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1 Bundle Overview

Modules included:

* Module A: Customer Journey Mapping

* Module B: Risk Assessment & Scenario Planning
e Module C: Market Entry & Expansion

Tier: 3-Module Bundle — EUR 999 Deliverables: Three full strategy modules -
Cross-module synthesis - Priority action plan - PDF + data exports

This 3-module bundle addresses Holiday Systems’ three most pressing strategic
questions: how guests experience and evaluate the brand at every stage of their
journey; what risks could derail the business and how to prepare for them; and
which markets to enter next and in what sequence. The final section synthesises
across all three modules into a unified priority action plan.
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2 MODULE A — Customer
Journey Mapping

2.1 Overview

Customer journey mapping traces every touchpoint a guest has with Holiday
Systems — from the moment they first hear about the brand to the moment they
become a repeat customer or advocate. For an STR platform in its early stage,
understanding this journey is critical: it identifies where potential bookings are
lost, where experience gaps create negative reviews, and where small operational
improvements deliver disproportionate commercial results.

2.2 The Holiday Systems Guest Journey — Seven
Stages

2.2.1 Stage 1: Awareness
What happens: The potential guest first becomes aware that Holiday Systems

(or a specific property listed by Holiday Systems) exists.

Primary discovery channels for Cyprus STR guests:

* Airbnb search (keyword, map, category browsing)

* Booking.com listing

* Instagram/TikTok (destination content, influencer posts)

e Google Search (“villa with pool Cyprus Paphos”, “holiday apartment Limassol”)
e Word-of-mouth (friend recommendation, expat community groups)

* Holiday.systems website (organic, limited at launch)

Guest mindset: Exploratory. They are researching options, not committed.
Decision criteria at this stage are almost entirely visual — thumbnail photography
and headline price.

Holiday Systems touchpoints: Listing thumbnail image, listing title, price per
night, location pin, Superhost/review badge visibility.

Critical success factor: Professional photography is the single highest-return
investment at this stage. A/B tests on Airbnb consistently show 20-40% higher
click-through rate for professional vs. amateur listing photography.
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Gap identified: No brand awareness channel beyond STR platforms at launch.
The holiday.systems website is in “Coming Soon” mode — currently contributing
zero organic discovery.

Recommendations:

* Invest in professional photography before first listing goes live

* Activate holiday.systems website with SEO-optimised landing pages for key
search terms

* Build an Instagram presence with destination content before launch

2.2.2 Stage 2: Consideration
What happens: The guest clicks into a specific listing or visits holiday.systems

and evaluates whether to book.

Evaluation criteria (in order of importance for Cyprus STR guests):

1. Photo gallery — quantity and quality

2. Location and proximity (beach, town centre, airport)

3. Price and availability for their dates

4. Reviews — quantity, recency, and specific mentions of cleanliness and
accuracy

5. Amenities — pool, parking, WiFi speed, kitchen, air conditioning

6. Host/platform responsiveness and trust signals

Guest mindset: Comparative. They have 3-8 properties open in parallel tabs.
The question is: why this property over the others at this price?

Holiday Systems touchpoints: Full photo gallery, written description, amenity
list, location description, house rules, host profile, response rate indicator.

Critical success factor: The written description must answer every question the
guest has before they ask it — reducing friction and pre-empting the message-
before-booking barrier.

Gap identified: Generic descriptions that list amenities without conveying the
property’s character or neighbourhood context perform significantly worse than
narrative descriptions that help the guest visualise their stay.

Recommendations:

* Write individual property narratives — not bullet lists

* Include a dedicated “What’s nearby” section with walking distances to beach,
supermarket, restaurant

* Display verified WiFi speed for all properties

e Create a standard amenity package (welcome pack, quality toiletries, beach kit)
as a differentiator

2.2.3 Stage 3: Booking Decision
What happens: The guest commits and books. This is the highest-stakes

moment in the journey — any friction here causes abandonment.
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Decision triggers:

* Limited availability messaging (“Only 2 nights left in August”)

e Social proof at the point of decision (recent review, Superhost badge)
* Price anchoring (compare to hotel alternative)

* Flexible cancellation reduces risk perception

Guest mindset: Committed but anxious. The question becomes: “Will this
actually be what | expect?”

Holiday Systems touchpoints: Booking confirmation email, payment receipt,
automated pre-arrival message sequence.

