchasing

periods.
Maximum Total Technical Evaluation Score (PT}): 100
Maximum Additional Bonus 1* (BA): 5
Maximum Additional Bonus 2** {BA): 5
Maximum Final Technical Evaluation Score {PT + BA) 110

*pdditional Bonus 1: In the event that the participating company has included in its proposal the
implementation of additional advertising at no cost to PROMPERU, it will be granted an additional bonus to
the total technical evaluation score obtained, provided that it has passed such evaluation. The maximum
score to be assigned will be five (5) points, according to the scope of the proposed advertising.

#%pdditional bonus 2: In the event that the participating company demonstrates that it carries out actions
that promote sustainability in its operation that contribute to the reduction of CO2 emissions, use of
sustainable fuels, among others, it will be granted an additional bonus to the total technical evaluation
score obtained, provided that it has passed the evaluation. The maximum score to be assigned will be five
(5) points, depending on the scope of the proposed advertising.

The minimum passing score for the technical evaluation is seventy (70) points. Proposals that
do not reach this score will be disqualified.

The proposals must also: (i) comply with the requirements indicated in numeral 3; and (ii)
have submitted the complete documentation indicated in item 10.3 above.

The Committee will select the participant(s) whose proposal(s) obtain(s) the highest passing
score, and according to the budget available for the target market.

The Committee may select the proposal(s) partially, totally or reject it/them, with partial
selection being understood as that set of activities, guidelines, or insertions of the technical-
economic proposal chosen by the Committee.

12




10.5. Notification of results.

The results of the selection process will be notified by the Committee, via e-mail, to each of
the participating companies on the date established in the schedule of the process and from
the e-mail address indicated in numeral 10.2 of these terms and conditions. Likewise, in the
same e-mail, the Committee will ask the participating companies if they maintain their
interest in the execution of their proposal in the same terms in which it was selected, that is,
if it was partial or total. The maximum term to confirm their interest is five (5) working days
from the day following receipt of the consultation. If the company does not ratify its interest
within this period, the Committee will consider the proposal rejected.

After receiving the confirmation of interest, the company(ies) whose proposal(s) have been
selected will be provided with the contact information of the STR's Strategic Alliances
Department staff, in order to take the necessary steps to formalize the strategic alliance.

11. FORMALIZATION OF THE STRATEGIC ALLIANCE

The strategic alliance will be formalized through an international strategic alliance contract or the
issuance of a service order, as appropriate, in accordance with the amounts contemplated in the
Entity's internal regulations for contracting with suppliers not domiciled in the country. It is
specified that these documents contain the terms and conditions contained in the file for the
selection of strategic allies, and that their execution will be in accordance with the Guidelines for
strategic alliances to promote Peru as a tourist destination abroad, upon presentation by the
selected company of the following documents:

a) A simple copy of the company's incorporation, commercial registration or equivalent
document proving that it is a legally constituted company, in accordance with the laws of its
country. In case the company has participated or is currently participating in a selection
process called by PROM PERU, it may request the exemption of this requirement, provided that
it has previously submitted such documentation and that the purpose and/or name of the
company have not been modified, for which purpose it must complete the information
requested in section VI of Annex N2 1 of these terms and conditions, so that the Committee
may locate and verify that such documentation is in PROMPERU's possession.

b) Simple copy of a valid power of attorney granted to the legal representative of the company,
or equivalent document that proves the representation and that he/she has the powers to
execute the contract, in accordance with the laws of his/her country.

¢) Simple copy of the identity document of the legal representative.

d) Letter of authorization from the company® according to the format provided by PROMPERU,
for the purposes of the electronic transfer of funds.

12. EXECUTION OF THE STRATEGIC ALLIANCE

12.1. The Executive of the STR's Strategic Alliances Department must approve all the actions
presented regarding artwork, destination presentations, invitations, among others, prior
to the execution of the campaign; in the case of graphic and/or audiovisual pieces, these
must have the approval of the OEIM's Department of Creative Strategy and Contents.

12.2. The strategic partner will be responsible for the coordination and execution of
advertising actions, and complementary actions if applicable, in accordance with the
approved plan.

12.3. In those activities in which invitations must be issued, they must be issued jointly by the

? Established in the internal regulations in force that regulate contracting with suppliers not domiciled in the country.
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12.4.

12.5.

12.6.

strategic partner and PROMPERU.

No strategic alliance may be executed in advance without the subscription of the
international strategic alliance contract and/or corresponding service order, under
responsibility.

In the case of activities such as press trips, bloggers and/or influencers detailed in
numeral 5.2.2, the area in charge of public relations and press management and/or the
area in charge of digital media management of the Country Brand and Image Strategy
Office (OEIM), as appropriate, must positively evaluate the list of proposed participants
in order to assess their potential reach, interaction rate, reputation, credibility level,
sentiment of its publications and/or the comments it generates, publication periodicity,
affinity of its content with the institutional one, affinity of its audience with the
campaign's target audience, quality of its content (language, tone of messages, etc.),
level of advertising saturation, profitability and/or any other indicator deemed
appropriate by the competent area.

For influencer trips, the area in charge of OEIM's digital media management should
specify the institutional accounts on social networks that participants should tag and the
suggested hashtags to be used in order to obtain greater benefit from the action;
likewise, in the case of a blogger trip, it should specify the websites that participants
should reference in the development of the content they publish.

Likewise, the area in charge of digital media management of the OEIM will provide the
"Guidelines for Influencers", will participate in an informative meeting with the Bloggers
and/or Influencers prior to the trip and will follow up on the publications. In this regard,
the OEIM may request modifications or the withdrawal of publications whenever they
are not in accordance with the indicated guidelines.

During the execution of the campaign, the parties may reschedule or modify the
cooperative campaign plan by mutual agreement, without requiring an addendum to the
original international alliance contract and/or modification of the service order, provided
that the following conditions are respected:

a) That the investment amount of either party does not vary and/or that the term
established in the campaign is not exceeded;

b) Represent an opportunity, advantage or benefit for PROMPERU;
c) That the objectives of the campaign are not altered; and,

d) That the expected impact is not adversely affected.

Reprogramming shall be understood as changes in the dates established in the execution
schedules of the actions and/or insertions included in the initial plan approved by
PROMPERU, provided that the amount of investment does not change.

Modifications shall be understood as any change in: type of media or complementary
activity, selected media, number of actions and/or insertions, format and any other
characteristic of the action and/or insertion indicated in the initial plan approved by
PROMPERU.

Such reprogramming and modifications must be coordinated and supported via e-mail,
using the "Proposed Modifications to the Cooperative Campaign Plan" form {Annex No.
4 of these terms and conditions).
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All reprogramming and modifications must have the prior approval of the Executive of
the Strategic Alliances Department of the STR, as well as, when applicable, the approval
of the competent areas, which will be communicated via e-mail to the partner.

