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In 2000, the first Atton Hotel was opened in Santiago, Chile, by a group of 
executives interested in creating an experience that exceeded the needs of both business 
and leisure travelers.  The executives saw an opportunity in middle-high end hospitality, 
specifically marketing to business travelers.  With the intent to expand internationally, 
Atton currently operates four hotels, with a 252-room establishment recently opening in 
Lima, Peru on July 8, 2011 (San Isidro).  Being the first location opened outside of Chile,
Atton was piloting international expansion, and saw many opportunities around South 
America.  Atton’s CEO, Francisco Levine, who has worked his way up from General 
Manager to operating all hotels, is a former employee at McKinsey Consulting in 
Colombia, and spent his time there covering the airline industry.  He is of Chilean 
descent, and received his MBA from UCLA in 2004. In a session in May 2013, Levine 
commented that the research used for expanding in the airline industry is symmetrical 
with expanding a hotel internationally.  He also stressed the importance of knowing 
where to place your product in the market.  

On May 24, 2013, U.S. Governor Rick Scott announced the official 2015 opening
date of Atton Hotel’s location on Brickell Avenue, a major tourist strip in Miami.1  This 
marks Atton’s acknowledgement of an opportunity for their service-based model to 
compete in a growingly competitive U.S. hospitality market.  The opening marks Atton’s 
first ground-breaking move outside of South America.  With the US hotel industry 
showing declining growth and consolidation becoming the means of increasing hotel 
group’s market share, Atton Hotel’s inexperience outside of the Latin American market 
will present greater challenges in establishing themselves as a 4-star brand in Miami.  
Should Atton be concerned with the opportunity cost of using resources in Miami, in lieu 
of other Latin American regions? How does Atton defend against international 
competition, who have recognized the attractiveness of the profitable Latin American 
market? 

Global Sector 
The global hospitality sector is comprised of hotels, motels, and cruise lines.  Casino 
hotels are excluded from this sector.  Currently a $631 billion sector, the 
hotel/motel/cruise line sector is forecasted to grow to $818 billion industry by 2017 
(Exhibit 1).  The United States accounts for about $222 billion, roughly 38% of the 
industry revenue.  The biggest contributor is Carnival, who controls 2.4% of revenue 
share.2  The industry is highly segmented, with much recent competition through 
alternative hospitality choices such as B & B’s, home stays, and vacation rentals; 
however, hotels and motel operators are responsible for more than 90% of the value 
within the industry (Exhibit 2).  Ranked in the top ten hotel organizations worldwide in 
2013 are groups such as Intercontinental Hotel Group, Hilton Hotels, Wyndham Hotel 
Group, Choice, Accor, and Starwood Hotel Group.3  For many of these top organizations, 

1 Hale, Nathan. "Atton Hotels Will Expand To US With $55M Miami Property." Law360.
Katherine Rautenberg, 24 May 2013. Web. 26 Aug. 2013.
2 "Global: Hotel, Resorts, & Cruiselines: Leading Companies." www.marketlineinfo.com.
Market Line, July 2013. Web. 14 Aug. 2013. page
3 "World Ranking 2013 of Hotel Groups and Brands." Hospitality Net. . 3 Apr. 2013. 
Web. 22 Aug. 2013
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the focus and growing challenge has been on gaining international scale in an industry 
that’s seeing unpredictable profit (Exhibit 3). 

Atton Hotels
Currently, Atton operates 3 locations in Santiago, and one in Lima.  Contradictory

to a franchise model, each hotel is operated independently. Independently-operated hotels
are managed by themselves, disallowing any other proprietor to use an identical name.  
Conversely, chain hotels are may use an identical name, under contract with the 
ownership group, for a fixed fee.  Many hotels contract themselves to be a “voluntary 
chain”, allowing management to use an identical name, as long as they adhere to a 
specific standard decided by the ownership association, which is not operating for a 
profit.  The major benefit of the chain or franchise model comes from the marketing and 
brand power.  Atton has a board, and a CEO, but there are slight differences in the 
composition of each hotel.  Each hotel operates for its own profit, and owes no royalties 
to either an association or franchisor.  