Critical success factor: The booking confirmation communication should
immediately reduce anxiety and begin building excitement. A well-timed
confirmation email with a “What to expect” summary and local tips can
dramatically improve the guest’s mood before arrival.

Recommendations:

* Send a personalised booking confirmation within 5 minutes of booking

* Include a “Getting Ready for Cyprus” checklist (what to pack, travel tips, local
info)

* Offer upsells at this stage — airport transfer, welcome pack upgrade,
experience add-ons

2.2.4 Stage 4: Pre-Arrival
What happens: The gap between booking and check-in. For most guests this is

2-16 weeks. This stage is almost entirely neglected by most STR operators —
creating a significant differentiation opportunity.

Guest mindset: Anticipation building. A well-managed pre-arrival phase
increases guest satisfaction scores by 15-25% according to vacation rental
industry benchmarks, even before the guest steps through the door.

Holiday Systems touchpoints: Pre-arrival email sequence (3 messages: 4
weeks out, 1 week out, 48 hours out), check-in instructions, local guide PDF.

Recommended pre-arrival sequence:

* 4 weeks before: “Your trip is coming up” — local highlights, experience
suggestions, what to book now

* 1 week before: “Getting ready” — check-in details, parking, access code,
emergency contact

* 48 hours before: “See you soon” — weather forecast, nearest supermarket,
restaurant recommendation for first night

Gap identified: Most STR operators send a single generic check-in instruction
message. A three-message nurture sequence positions Holiday Systems as a
premium, attentive host — which directly translates to higher review scores.

Recommendations:
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* Automate the 3-message pre-arrival sequence using a property management
system (PMS)

* Create a branded “Holiday Systems Cyprus Guide” PDF — neighbourhood map,
restaurant list, beaches, emergency contacts

* Send experience booking reminders (“Your cooking class spot is still available”)

2.2.5 Stage 5: In-Stay Experience
What happens: The guest is at the property. This is the core product delivery

stage — where the experience either matches, exceeds, or fails to meet the
expectation set during consideration.

Guest mindset: Evaluating. Everything they notice will be mentally filed as
potential review content.

The 5 non-negotiables for five-star reviews in Cyprus STR:

1. Cleanliness — the property must be hotel-clean, not “acceptable” clean

2. Accuracy — every detail in the listing must be true (WiFi speed, distance to
beach, pool temperature)

3. Communication — a contact must be reachable and responsive within 60
minutes

4. Welcome experience — a personalised welcome note and basic supplies
(coffee, olive oil, wine)

5. No surprises — hidden fees, broken appliances, and noisy neighbours are the
three most cited reasons for negative reviews

Holiday Systems touchpoints: In-property welcome pack, QR code welcome
book, WhatsApp/SMS support line, local experiences booking facilitation.

Recommendations:

* Implement a same-day check response policy (60-minute SLA for in-stay issues)

* Create a branded welcome book (physical or QR-linked digital version) for every
property

 Install a digital welcome experience with property guide, WiFi password, house
manual, and experience menu

e Conduct a mid-stay check-in for stays of 7+ nights (“Everything going well?
Anything you need?”)

2.2.6 Stage 6: Checkout & Immediate Post-Stay
What happens: The guest departs and the window for review acquisition opens.

This is the second most neglected stage in STR operations.

Guest mindset: Reflective. If the experience was positive, there is a 72-hour
window of peak sentiment when the guest is most likely to leave a review, share
on social media, and refer friends.

Holiday Systems touchpoints: Checkout reminder, post-stay thank you
message, review request, referral offer.
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Recommended post-stay sequence:

e Checkout day: Thank you message with checkout instructions and review
invitation

* Day 3: Follow-up review request (personalised: “We hope the Paphos trip was
everything you hoped for”)

* Day 7: Referral offer (“Share with a friend and they’ll get 10% off their first
stay”)

Recommendations:

* Automate review requests within 2 hours of checkout (platform-native + direct
channel)

» Offer a personalised post-stay discount for return booking (10% off next trip)

e Capture direct email at checkout for future marketing (with consent)

2.2.7 Stage 7: Loyalty & Advocacy
What happens: The guest becomes a repeat customer or active referrer. This

stage defines long-term unit economics — reducing customer acquisition cost and
increasing lifetime value.

Repeat booking triggers:

e Positive first experience + clear memory of the brand

* Direct contact maintained (email list, social follow)

* Personalised return offer at 6 months and 12 months post-stay

* New properties or experiences launched that re-engage past guests

Holiday Systems touchpoints: Email newsletter, social media content, loyalty
pricing, early access to new listings.