Likewise, the partner may incorporate to the approved cooperative campaign plan,
advertising actions and/or complementary actions, granted as bonuses and that do not
imply an additional cost for PROMPERU, which must be previously reviewed and
approved, via e- mail, by the Executive of the Strategic Alliances Department of the STR.

The e-mails of the reprogramming and/or modifications that are generated must be
included in the process file, which together with the modification forms must be attached
to the Report of Activities and Expenses (Annex N2 5 of these terms and conditions)
submitted by the strategic partner for payment purposes.

12.7. Reprogramming and/or modifications that do not comply with the conditions set forth
in paragraphs a), b), ¢) and d) of the preceding paragraph shall require the execution of
an addendum to the international contract of the original alliance and/or modification
of the service order, upon presentation of a supporting technical report issued by the
Department of Strategic Alliances of the STR, which must be approved by the Sub-
Directorate for the Promotion of Inbound Tourism.

The respective addendum to the international contract of the original alliance and/or the
modification of the service order will be managed following the formality established for
the original alliance. In no case may the modifications imply an increase in the amount
of the contract.

12.8. If during the execution of the campaign or as a result of the negotiation of the strategic
partner with the selected media, there is a balance in favor of the approved investment
amount, the number of activities or actions established in the approved cooperative
campaign plan may be increased within the time horizon of the campaign in progress,
with the prior approval of the STR's Strategic Alliances Department.

13. MONITORING OF THE STRATEGIC ALLIANCE

The partner shall report, at the request of the STR's Strategic Alliances Department, the progress
and results obtained during the execution of the approved cooperative campaign plan, which shall
be delivered within the term granted by the aforementioned Department.

14. PAYMENTS TO THE STRATEGIC PARTNER

14.4. Payments may be made in full or in part (periodically), taking into account the total execution
of the proposed actions or the proportion of activities executed according to the approved
cooperative campaign plan, always upon presentation of evidence, as indicated in paragraphs
¢} and d) below.

In case the partner obtains, during the execution of the cooperative campaign plan of the
strategic alliance, any courtesy (air tickets, accommodation, food or others) in the fam trips,
press trips, bloggers and/or influencers must inform PROMPERU about it, via e-mail. Likewise,
in the Report of Activities and Expenses (Annex N2 5 of these terms and conditions), the
economic value of the courtesies obtained must be deducted from the investment amount
of the activity.

In order to be able to make the payment it will be an indispensable requirement the remission
of:
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a)

b)

c)

Invoice of the partner or equivalent document, in accordance with the laws of the country
where it was established, issued in the name of PROMPERU for the amount of the
recognized contribution, according to the following information:

PROMPERU
TAX 1D: 20307167442
Address: Calle Uno Oeste 050 Floor 14, San Isidro, 15036 Lima, Peru

Report of activities and expenses (Annex N2 5 of the present terms and conditions),
which must contain quantitative and qualitative information, as well as a detail of the
activities carried out. Likewise, it shall indicate the expenses incurred by the partner for
the implementation of the cooperative campaign plan during the period indicated in the
report. The documents or evidence that proves the execution of the activities established
in the cooperative campaign plan approved by the Committee and/or modifications duly
approved by PROMPERU must be attached.

The Strategic Alliances Department of the STR, in coordination with the competent areas
(when applicable), will evaluate and issue the conformity of the activity reports submitted
by the strategic allies, verifying compliance with the activities established in the approved
cooperative campaign plan.

Evidence of the insertions made (as the case may be)

- Television: One (1) report indicating the number of spots aired, the period in which the
campaign was carried out, the respective duration of each spot, the geographic
coverage, the program and/or time block and the Trps (Target rating points) and
impacts achieved. Also, a file in MP4 or MOV format of the broadcast of the spot with
one (1) minute before and after its execution for each channel listed.

- Radio: One (1) report indicating the number of spots, spots and/or mentions aired, the
time period in which the campaign was carried out, the respective duration of each
spot, the geographic coverage, the program and/or time block and the Trps (Target
rating points) and impacts achieved. Also, one (1) file in MP3 format of the broadcast
of the spot, spot and/or mention with one (1) minute before and after its execution for
each radio spot.

- Press (newspapers, magazines and/or other printed media): Digital or scanned version
of the media where the publication insertion was made.

- Digital: (including social networks and display ads, search, rich media, video, etc.). One
(1) report from the adserver with screenshots of the platforms where the campaign
was executed, showing the results of the campaign for each media/format with the
total number of impressions, clicks, CTR (click through rate) or other results according
to the type of purchase. If the purchase is fixed (determined time) it must be accredited
that it has been executed during that period, in case you do not have the adserver
report you must submit a signed letter with the results obtained. If the purchase is
programmatic, it must indicate the percentage of viewability resulting from the
campaign and include a ranking of the first ten (10) positions of the web pages where
the campaign was served obtaining the highest CTR. Likewise, the screenshots of the
graphic and/or audiovisual pieces that ran in the campaign must be submitted.

e Mailings or Newsletters: One (1) report indicating the number of mailings
sent, the CTOR (click to open rate) and the CTR for each email or newsletter
template that was developed for the campaign.

e Landing Page or Minisite: One (1) report from Google Analytics or other
platform with data on traffic generated (visits, unique users, page views,
bounce rate and logins) in the time frame of the campaign.

e APPand other actions: One (1) report indicating the number of downloads of
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d)

the app according to the app store where it was entered (Google Play,
AppStore, AppGallery, etc.) and for other actions the open rate.

Exterior (Outdoor and Indoor): One (1) report indicating the details of the supports
where the advertising was exposed, their locations, the respective measures or
durations of each element, the impacts achieved, the time in which the campaign was
carried out, including photographs and/or videos in the case of digital elements
(screens).

Cinema: One (1) report indicating the number of spots aired, the period in which the
campaign was carried out, the respective duration of each advertisement, the location
of the elements where the advertising was displayed, the number of movie theaters
and the affluence of these during the campaign.

BTL activations (below the line): One (1) report indicating the number of visits,
interactions, impacts, photographic material and/or database, as appropriate. Also,
one (1) video summary of the coverage of the event and/or activation in Quicktime-HD
format (maintaining the quality of the edition with the Apple ProRes 422 codec), whose
duration will be established by the STR's Strategic Alliances Department according to
its scope.

Any other means that the Strategic Alliances Department of the STR and the Traditional
Media Management Department of the OEIM may deem convenient, by means of
which contractual compliance with the obligations may be evidenced.

Evidence of complementary actions performed (as the case may be)

Fam trips: One (1) report with photographs, copy of the itinerary made with the companies,
invitation, surveys and the final list of those attending the activity; as well as a simple cost
structure detailing the services that were used for its execution specifying the amount of
total funding and the parties.