With a strong focus on target market, Atton established each of their hotels near 
business districts, shopping centers, restaurants, and destinations, all in an effort to attract
business clientele and foreign tourists who benefit from the convenience.  Each hotel 
varies in both size and layout, each with a name unique to the area (Exhibit 4).  Each 
hotel has between 212 to 295 rooms, a gym, pool and lounge area, noise-canceling 
windows, free Wi-Fi, multiple business meeting rooms, a bar, a restaurant, and a 
courtyard.  Among some of the additional service amenities are on-site laundry services, 
full-service catering, and complimentary breakfast buffet with fully staffed service.  
Additionally, a visitor may be unaccustomed to the timely responsiveness of the staff, or 
a casual sighting of the CEO. 

Atton Hotel Strategy
Outside of providing the typical service requirements of a hotel, Atton also offers 

premium amenities without premium pricing.  In a comparison to the airline industry, 
Levine stressed the importance of operating at a lower cost to offer customers the lowest 
possible price.  This also serves as a differentiation tactic to attract both business clients 
and foreign tourists.  Atton Hotels also relies on a service-based model, contributing to a 
lower break even point per room, and has a focus on long-term partnerships with business
customers.  More recently, a big part of Atton Hotel’s strategy is dependent on whether 
the hotels expand, in both current markets and international markets. 

Important Hotel Metrics 
Within the hotel industry, there are three major metrics that owners align with 

profitability.  The first metric is employees per room.  Operators use this metric to both 
measure the efficiency of each employee, and as a focus on the tradeoffs between lower 
costs and better service.  The second metric is beds per area.  Executives use this 
measurement as a tool to maximize efficiencies in use of space throughout the hotel 
building.  For a company like Atton, who is primarily located in major cities/business 
districts, measurements of efficiency directly impact investment decisions on real estate 
purchases.  The third metric is RevPAR, or revenue per available room, which is a 
calculation that multiplies the hotel’s average daily room rate by its percentage of 
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occupancy.  This is used as a comparison metric to competitors in a defined market with 
similar customer profiles.  While these metrics cover adapting to and building on past 
performance, the most important tool for hotel operators is using this information to 
accurately forecast the, often elusive, future occupancy rates.  Chile has been accustomed
to slight growth in occupancy rates over the last few years, hovering around 40% 
(Exhibit 5).  In North America, occupancy has produced mixed results: Canada has been 
consistent near 59% occupancy, while the US has witnessed a loss of nearly 6.5% in there
occupancy rate since 2007 (Exhibit 6).  

Forces Affecting the Hotel Industry 
The hospitality industry is highly susceptible and sensitive to economic and 

competitive market conditions such as tourism trends, natural disasters, global recession, 
and geopolitical risks.  The sector is reliant on two major demographics: business 
travelers and tourists.  While the first may be a necessity for some companies, these 
segments are dependent on the use of discretionary income at both the corporate and 
individual level.  In times of economic distress, both companies and individuals look to 
cut travel from their spending.  

Both internal and external forces have a major impact on the hotel industry.  It is a
buyers market, with sensitivity to prices and relatively low switching costs but high 
tendencies to switch (Exhibit 7).  Reliance on the product is also relatively low, as there 
are alternative options available to the buyer.  From the supplier’s perspective, this leaves
a constant pressure to reduce costs and improve quality across the industry.  Hotels that 
cannot do either are either priced out of the market or underutilized.  Additionally, there 
is no shortage of suppliers across the sector, leaving suppliers with little bargaining power
relative to consumers.  Additionally, while each visit at different hotels may represent a 
unique experience, the service is very similar across the same tier of hotel brands, forcing
hotel chains to be more amenable with the consumer.  

The threat of new entrants in this industry is moderately low due to the high initial
investment cost, the commanding market share controlled by industry leaders, Similarly, 
this is an industry where scale is important in both insulating a company from recession 
in one geographic area, and also in realizing economies in costs of inputs.  In recent 
years, hotel groups have expanded through acquisition, making the capital input more 
limiting for potential new entrants.  Similarly, franchises have become popular for groups
to minimize the impact of exogenous factors, like lags in tourism.  The cyclic nature of 
the industry may act as a deterrent to newcomers as well (Exhibit 8). 

Within the industry, the top 4 hotel groups account for 6% of global revenues.4  
Most of the competitors operate branded chains, so their brands are recognized 
internationally.  Many competitors have moved to an asset-light strategy, selling or 
leasing their real-estate and brands to other hotel operators.  

4 "Global: Hotel, Resorts, & Cruiselines: Leading Companies." www.marketlineinfo.com.
Market Line, July 2013. Web. 14 Aug. 2013. 
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Due the low regulation on the industry and customers’ tendency and low costs of 
switching, there is still an opportunity to break into the market with a unique brand or 
service.  Low entry options include opening a franchise location, and then spinning off an
additional brand after gaining economies in learning, or establishing an alternative stay 
method to test the market.      