Recommendations:

e Build an email list from day one — even guests who booked via Airbnb can be
emailed directly through post-stay flows

* Send a “What's New in Cyprus” update every 3 months — new properties, new
experiences, seasonal events

e Create a “Returning Guest” pricing tier with automatic 5-10% loyalty discount
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3 MODULE B — Risk Assessment
& Scenario Planning

3.1 Overview

Holiday Systems faces a layered risk environment: market risks from the seasonal
nature of Cyprus tourism, operational risks from property management and
supplier dependency, regulatory risks from the evolving STR legal framework
across its target markets, and financial risks from the capital-intensive nature of
property onboarding. This module identifies, quantifies, and provides mitigation
strategies for each material risk category.

3.2 Risk Register

High seasonality / Market High High Critical
summer
concentration

STR regulatory Regulatory Medium High High
restriction (Cyprus/
EU)

Platform Operational High Medium High
dependency

(Airbnb/

Booking.com)

Property supply Operational Medium High High
pipeline failure

Negative review Reputational Medium High High
spiral

10
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Key-person Operational Medium
dependency
(founder/ops)

Competition from Market Medium
established
operators

Foreign exchange / Financial Low
payment risk

Property damage / Operational Low
security incidents

Economic slowdown Market Low
reducing tourism

3.3 Risk Narratives & Mitigation Plans

3.3.1 Risk 1 — High Seasonality (Critical)

Medium

Medium

Medium

High

High

Medium

Medium

Low-Medium

Medium

Medium

Description: Cyprus STR occupancy peaks heavily in June-August. Average
occupancy across the year sits at 40-55%, but summer peak can reach 80-90%
while winter months can drop to 15-25%. A business model dependent on

summer revenue is inherently fragile.

Financial impact: A 10% reduction in peak-season occupancy reduces annual
revenue by approximately 18-22% — a disproportionate impact relative to the

occupancy change.

Mitigation strategies:

« Segment diversification: Target Digital Nomads (year-round), Culture Lovers
(spring/autumn), and Golf Travellers (October-April) to build an off-season

occupancy base

* Pricing strategy: Use dynamic pricing tools (Pricelabs, Beyond Pricing) to
maximise yield in peak and reduce ADR to stimulate demand in shoulder

seasons

* Minimum stay optimisation: Remove minimum stay restrictions in winter to

capture short-break demand

* Direct sales in shoulder season: Email campaigns to past guests in

November-February offering winter pricing

11
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3.3.2 Risk 2 — STR Regulatory Restriction (High)

Description: European governments are tightening short-term rental regulations
in response to housing affordability concerns. Spain, Portugal, and the
Netherlands have introduced significant restrictions. Cyprus has not yet
implemented restrictive STR legislation but is subject to EU-level developments
and may face pressure as the market grows.

Specific regulatory risks:

e Registration requirements for STR properties (already in discussion in Cyprus)
* Annual night caps per property (as implemented in Amsterdam, Paris)

* Local authority zoning restrictions

* Tourist accommodation licensing requirements

Mitigation strategies:

* Register all properties correctly from day one — operate within the law at
all times

* Monitor Cyprus Tourism Organisation (CTO) regulatory developments
— subscribe to official updates

* Geographic diversification — the 3-market expansion plan (see Module C)
reduces single-jurisdiction exposure

* Build direct booking capability — less platform dependency reduces
vulnerability if platforms are required to enforce restrictions

3.3.3 Risk 3 — Platform Dependency (High)

Description: Launching exclusively on Airbnb and Booking.com creates a
structural vulnerability. Both platforms regularly change search algorithms,
commission structures, and review policies. A policy change or algorithm update
can materially reduce a property’s visibility overnight.

2024 context: Airbnb introduced stricter review policies and reduced the
visibility of new listings in search results in several markets — directly impacting
new operators.

Mitigation strategies:

* Build the holiday.systems direct booking website as a primary objective in
Year 1

e Capture guest email addresses post-stay for direct marketing

* Diversify across platforms: VRBO, HomeToGo, Expedia, and regional
platforms alongside Airbnb and Booking.com

* Target 20% direct bookings by end of Year 2 — each direct booking saves
15-20% in platform commission

3.3.4 Risk 4 — Property Supply Pipeline Failure (High)
Description: Holiday Systems’ growth is fundamentally gated by the availability

of quality properties to manage. If the pipeline of new properties from

12
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CyprusRealReturns investors stalls, or if property owners withdraw from
management contracts, growth stops.