Press tours: One (1) report indicating the publications made as of the date of delivery
of the partial and/or final report, and their media value, photographs, videos,
audiovisual material in general and a copy of the itinerary, as well as a copy in digital
format of the publications made. In case there are pending publications, these must be
made within a maximum period of six (6) months after the trip. Likewise, a simple cost
structure must be included detailing the services used for the execution of the project,
specifying the total amount of financing and that of the parties.

Blogger trips: One (1) report indicating the publications generated on their blogs and/or
platforms as of the date of delivery of the partial and/or final report with the following
indicators: visits, page views, dwell time, bounce rate, reach and impressions for each
publication. Likewise, the screenshots of the graphic and/or audiovisual pieces that ran
in the campaign must be submitted, as well as a simple cost structure detailing the
services that were used for its execution, specifying the amount of total funding and of
the parties.

Influencer trips: One (1) report indicating the publications in each social network with
the following indicators: interaction rate, interactions, visualizations, reach, and
impressions for each social network. Likewise, screenshots of the graphic and/or
audiovisual pieces that ran in the campaign must be submitted, as well as a simple cost
structure detailing the services that were used for its execution, specifying the amount
of total funding and of the parties.

Webinars: One (1) report with the database of participants, screenshots, recording of
the webinars conducted and the surveys applied.
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15.

16.

17.

- Any other that the Strategic Alliances Department of the STR and the area in charge of
public relations and press management of the OCM and/or the area in charge of digital
media management of the OEIM may determine appropriate, by means of which
contractual compliance with the obligations is accredited.

14.5. All payments will be subject to the presentation of the documents mentioned in the previous
paragraph,  which may be  presented through  the  Virtual  Window
(https://ventanillavirtual.promperu.gob.pe/).

14.6. The documents to process the payment charged to the budget of the fiscal year in which the
cooperative campaign plan was partially or totally executed must be submitted to
PROMPERU no later than the first week of December of the corresponding fiscal year.

14.7.1n case the partner does not deliver the documents within the term established in the
previous paragraph, PROMPERU will not be able to guarantee the date on which the payment
will be made, which will be processed against the budget of the following fiscal year, as long
as there is budget availability, and the documents have the corresponding conformity.

CONFIDENCIALITY

15.4. The parties undertake to keep absolute confidentiality regarding the matters entrusted to
them, maintaining confidentiality during and after the term of the Contract, regarding the
information and documents provided by one of them to the other and/or to which they have
access during the term of the Contract, as well as regarding the actions to be developed in
accordance with the Technical-Economic Proposal.

15.5. The parties extend this commitment to their employees and/or related third parties,
assuming joint and several liability for any non-compliance they may incur with respect to
the obligations contained in the preceding paragraph.

TERMINATION OF THE CONTRACT

The contract may be terminated for the following reasons:
a) By mutual agreement of the parties, which must be expressed in writing.

b) Impossibility of executing the contract for reasons not attributable to the parties (fortuitous
event or force majeure).

c¢) Breach of any of the clauses of the contract by one of the parties, without prejudice to any
legal action that may be applicable.

In case of breach of the international strategic alliance contract by the partner, PROMPERU
reserves the right not to admit its participation in the next partner selection processes that it may
convene, for a period of no less than two (2) years from the date of notification.

ANNEXES

- Annex N2 1: Company Profile (For tourism wholesalers, tour operators and travel agencies,
both physical and online (OTAS - Online Travel Agencies).

- Annex N2 2: Technical-economic proposal.

- Annex N2 3: Reference model of the international strategic alliance contract for joint
advertising abroad.

- Annex N2 4: Proposed modifications to the cooperative campaign plan.

- Annex N2 5: Report of activities and expenses.
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ANNEX 1
COMPANY PROFILE

(FOR TOURISM WHOLESALERS, TOUR OPERATORS AND TRAVEL AND TOURISM AGENCIES, BOTH PHYSICAL
AND ONLINE (OTAS - ONLINE TRAVEL AGENCIES))

STRATEGIC ALLIANCE SELECTION PROCESS N2 CP-004-2023/PROMPERU-DT-STR
JOINT ADVERTISING CAMPAIGN AT UNITED STATES

1. -GENERAL COMPANY DATA J

1.1. Name or company name

1.2. Trade name
1.3. Tax Code
1.4, Start date of activities

1.5. Type of company (Check with a cross) g ) Wholesale Tour Operator () Tour Operator

) Travel and Tourism Agency { ) OTA

1.6. Address (Headquarters)

1.7. Phone(s) 1.8. Web Sites
1.9. Name of counterpart company in 1.10. No. of years selling Peru as
Peru (When applicable) a destination (through its
various distribution

channels)

1.11. Detailed customer profile (Include
interests, consumption trends)

{l. - DETAILS OF THE LEGAL REPRESENTATIVE EMPOWERED TO EXECUTE THE CONTRACT

2.1. Names and surnames

2.2. Type and number of identity . . . . o
document (Check with a cross) {) Alien Registration Card () Passport { ) Other [Specify]: N:
2.3. Phone 2.4. E-mail address

1ll. CONTACT DATA (Enter the data of the person responsible for the coordination and follow-up for the selection process and execution of the
alliance)

3.1. Names and surnames

3.2. Position
3.3. Phone 3.4. E-mail address

IV.'PERU DESTINATION SALES

Percentage
Year Year changte
Indicators (Year prior to submission | (Current year (Of C‘:’ rent year
of the proposal) projection) projection vs. year

prior to proposal
submission)

4.1. Number of passengers with international airline tickets to Peru sold
(Round trip) )

4.2. Number of passengers with tour packages to Peru that include
international airline tickets sold (Round trip)

4.3, Number of passengers with package tours to Peru that do not
include international airline tickets sold

4.4, Revenues from international air ticket sates to Peru at [Indicate
Currency] (Round trip)
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4.5. Revenues from sales of tourism packages that include international
airline tickets to Peru at [indicate Currency] (Round trip)

4.6. Revenues from sales of tourism packages that do not include

international airline tickets to Peru at____ [Indicate Currency].
V. PROJECTION OF COMMERCIAL RESULTS OF THE CAMPAIGN J
From [month] to [month] of [year] Percentage
(campaign execution period) From variation
[month] {of
to campaign
[month] execution
Indicators Attributable of [year] period vs.
to the Others Total (same same
campaign period of period of
previous the
year) previous
year)

5.1. Number of passengers with international air tickets to Peru
estimated to be mobilized (round trip)

5.2. Number of passengers with package tours to Peru that include
international airline tickets estimated to be mobilized (Round trip)

5.3. Number of passengers with package tours to Peru that do not
include international airline tickets that you expect to mobilize

5.4. Revenues from the sale of international airline tickets to Peru at
[indicate Currency] estimated to be generated (Round trip)

5.5. Revenues from sales of travel packages that include international air
tickets to Peru at__[indicate Currency] estimated to be generated
(Round trip)

5.6. Revenues from sales of tourism packages that do not include
international airline tickets to Peru at___[Indicate Currency] that you
estimate to generate

VI. REFERENCE INFORMATION {Mark with an "X" where applicable and complete if necessary)

Have you signed an international strategic alliance contract or has a service order been issued in your favor in the framework of a partner
selection process called by PROMPERU?