Mitigation strategies:

* Lock in management contracts of 12-24 months minimum with property
owners

* Develop an independent property recruitment capability — not
exclusively dependent on CyprusRealReturns referrals

e Demonstrate superior performance vs. self-management — show
property owners a monthly performance report proving revenue uplift

* Build a waitlist of properties — having a pipeline of 10+ properties awaiting
onboarding provides operational buffer

3.3.5 Risk 5 — Negative Review Spiral (High)

Description: In the STR market, three consecutive negative reviews can
effectively kill a listing’s search visibility. Airbnb’s algorithm heavily penalises
listings with below-4.7 average ratings. A small number of preventable negative
experiences — inaccurate descriptions, cleanliness failures, unresponsive hosts —
can have a disproportionate business impact.

Mitigation strategies:

* Never list a property before it meets the 5-point quality standard
(cleanliness, accuracy, communication, welcome, no surprises)

* Implement a mid-stay check-in to identify issues before they become
reviews

* Create a 60-minute response SLA for all in-stay issues

* Establish a “below 4.0 rating protocol” — immediate investigation,
operational fix, and where necessary temporary delisting until the issue is
resolved

3.4 Scenario Planning

3.4.1 Scenario A — Base Case (Most Likely)
Assumptions: Cyprus tourism continues at 4-4.5 million visitors per year. STR

regulations remain permissive. Airbnb and Booking.com maintain current
structure. Property pipeline grows from CyprusRealReturns referrals.

Outcome: Holiday Systems onboards 5-8 properties in Year 1, achieving 55%
average annual occupancy and EUR 180,000-320,000 in gross booking value. Net
revenue (after platform fees, cleaning, and property costs) of EUR 45,000-80,000
by end of Year 1.

13
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3.4.2 Scenario B — Upside Case

Assumptions: Cyprus tourism grows 5-7% YoY. Direct booking channel launches
by Month 9. Experience revenue module generates EUR 200+ per booking. Two
markets added (Jordan, Eqgypt) by Year 2.

Outcome: Holiday Systems reaches 12-18 properties by end of Year 2, EUR
600,000-900,000 gross booking value, with experience revenue adding 15-20%
on top. Net revenue EUR 150,000-225,000 by end of Year 2.

3.4.3 Scenario C — Downside Case
Assumptions: Cyprus introduces STR registration caps or licensing costs. Airbnb

algorithm change reduces new listing visibility by 30%. Property pipeline limited
to 3-4 units in Year 1.

Outcome: Holiday Systems generates EUR 70,000-120,000 gross booking value
in Year 1. Direct booking investment becomes critical to survival. Expansion plans
delayed to Year 3.

Survival actions for Scenario C: Accelerate direct booking channel, pivot
marketing to off-platform channels (Google Ads, Instagram), target Digital Nomad
segment for long-stay direct bookings, reduce operational overhead.

14
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4 MODULE C — Market Entry &
Expansion

4.1 Overview

Cyprus is the natural launch market for Holiday Systems given the founder’s
location, existing infrastructure, and established investor pipeline via
CyprusRealReturns. However, the Holiday Systems brand and operational model is
designed to be replicable — and the most strategic growth path involves
controlled geographic expansion to adjacent markets with complementary
seasonality profiles that offset Cyprus’s summer concentration.

This module identifies three expansion markets, evaluates each against a
standardised entry framework, and recommends a phased market entry
sequence.

4.2 Expansion Market Framework

Each market is evaluated across six dimensions:

STR market size and growth trajectory

Seasonality profile (complementarity to Cyprus)

Regulatory environment

Operational feasibility (logistics, staff, language)

Synergies with existing Holiday Systems brand and supply chain
CyprusRealReturns investor appetite for properties in this market

on = Y [

4.3 Market 1 — Jordan (Agaba & Petra Corridor)

Overview: Jordan is one of the Middle East’s premier tourism destinations —
anchored by Petra (one of the world’s most visited archaeological sites) and
Agaba (a Red Sea resort city with year-round warm weather). Holiday Systems has
existing research in the Jordan market (internal STR Jordan analysis documents).

Market size: Jordan welcomed approximately 4.3 million tourists in 2023.
Agaba’s STR market is underpenetrated relative to demand, with Airbnb supply
growing 35% year-on-year. Petra gateway towns (Wadi Musa) are seeing rapid
growth in boutique accommodation demand.