Yes () No ()
If yes, please indicate the following, taking into account the most recent participation:
e Year: International strategic alliance contract and/or service order No.:

e Type of participation: individually { ) In consortium ()

Vil. AFFIDAVIT OF KNOWLEDGE, ACCEPTANCE OF TERMS AND CONDITIONS AND TRUTHFULNESS OF INFORMATION

| hereby declare that | am aware of and agree with PROMPERU's internal regulations governing the implementation of strategic alliances to
promote Peru as a tourist destination abroad, as well as to fully accept the terms and conditions of the strategic alliance selection process
No. CP-004-2023/PROMPERU-DT-STR to carry out joint advertising campaigns with companies in the tourism sector at United States.

Likewise, | declare under oath that all the information and documentation provided to PROMPERU is true and valid, under the principle of
presumption of truthfulness established by Article IV of the Preliminary Title of the Sole Ordered Text of Law No. 27444, General
Administrative Procedure Law, approved by Supreme Decree No. 004-2019-JUS, subjecting myself to the corresponding civil, criminal and
administrative liabilities in case it is proven to be false through any subsequent verification action.

Signature of legal representative
Date: / /
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ANNEX 2
TECHNICAL-ECONOMIC PROPOSAL

STRATEGIC ALLIANCE SELECTION PROCESS NO. CP-004-2023/PROMPERU-DT-STR
JOINT ADVERTISING CAMPAIGN IN UNITED STATES

ITNAME OR COMPANY NAME (OR CONSORTIUM) I

|I|. CAMPAIGN OBJECTIVE I

ﬁl. CAMPAIGN TARGET AUDIENCE J

3.1, Age range

3.2. Gender

3.3. Socio-economic level

3.4, Place of residence

3.5. Interests

3.6. Others

V. DESTINATIONS TO BE CONSIDERED IN THE CAMPAIGN (according to the advertising exposure they will have, must add up to 100%) J
Destiny % Destiny % Destiny % Destiny % Destiny %

4.1. Amazonas 4.6. Cajamarca 4.11.lca 4.16. Loreto 4.21. Puno

4.2. Ancash 4.7. Callao 4.12, Junin 4.,17. Madre de Dios 4.22. San Martin

4.3. Apurimac 4.8. Cusco 4.13. La Libertad 4.18. Moquegua 4.23. Tacna

4.4. Arequipa 4.9, Huancavelica 4.14. Lambayeque 4.19. Pasco 4.24. Tumbes

4.5. Ayacucho 4.10. Hudnuco 4.15. Lima 4.20. Piura 4.25. Ucayali

V. BRIEF DESCRIPTION OF THE CAMPAIGN STRATEGY. J

Vi. PROJECTION OF ADVERTISING RESULTS Of THE CAMPAIGN

Indicators Target value

6.1. Estimated total reach

6.2. Total estimated impacts and impressions

6.3, (Add rows as needed)

VII. PROPOSED INVESTMENT AMOUNT FOR THE CAMPAIGN

Investment Amount %

Company 1

Company 2 (*)

Total consortium (if applicable) (*)

PROMPERU

Total [indicate currency]

|GIL HORIZON OF EXECUTION OF THE CAMPAIGN {/t shall not exceed the horizon established in paragraph 6 of the Terms and Conditions of the selection process), |

r From (month/year) to (month/year) J

(*} To be completed in case of consortium. FO-DT-TUR-009 V.10

FO-DT-TUR-009 V.10




0L'A  600-¥N1-10-Od

-, 351 3ym,, 3ya Ajpaesedas puas ‘Buiseyaund onnewwesdoid 104 (sas)
“uonew.oul Yans 3piaoid 03 3|qe SI 1IN0 BIPIW Y3 J1 10 J3IUBD RIPAIN 5By 3t JLAUO (a)

“WNIUOSU0 JO 3sed Ui pald|dwod 3q o ()

N A O O A _ [ [ T [ Jowe
(papaau so smoJ ppy)
EEite)
(A3n1320 YaIm SyauoOw 343, X, UD YIIM HION) s1430 /N2 /
NYIdNOYd Junowy (o) QWY Jayio/ s adesanod Joddns Jweu
3 A ol u i £
20a [aon [ w0 [ dos | any [ e [ T [eealunr | mer | 00 | Avoduwos | Ausduey | (8105 | GAIAOS | weERd | GRIWEN | )y, \\mwm_u\, worssosdun|1EP 10 ON| e it \uwuns woneao] | e |UonEeuEs | dewuo | ewwsito | LT | g | N
[4n3A 33001puj] JeIp It & “&:
WYHOONOY¥HD LNIWLSIANI (+4) NOLLYWWHOSNI TYNOLLIGQY NOILLYIWYO4NI TYH3N3D
(xxx) INMIAIND WVLIDIC V6
[T T T T T T T T 1] _ [ [T T T o
(papaau so smoJ ppy/)
(43171390 Y3M SYIUOW 341, X,, UD Y3IM YIOIN)
NY3IdNOYd junowy () oweu (3y8ray x ("oN 38ed) 33esan0d 3weu
d A d “ . .
200 _>oz _ RO _ o5 _ u=<_ Inr _ unf _ -_z_ Ady _ Jepy _ qo3 _ uer |e3oL. s i ||V (%) 105 (%) nOS Wdd spedw| yoeay (9) yoeay | spe jo "oN [sAep jo "oN i) swowainseayy | uonesot uonIIs jeunog uonediiqnd jo adAL i SE N
[4p9A 23021pU)] deap
INYYOONOY¥HD LN3NLSIANI (+) NOILVINHOSNI TYNOLLIGQY NOLLYIWYOLNI TV¥3N3D
3INI13AIND SS3¥d "€'6
[T T T T T T T T 1] _ [ [ T T T 1 [owe
(papaau so smoJ ppy)
(43171390 Y31m SYIUOW 32, X,, UD Y3IM YIOIN)
NY¥IdNOYd | 3unowy (4) oweu (295) 28e13n00 3weu
d 3 Auy o 2 . o
29g _zz _ 0 _ o _ ny _ int _ ung _ s__ ady _=s_ _ as3 _ uer | w0y iy | Ausduion | Aueduies | 9105 | G6)AOS | wad sdiy | (%) 3upey | sweduwi | ydeay | () y9e3y | spejo “oN |shep o ON|JWIL/ROE( ooy jeunod | wesdoid | euBS | oigooo| epe | 2N
[403A 2302)pul] B3R
WWYIOONOYHD LNINIS3IANI (sx) NOILYIWWYOLNI TYNOILIQQY NOLLYINYOINI TV¥3N3D
3INIM3AIND 01QVY'T'6
[T T T TTTTT] _ [ [ T T T [ lwa
(papaau so smoJ ppy)
(A3320 Y3im sy3uOW 343, X,, UD Y3IM FJOWN)
NY¥3IdNOUd Junowy (4) oweyu (-23s) 28esan0d Jweu
Auy d o 4 .
20q | noN _ 20 _ dos _ Iny _ Inf _ ung _ s__ ady _‘_ns_ _ qoy — uer |=30L lepaos (s iy (%) 105 (%) noS NdD sday (%) Bupey spedw) yoeay (%) yoeay | spe jo ‘ON sAep jo "oN |awi1 /32018 uogeing jewlod weudosd |eusis i HO sN
[40aA 23031pU]] PL-E)
IYYOONOYHI LNIWLSIANI (+4) NOLLYWYOSNI TYNOILIAQY NOILVINYOANI TV¥3IN3D