15
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Seasonality: Jordan’s peak season (October-April) is the inverse of Cyprus’s
summer peak — creating a natural portfolio hedge. This is the primary strategic
rationale for Jordan as the first expansion market.

Regulatory environment: Jordan’s STR market is less regulated than Cyprus.
The Jordan Tourism Board (JTB) supports tourism investment. Key requirement:
tourist accommodation licence from the Ministry of Tourism, straightforward to
obtain for compliant operators.

Operational feasibility: Arabic is the local language; English is widely spoken in
tourism environments. Operational complexity is moderate — requires a local
property manager or partnership with an Agaba/Amman based operator. Currency
(Jordanian Dinar) is pegged to USD — no exchange rate volatility.

Entry strategy: Phase 1 — Partner with a local STR operator in Agaba to white-
label 3-5 properties under Holiday Systems management (reducing capital
requirement). Phase 2 — develop proprietary pipeline via investor introductions
from CyprusRealReturns.

Financial model: Agaba ADR: USD 80-220/night. Average occupancy (October-
April): 55-70%. Gross booking potential for 5 properties: USD 180,000-320,000
over a 7-month season.

Priority: First expansion market. Begin exploratory partnership conversations in
Q3 2026 for Q4 2026/Q1 2027 launch.

4.4 Market 2 — Egypt (Red Sea — Hurghada / El

Gouna)
Overview: Egypt’'s Red Sea coast — particularly El Gouna (a private resort town
22km north of Hurghada) and Hurghada itself — represents a large, growing STR
market with strong European demand (German, Polish, Czech, Ukrainian). El
Gouna in particular is a premium gated resort town with significant investment in
luxury villa stock.

Market size: Hurghada/El Gouna attracts approximately 2 million visitors per
year. The STR market has grown significantly post-2022 with increased European
demand. El Gouna alone has 2,500+ short-term rental units.

Seasonality: Peak season October-April (inverse of Cyprus). Strong overlap with
Jordan winter season — enabling combined “Red Sea Collection” marketing to
European winter sun seekers.

Regulatory environment: Egypt requires tourist accommodation registration. El
Gouna is a special economic zone with its own governance — streamlined
registration for compliant operators. Political risk requires monitoring but has been
stable for tourism infrastructure investment.

16
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Entry strategy: Partner with an El Gouna property management firm in Phase 1.
Holiday Systems provides brand, marketing, and booking infrastructure; local
partner provides operational management. Revenue share model. Phase 2 —
direct management with local staff hire once brand is established.

Financial model: El Gouna ADR: EUR 90-280/night (significant premium for
quality properties). Average occupancy (October-April): 60-75%. Gross booking
potential for 5 properties: EUR 200,000-380,000 per winter season.

Priority: Second expansion market. Begin partner conversations in Q1 2027 for
Q4 2027 launch.

4.5 Market 3 — Greece (Crete & Rhodes)

Overview: Greece is Europe’s most visited destination after France and Spain,
with Crete and Rhodes each welcoming 3-4 million visitors per year. The STR
market is mature and highly competitive but offers significant scale opportunities
for a premium operator with a differentiated brand.

Seasonality: Similar to Cyprus (June-September peak) — limited seasonality
diversification value. Strategic rationale is scale and brand recognition in the
Greek-speaking European tourist market, not seasonality offset.

Regulatory environment: Greece introduced STR registration requirements
(AADE registration number mandatory) and has been considering night caps in
popular areas. Compliance is straightforward for legitimate operators but
represents an ongoing regulatory monitoring requirement.

Entry strategy: Enter Crete first (Chania region — premium, less commoditised
than Heraklion). Build 5-10 properties managed at Holiday Systems standard.
Leverage the Greek connection of the Cyprus brand — operate under “Holiday
Systems Greece” with cultural continuity. Entry in Year 3.

Financial model: Crete ADR: EUR 120-320/night (Chania region). Average
occupancy (May-October): 65-80%. 7-property portfolio gross booking potential:
EUR 350,000-600,000 per season.

Priority: Third expansion market. Plan entry for Year 3 (2028) once Cyprus
operations are stable at 15+ properties.