3NIT3AIND NOISIAIT3L'T'6

_—

NY1d NOIVdNYD JALLYHIdO0I a350d0¥d “XI

99p ¢ ‘Bed



0L'A 600-dN1-10-Od

‘uojew.ojul yans apiaoid 01 3|q

*Ae|dsip |B3SIP Y1IM 1BWIO} B JO 358D U3 Ul 333|dWOD (4as)
© 5139]1N0 BIPAW Y3 41 JO J23U3D BIPAIN B SeY 3t J1 AJUO (xa)
“WNI3JOSUOI JO 3sed uj pa33|dwod aq oL (.)

[T T T T T TTT] [ [ Jowa
(papaau so smoJ ppy)
(4340290 Yaim SYaUOU 243, X,, UD Y3/ FION) 5
NY¥3dNOYd Junowy/ () 3wy shep
ds 3 A d Y
29q _>uz _ 1o _ £ _ ny _ nr _ unr _ a_z_ ady _._ns_ _ 923 _ uer |e0L e P e u:m“_.u“tnn oo sajyoud 1s3n9 1ISIA 03 suoneunsaqg di ay3 yo 3nndalqo 3N
[1024 33001pu1] Jeaj 20N
WYHOONOYHD LN3NLSIANI NOLLYWYO4NI TY¥3N3D
SdIYL WVd "8°6
I A I O I O [ [ [wo
(papaau so smoJ ppy)
s it it L O L/ QY3dNOYd | 3unowy () Pwieu 2potIEIne sep Aep uoreAnde Y}
A d; 3n nr | unr [ Aew | Jdy | Jel ue, i d d o i %
A [ _ 2 _ o _ v _ B _ i _ s__ N _ A _ s _ 1 Uik junowy Auedwo) | Auedwod b unmmwﬂuan cc,.wa.“ﬁum yesuioddns o Aep dod 5ol Jo ron Jad suopeanoe Jo N UMY Auedwodde 03 suaw3d|3 Uondupsap UoREARYY vonsol N
[103A 33001pul] Jes) 120N
WVYDONOY¥HD LNIWLSIANI NOILYINYOINI TV¥3INID
SNOLLVYALLDY 118 °L'6
[T T T T T T T T 1] [ T [ T T T [ |we
(papaau so smo. ppy)
(4311390 Y21 SYIUOW 343, X,, UD Y3IM HIDI)
=I5 e T e e [ NY3dNOYd | 3unowy | (y) aweu (%) (%) on | (rn) (225) 5 swoo. sweu
22q _>uz _ 1O _ S _ <_ nr _ r us__ v _ s__ qad _ [ B0l HiEene | B e N e Wdd spedw| yoeay (%) yoeay | spejo ‘oN NohsInG jewsoy |sAep o ‘oN 160N duINPY uone’n] S N
[40a4 33001pul] Jes)
NYIOONO¥HD LN3WLSIANI (+#) NOLLYINYO4NI TYNOILIQQY NOILYIWYOJNI TV¥INID
3INI13AIND VIASNID "9°6
[T T T T TTTTT] [ T T T T T T |
(papaau so smo. ppy)
(4310320 Y3im syaLOW 34, X, UD Y3im YIO)
NY3dNOoYd Junowy (4) Fweu (3ysizy (waen) (-235) suoddns aweu
Es das | 8n ne | ung | Aew | adw | ey 24 | uey : 3 d 2 A & 5!
20 _>oz _ 10 _ m_ <_ ne _ a_ _z_ a_ w _ q “._ T e | Getos | eelnos | wa> | seeduti | ey (%) yoeay | spe jo ‘oN |shep jo ‘oN AR | L uoneso apony | N
[103A 33021pul] — 1e3ap
WVYYOONOYHD ANIWLSIANI («x) NOLLYINYOANI TYNOLLIAQY NOILYINYOANI Tv¥IN3D

9 ap ¢ ‘bed

(4OOQNI ONV ¥00d1NO) INIT3AIND YOIYALX3 °S'6




0L°'A 600-4N.L-10-0O4

-55920.d UO[393[9S 2Y3 JO SUOIIPUOD PUE SUWLIDL 3Y1 JO § UONIIS U] PAYSI|GRISD WLl I} 3Y3 PIIIX3 10U IS (sxna)

“JJOMIDU [B120S 4OE2 JOj 5103BDIPUI Y} SE [[3M SE ‘Paysiiqnd 3q ||Im UBIRdWED 3 YIIYM Ul SYIOMIIU [B120S 3U3 3pNjoul (s

‘suoissaidiul Jo Jaquinu Y3 33edlpul
WNIOSUO3 JO 3se Ul pa1a|dwod 3q of (.)

A O O A [ 1T T T T T [ |
(papaau sp smo ppy)
syauow (9,
syuow (9) : 1se| wﬂ Shuoui(s)
(«vaa) (U013D2)jQND i stauow (9) | o 1s52] 23 | ur ysomIzU XSS O | ¢ o osqns
Y3 43 ¥ u !
o Sy3UOW 34,1, O Y3Ir PUD dL13 343 JO SYIIOW 33 Y, UD Y31 YD) jrop | Muaawoua | wnowy | (oweu |, ea| P o ik MR | wsman | jeros ilomclile e s aweu
Junowy Auedwo) Auedwo) P duy jo ‘oN Hd B Alyauow yuls ! s1amojjo4 / sttt TN 3MOIC S5 a3suanjul N
30 'ON Alyauow Y3 uo el
v 3gesane |uomeiaul lionseioat suej Jo "ON
22qa _>oz _ PO _ das _u=< _ nr _ unr _>n$__ Jdy _E_z _ qo4 | uer suoyealgnd bt J0 ‘oN adesane ~ 6.
Redl|q = 38esany
[40aA 33021pUf] Jeaj paajuesens jo ‘ON J0.N
IWVIDONOYHI LNIINLSIANI NOLLYWWYOSNI TYY¥3IN3D
(was) SAIYL ¥IDININTNI "TT'6
[T T [T TTTTTT | [ 1T T T T 7T [ Jwe
(papaau so smo. ppy)
d: w
(oan) (U0303//qNd din 2 m,_:”:c\ syauow (9) | syyuow syuow m“uw:““._ M_m_v Gmw_“._.woumm_
0 syauow 3 D Y3im pup dj3 3y3 Jo syauow 3 UD Y3[M 30| s Yy Jayy 4 Xis 35€] Y3 XIS 35€] xisysel | . 5
B it i |=30L OEELIIELE S {a) uiey juedped shen sjuud it ot hour_u_mh Aumv:.“_uum.__ va:w_“u“ sMalsaed | Ul SIA 3jyosd Idu3pn s3jyyoad 159N do| Suiey
Junowy Auedwo) Auedwo) d jo "oN 7 4 H3 bk Ayauow Ayauow 4 1Ay L 9 mngold 13330|9 Al
30 'ON Aguow | 2ounoq | joudud) | oo | gp oo
29Q | AON _ 20 _ das _ 3ny. _ Inr _ unr _>~S_ Jdy _‘.us_ _ qo4 _ uer suoizealgnd 3desany a8esany 23esany %
Relq 10N 10N
[u0ak 2303jpuy] T paajuesens jo 'ON
INVHOONOY¥HD LNINLSIANI NOLLYWWYOSNI TYH3IN3D
SdI¥1 ¥399018 "0T°6
[T [ [T TTTTT] [ 1 T T T [ [ [ma
(papaau so smo. ppy)
di
(wvna) (U01203)jqND i ay3 Supina/
3 D Y2im puo di Syauow 3 up Y31M 41D, s Y3 3
Jo syauow 3y3 ,g,, O y3im puo dig 342 Jo SYIUOU 3Y3 , Vf, UD Y3im Y ) Qu3dNOYd | 3unowy (») Pweu shep (o) AT 310598 s1amoj|oy / 28esan0d sweu
e Junowy. Auedwoy | Auedwo) auedpg ed duyjo-oN | swedw) 2Ayo1d ouatpny s2lyoud 3san9 SIaM3IA / siapeal Jo N WiEI30id o o295 olydesSoan| elpan et
23q _Ez _ 10 _ das _ 3ny _ inr _ unp _>as_ 1dy _zs_ _ 904 _ uer joon | suctissyand . B P
[10aA 33001puj] Jeap paajuesensd Jo ‘ON
AYEOONOYHD LNIINLSIANI NOILYINYO4NI TV¥3INID
YNOL SS3¥d '6°'6

9 9p v "Bed



0L'A 600-dNL-1a-04

i

OT'A 800-¥N1-10-Qd

— [ i%Ed

annejuasaidal [e33) jo aimeusdis

T T T T T T 1 swios
(papaau so smo. ppy)
(A31320 Y3im SY3UOU 243 ,X,, UD Y31 YIDI)
23g _ AoN _ 1O _ das _ Iny _ nt _ unp _ Ay _ ady _ aen _ qo3 _ uer Pa3iAul 2q 03 535303 JO *ON PI?Y 29 03 SieUIgaMm jo "oN pasn 3q o3 wiopied P d 2q 03 s3dnposd N
[2034 23001pu]] JBaA
INVYOONOYHD NOLLYWYO4NI TV¥3NID

gapg Bed

(sasnuoq sy) SYYNIEIM "ZT'6




Pag.6 de 6

X. DEFINITIONS

10.1. Affluence: Number of people who visit a specific place or site in a given period.

10.2. Reach (%): Total percentage of the target that has been contacted at least once during a specific campaign period.
10.3. Reach: Total number of target individuals who have been contacted at least once during a specific campaign period.
10.4. Clics Number of times users have clicked on an ad.

10.5. Geographic coverage: Territorial extension covered by a means of communication.

10.6. CPM: Cost per thousand impacts or impressions served, based on each media outlet's rate.

10.7. CPC: Cost of each click on an advertisement, based on the rate of each medium.

10.8. CPV: Cost per view achieved in video campaigns, based on the rate of each medium.

10.9. CPR: Cost of each rating point achieved, based on the rate of each media outlet.

10.10. CTR: It is the percentage of clicks that a link obtains with respect to its number of impressions.

Average number of times the audience is exposed to an advertisement during the campaign period. It is obtained from the division of

10.11. F :
requency Trps and scope (%).

10.12. Impacts: Sum of contacts made on the target during the campaign period.

10.13. Impressions: Number of times an ad has been shown during the campaign period.

10.14. Rating (%): Percentage of individuals in the target that have been exposed to a specific media or program at a specific time,
10.15. Rating: Number of individuals in a universe who have been exposed to a medium or program at a specific time.

10.16. Segmentation Selection of the target audience to show ads to the right people at the right time.

10.17. Signak: information transmission system for the broadcasting of radio (AM/FM) and television (Open/Cable) signals.
10.18. SOI: A media outlet's share in terms of investment over the total.

10.19. SOV: Participation of a media outlet in terms of advertising exposure over the total.

Pre-selected group of demographics and/or psychographics to whom a message is addressed. This can be similar or the same as the

10.20. Target: R
potential consumer.

10.21. Interaction rate: Percentage of interactions that a publication obtains with respect to its number of impressions.

10.22. Trps: Rating points accumulated in the target throughout the campaign period.

10.23. URL A unique and specific address that is assigned to each of the resources available on the World Wide Web so that they can be located by
T the browser and visited by users.

10.24. Views Number of times users have seen most or alt of the ad.

10.25. VIR: Percentage of views a link obtains with respect to its number of impressions.

FD-DT-TUR-009 V.10
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ANNEX 3
INTERNATIONAL STRATEGIC ALLIANCE CONTRACT NO.

The INTERNATIONAL STRATEGIC ALLIANCE CONTRACT between the COMMISSION FOR THE
PROMOTION OF PERU FOR EXPORT AND TOURISM -PROMPERU-, with TAX ID No.
203071667442, domiciled at Calle Uno Oeste No. 050, Edificio MINCETUR, Piso 14, San lsidro,
Lima, duly represented by (to appoint the representative of the Entity who has the powers), Mr.
.................................................................... , identified with ID N2 ...y according to
Resolution of the Executive Presidency N .ees -PE, hereinafter referred to as
PROMPERU: and on the other hand, with TAX ID No. (or tax document of the strategic partner's
COUNLIY) crvvcevrinenreeirecnie e , domiciled at.....coccovinniniininns , duly represented for these
purposes by its General Manager (or other authorized representative), with powers of attorney
registered in ... the Commercial Registry (or indicate the Public Registry office of the
strategic partner's country); hereinafter referred to as the STRATEGIC PARTNER; under the
following terms and conditions:

FIRST: BACKGROUND

1.1. PROMPERU is a specialized technical public agency attached to the Ministry of Foreign
Trade and Tourism -MINCETUR-, responsible for formulating, approving, executing and
evaluating strategies and plans for the promotion of exportable goods and services, as well
as domestic and inbound tourism, promoting and disseminating Peru's image in terms of
tourism and exports, in accordance with sectoral policies, strategies and objectives.