4.6 Market Entry Sequencing

17
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Phase 0 Cyprus (launch) 2026 Q2-Q3 Direct management via
CyprusRealReturns
pipeline

Phase 1 Jordan — Agaba 2026 Q4-2027 Q1 White-label partnership

with local operator

Phase 2 Egypt — El Gouna 2027 Q4 Revenue-share
partnership with local
operator

Phase 3 Greece — Crete 2028 Q2 Direct management —

Holiday Systems Greece

4.7 Investment Requirements by Market

m Phase 1 Investment Primary Investment Area

Cyprus EUR 15,000-30,000 Photography, website, PMS software,
welcome pack setup

Jordan EUR 8,000-15,000 Partnership setup, local marketing, brand
localisation
Egypt EUR 10,000-20,000 Partnership setup, El Gouna brand

presence, Arabic content

Greece EUR 25,000-45,000 Direct operational setup, staff hire, Greek
market marketing

18



Strategy Report — 3-Module Bundle — SYNTHETIXMIND

5 Cross-Module Synthesis

The three modules — Customer Journey, Risk Assessment, and Market Entry —
point to a coherent strategic priority stack for Holiday Systems:

5.1 Priority 1 — Get the Core Product Right
Before Scaling (Modules A + B)

The journey mapping reveals that Holiday Systems’ single biggest lever in Year 1
is execution quality — not property volume. Five properties operating at 5-star
standard, with a complete pre-arrival sequence, a branded welcome experience,
and a systematic review acquisition flow, will generate more brand equity and
long-term business value than fifteen properties operating at average standard.

The risk assessment confirms this: the negative review spiral risk is rated High,
and its impact compounds over time. Every property added to the portfolio is a
potential review risk multiplier if operational standards are not locked in first.

Action: Build and test the full operational playbook on the first 3 properties
before onboarding further units.

5.2 Priority 2 — Build Direct Booking
Infrastructure Now (Modules A + B + Q)

Every module points to the same conclusion: platform dependency is the single
most addressable structural risk, and direct bookings are the unlock for both
margin improvement (15-20% commission saving) and market expansion
resilience. Guest email capture from Stage 6 of the customer journey directly
feeds the direct booking flywheel.

Action: Launch holiday.systems as a functional direct booking website by Month 6
of operations.

5.3 Priority 3 — Enter Jordan in Winter
2026/2027 (Module C)

The Jordan market entry is the highest-strategic-value near-term decision. It
offsets Cyprus seasonality, creates a “year-round” brand narrative for guests and
investors, and can be executed via partnership without significant capital

19
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investment. The infrastructure built for Cyprus (PMS, photography standards,
brand, guest communication) is directly reusable.

Action: Begin partner conversations in Jordan (Agaba STR operators) by July
2026.

5.4 Priority Action Plan

_

1 Build and test operational playbook on first 3 Cyprus Month 1-3
properties
2 Launch holiday.systems direct booking website with Month 4-6

3+ live properties

3 Implement automated pre-arrival 3-message Month 2-3
sequence for all bookings

4 Install review acquisition flow post-checkout (target Month 1
4.9+ average)

5 Create experience menu with 5-8 curated Cyprus Month 3-4
add-ons
6 Begin Jordan partner conversations for winter Month 4-5

2026/2027 season

7 Implement dynamic pricing tool (Pricelabs or Beyond Month 2
Pricing)

8 Build Digital Nomad listing tier for year-round Month 3
occupancy

9 Formalise property management contract template Month 1

(12-24 month terms)

10 Plan Egypt partnership for Q4 2027 — begin research Month 12+
Q2 2027

20
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6 Data Sources

* Holiday Systems BUSINESS.md, Target Groups, Customer Journey,
Comprehensive Rental Guide (internal)

¢ Holiday Systems STR Jordan and Egypt market analysis documents (internal)

e CYSTAT Cyprus Tourism Statistics 2024

¢ Jordan Tourism Board market data 2023

e PwC Cyprus Real Estate Market Report 2024

* Global Property Guide Cyprus Market Analysis 2025

e Airbnb STR market benchmarks and occupancy data

* Pricelabs and Beyond Pricing STR industry benchmarks

e RICS/KPMG Cyprus Rental Yield Index Q4 2024
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received in error, you are required to destroy it immediately and notify the sender. Unauthorised use may
constitute an infringement of intellectual property rights and may result in civil or criminal liability. The
findings contained herein are based on analysis conducted at the time of preparation and reflect the state
of the subject website as at the audit date. SYNTHETIXMIND IT SOLUTIONS LTD accepts no liability for
decisions made on the basis of this report without independent verification.
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