1.2. The STRATEGIC PARTNER: is a legal entity under private law, with recognized experience in
its country of origin, in the tourism sector.

1.3. Through the Strategic Partner Selection Process N2............ -20___-/PROMPERU-DT-STR the
Strategic Partner was selected, according to Act Qe , dated.........
Of i 20

1.4. Through Memorandum No. .......cocovencn the Directorate of Tourism Promotion approved

the selection of the Strategic Partner.

SECOND: OBJECT OF THE CONTRACT

The purpose of the Contract is to boost the promotion and/or commercializationof Peru as a
tourist destination at (Indicate the target country(ies)) through
advertising actions and/or complementary activities abroad and jointly between PROMPERU
and the STRATEGIC PARTNER based on a diversified offer of (tourist programs/airline tickets)
with promotional prices.

THIRD: AMOUNT OF THE INVESTMENT

The total amount of the investment for the execution of the actions approved in the Technical-
ECONOMIC Proposalis e ccnsiinenissiinns US dollars (amount in numbers and letters),
amount that will be executed entirely and 100% by the STRATEGIC PARTNER; PROMPERU
commits to pay the STRATEGIC PARTNER the amount ofUS dollars {amount in numbers and
letters).

FOURTH: TERM OF EXECUTION

The Contract shall enter into force as of the execution of this document, and its duration shall
be from e, [ (o JTRROUOROPRR , period in which the actions approved in the Technical-
Economic Proposal shall be carried out.
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FIFTH: TECHNICAL-ECONOMIC PROPOSAL
The actions approved in the Technical-Economic Proposal shall be executed by the STRATEGIC
PARTNER in the territory of the Republic of

SIXTH: INTER-INSTITUTIONAL COORDINATION
PROMPERU  dESIGNATES  coveorieeversemessseesmesessissssssssssss s sssss s sss s csssss s ssssss s s snesnssos , for the
coordination of compliance with this document.

THE STRATEGIC PARTNER dESIENATES wreerrerrerrenitesmenietsis sttt sis s s s s e s
for the coordination oriented to the fulfillment of this document.

SEVENTH: FOLLOW-UP

The partner shall report, at the request of the STR's Strategic Alliances Department, the progress
and results obtained during the execution of the actions set forth in the Technical-Economic
Proposal.

EIGHTH: RECIPROCAL OBLIGATIONS
Under the Contract:

A.- PROMPERU commits to the following:
a) To pay the STRATEGIC PARTNER up to 9% of the total investment amount indicated
in the third clause, executed in the actions agreed upon in the Technical-Economic
Proposal, prior verification of the execution thereof.

b) To authorize the STRATEGIC PARTNER, the use of the Peru Country Brand registered as
copyright and intellectual property of PROMPERU, for the development of the actions
agreed upon in the Technical-Economic Proposal and the fulfillment of this document;
under the scope of the internal regulations in force and according to the conditions and
terms of use attached to this contract’.

The aforementioned authorization is granted for the same term established in the
fourth clause of this document.

B.- In turn, the STRATEGIC PARTNER commits to the following:
a) Toinvest 100% of the total amount required by the Technical-Economic Proposal thatis
an integral part of this Contract and as indicated in the third clause.

b) Execute 100% of the actions approved by PROMPERU in the Technical-Economic
Proposal and/or in the modifications of the cooperative campaign plan.

c) Attend and submit to PROMPERU, within fifteen (15) calendar days of receiving the
request, the information requested by PROMPERU during the campaign execution
period, regarding the partial results obtained and/or evidence of the actions of the
Technical-Economic Proposal executed.

d) Submit a report of activities and expenses at each payment opportunity, according to
the format attached to the Terms and Conditions of the strategic partners selection
process, attaching supporting documents or justification that accredit the actions that
have been executed and are part of the approved Technical-Economic Proposal and/or
the modifications to the cooperative campaign plan approved by PROMPERU.

! Regulations for the granting of licenses for the use of the Peru country brand and sectorial brands, in force.

2/5

—

™

N



e) Use the Peru Country Brand registered as copyright and intellectual property of
PROMPERU, which it assigns in strict and temporary use, and under the scope of the
internal regulations® in force, for the development of the actions agreed upon in the
technical- economic proposal and compliance with this document, under responsibility.

NINTH: RESCHEDULING AND MODIFICATIONS

In accordance with the provisions of the Terms and Conditions that form an integral part of this
document, during the execution of the Contract, the parties may introduce reprogramming or
modifications to the cooperative campaign plan, by mutual agreement, without requiring an
Addendum to this document, provided that the following conditions are respected:

a) Thatthe investment amount of either party does not vary and/or that the term established
in the campaign is not exceeded;

b) Represent an opportunity, advantage or benefit for PROMPERU;
c) That the objectives of the campaign are not altered;
d) That the expected impact is not adversely affected.

Rescheduling and/or modifications that do not comply with the conditions set forth in
subparagraphs a), b), c) and d) above shall be subject to the following conditions) of the
preceding paragraph shall require the execution of an Addendum to the original Contract.

TENTH: PAYMENTS TO THE STRATEGIC PARTNER

According to the established payment periodicity, the STRATEGIC PARTNER shall submit an
"Activities and Expenses Report", according to the format attached to the Terms and Conditions
of the strategic partners selection process, which will be evaluated by PROMPERU, and if it is
found to be in conformity, it will request the STRATEGIC PARTNER to submit its invoice,
evidences and other documentation required in the Terms and Conditions that are part of this
document.

In order to be able to make the payment of the investment indicated in the third clause of this
document, it will be an indispensable requirement to submit the documentation indicated in the
previous paragraph, through the Virtual Window (https://ventanillavirtual.promperu.gob.pe/),
no later than the first week of the month of December of the corresponding fiscal year.

In case the STRATEGIC PARTNER does not deliver the documentation indicated in these dates,
PROMPERU cannot guarantee the date on which the payment will be made.

ELEVENTH: TERMINATION OF THE CONTRACT
The Contract may be terminated for the following reasons:

a) By mutual agreement of the parties, which must be expressed in writing.

b) Impossibility of execution of the Contract for reasons not attributable to the parties
(fortuitous event or force majeure).

c) Breach of any of the clauses of this document by one of the parties, without prejudice to
any

d) legal action that may arise.

3/5
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In case of non-compliance with this document by the partner, PROMPERU reserves the right not
to admit its participation in the next selection processes called for a period of no less than two
(2) years from the date of notification.

TWELFTH: CONFIDENTIALITY

12.1

12.2

The parties undertake to keep absolute confidentiality with respect to the matters
entrusted to them, maintaining confidentiality during and after the term of the Contract,
on the information and documents provided by one of them to the other and/or to which
they have access during the term of the Contract, as well as with respect to the actions to
be developed according to the Technical-Economic Proposal

The parties extend this commitment to their employees and/or related third parties,
assuming joint and several liability for the non-compliance in which they incur with respect
to the obligations contained in this clause.

THIRTEENTH: ANTI-CORRUPTION
PROMPERU and the STRATEGIC PARTNER declare and guarantee that:

a)

They have not breached and will not breach, either directly or indirectly, or through their
shareholders, directors, partners, administrators, associated executives, representatives,
employees, officers, civil servants, and other members related to PROMPERU and the
STRATEGIC PARTNER, all the anti-corruption regulations in force in the Peruvian
jurisdiction, and others that may be applicable to this document, understood as a whole as
anti-corruption regulations.

Have not offered, negotiated or made any payment or, in general, any illegal benefit or
incentive in connection with this document, directly or indirectly, or through their
shareholders, directors, partners, administrators, associated executives, representatives,
employees, officials, civil servants and other members related to PROMPERU and the
STRATEGIC PARTNER, or any civil servant of the Peruvian State, or other agencies of the
national, regional, provincial, district governments, public or State-controlled companies,
as well as the respective public international organizations, or any other official or
employee or person acting officially on behalf of any of the aforementioned parties, or any
official or person acting on behalf of any of the aforementioned parties, or any official of a
political party, public or State-controlled companies in the domicile of the parties, as well
as the respective public international organizations, or any other official or employee or
person acting officially on behalf of any of the aforementioned, or official of a political party,
any public official or candidate for office, or private entity, with the purpose of influencing
or inducing any unlawful conduct, decision making or omission, with the objective of
obtaining, retaining, directing business or securing an undue advantage.

They undertake to: i) report to the competent authorities, directly and in a timely manner,
any unlawful or corrupt act or conduct of which they become aware; and ii) take
appropriate technical, organizational and/or personnel measures to prevent such acts or
practices.

They undertake to always conduct themselves, during the term of this document, with
honesty, probity, truthfulness and integrity and not to commit illegal acts or corruption,
directly or indirectly, or through their shareholders, directors, partners, administrators,
associated executives, representatives, employees, officials, civil servants and other
members linked to PROMPERU and the STRATEGIC PARTNER.

The parties agree that either party shall have the absolute right to terminate this document
and any other related document if they fail to comply with the provisions set forth in the
anti-corruption rules.

a/5



FOURTEENTH: CONFLICT RESOLUTION

Disputes, discrepancies or matters not provided for in this document that may arise in its
interpretation or application shall be settled by direct agreement. If a satisfactory agreement is
not reached, they shall be submitted to arbitration at law, in accordance with Peruvian law,
through a Sole Arbitrator before the Arbitration Center of the Lima Chamber of Commerce, in
accordance with the provisions of the Arbitration Regulations and Bylaws of said center.

Said arbitration shall be held in the city of Lima (Peru) and in Spanish. Likewise, the parties will
abide by the arbitration award issued as a final decision, which may not be challenged before
the Judiciary.

The parties hereto sign this document in conformity with what is expressed herein, in the city of
Lima on the ...days of the month of ... of the year............

PROMPERU EL ALIADO ESTRATEGICO
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ANNEX 5
REPORT OF ACTIVITIES AND EXPENSES
INTERNATIONAL STRATEGIC ALLIANCE CONTRACT/SERVICE ORDER N
JOINT ADVERTISING CAMPAIGN IN UNITED STATES

1. NAME OR COMPANY NAME (OR CONSORTIUM) |if. REPORTING PERIOD 1. INVOICE DATA
From (dd/mm/fyyyyyy) to Invoice N Amount Currency
{dd/mm/yyyy})
[1V- COMMERCIAL RESULTS OF THE CAMPAIGN 1

During the period indicated in numerat Il

Planned targetvalue | Percentage variation {of the result

Indicators Attributable to the oth Total {for the execution | obtained against the planned target
campaign ther ota period value)

4.1. Passengers with international airline tickets to Peru

a) Number of passengers with international airline tickets to Peru
that mobilized and/or will mobilize (Round trip)

4.1.1, Number of passengers with international airline tickets to Peru by city of origin

a) City of origin1:

a} City of origin 2:

a) City of origin 3:

d} Other:

4.1.2. Number of passengers with international aitline tickets to Peru by destination city

a} City of origin 1:

b) City of origin 2:

c) City of origin 3:

dj Other:

4.2, Tourist packages to Peru

3) Number of passengers with tour packages to Peru that include
international airline tickets that mobilized or will mobilize {Round
trip}

b} Number of passengers with package tours to Peru that do not
include international air tickets that mobilized or will mobilize

4.2.1, Number of package tours to Peru by city of origin

a} City of origin 12

b) City of origin 2:

¢} City of origin 3:

d) Other:

4,2.2. Number of package tours to Peru by destination city

a} City of origin 1:

b} City of origin 2:

¢} City of origin 3:
d} Other:

4.3, Total sales in Peru

a) Revenues from international air ticket sales to Peruat ____
[Indicate Currency] that generated (Round trip)

b} Revenues from sales of tourism packages that include
International air tickets to Peru at _____ [Indicate Currency] that

enerated (Round tri
o} Revenues from sales of totrism packages that do not include

international airline tickets to Peru at [indicate Currency]
enerated.

V. DESTINATIONS CONSIDERED iN THE CAMPAIGN (According to the advertising exposure they had, must add up to 100%})

Destiny % Destiny % Destiny % Destiny % Destiny %
S.1. Amazonas 5.6. Cajamarca 5.11. fca 5.16. Loreto 5.21. Puno
5.2. Ancash 5.7. Callao 5.12. Junin 5.17. Madre de Dios 5.22. San Martin
5.3. Apurimac 5.8. Cusco 5.13. La Libertad 5.18. Moquegua 5.23. Tacna
5.4, Arequipa 5.9. Huancavelica 5.14. Lambayeque 5.19. Pasco 5.24. Tumbes
5.5, Ayacucho 5.10. Hudnuco 5.15. Lima 5.20. Piura 5.25. Ucayali
VI, ADVERTISING RESULTS OF THE CAMPAIGN J
Indicators During the period indicated in Planned target value for the Percentage variation {of the result obtained against the
numeratil, execution period planned target value)

6.1. Total reach obtained

6.2. Impacts and total impressions obtained

6.3. (Add rows os needed)}

|vu. CONCLUSIONS I

[VIII. RECOMMENDATIONS I

FD-DT-TUR-011 V.010

FO-DT-TUR-011 V.10
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