Major Players
Within the hospitality sector, hotels are generally owned and operated by groups, usually 
responsible for a diverse portfolio of lodging and travel experiences.  Specific to the hotel
industry, the top four (by market share) consist of Accor SA, Carnival Corporation, 
Marriott International, and Starwood Hotel & Resorts Worldwide.  

Accor SA operates more than 3,500 hotels in about 90 countries, with 72% of 
their hotels concentrated in the European region (43% in France).  They have a small 
presence in Latin America (about 6% of total), but have significantly scaled backed 
operations in North America, with the sale of Motel6 and Studio6 hotel brands.  Accor 
SA’s business model has relied on supplying three tiers: upscale and midscale (Novotel), 
economy (Ibis brands), and economy US, and Accor has recently (2011) divested other 
parts of the business to become solely a hotelier. Accor’s profits have diminished 
significantly in recent years, with a reported €600 million loss in net profits in 2012.  In 
addition, Accor has seen a year-to-year 7% liability growth and 7.7% reduction in return 
on assets, as well as 15.7% decline in revenue per employees since 2008.5  
The second major player is Carnival, which operates through three sectors: North 
America, EAA cruise brands, and cruise support.  It is one of the premiere providers of 
cruises and vacations globally.  Carnival operates out of Miami, Florida, and has a unique
ownership structure; its corporation is split between two legal identities, in Wales (UK) 
and Panama, each comprised of their own shareholders, but operated by the same board 
of directors with a single economic enterprise.  The company recorded revenues of 
$15,382m in the fiscal year ending November 2012, a decrease of 2.6% compared to 
fiscal 2011. Its net income was $1,298m in fiscal 2012, compared to a net income of 
$1,912m in the preceding year. The company’s return on assets dropped more than 100% 
from 2008 to 2012 to 3.3%.6  

Marriott Hotels is a worldwide operator and franchiser of hotels and related 
lodging facilities that operates in over 70 countries.  The company operates through four 
business segments: North American full-service lodging, North American limited-service 
lodging, international lodging and luxury lodging.  In November 2011, the company 
completed a spin-off of its timeshare operations and timeshare development business 
through a special tax-free dividend to its shareholders of all of the issued and outstanding 
common stock of the company's wholly owned subsidiary Marriott Vacations Worldwide 
Corporation.  The company recorded revenues of $11,814m in the fiscal year ending 
December 2012, a decrease of 4.1% compared to fiscal 2011. Its net income was $571m 

5 "Global: Hotel, Resorts, & Cruiselines: Leading Companies." www.marketlineinfo.com.
Market Line, July 2013. Web. 14 Aug. 2013. Page 2.
6 "Global: Hotel, Resorts, & Cruiselines: Leading Companies." www.marketlineinfo.com.
Market Line, July 2013. Web. 14 Aug. 2013. Page 5.
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in fiscal 2012, compared to a net income of $198m in the preceding year.  Profit per 
employee has almost doubled from 2008 to 2012.7  

The final dominant player in the hotel group industry is Starwood, who operates 
higher end and luxury hotels and resorts in Europe, America, and Asia.  The company 
operates through two segments, including hotels and vacation home/residential 
ownership.  Starwood runs a worldwide network of owned, leased and consolidated joint 
venture hotels and resorts, which are operated under the company's proprietary brand 
names. As of December 2011, the company operated, owned, leased, managed and 
franchised approximately 1,134 hotels with approximately 335,000 rooms. Of these, 53 
hotels are owned or leased or are ones in which the company has a majority equity 
interest, 547 hotels are managed by the company on behalf of third-party owners and 521 
hotels are franchised. Starwood's key hotel brands include St. Regis, The Luxury 
Collection, W Hotels, Westin, Le Meridien, Sheraton, Four Points, Aloft and Element.  . 
As of fourth quarter 2012, Starwood owned 22 vacation ownership resorts and residential
properties (including 13 stand-alone, eight mixed-use and one unconsolidated joint 
venture) in the US, Mexico and the Bahamas.  The company recorded revenues of 
$6,321m in the fiscal year ending December 2012, an increase of 12.4% compared to 
fiscal 2011. Its net income was $562m in 2012, compared to a net income of $489m in 
2011.8

Potential Markets 
In assessing the profitability of Atton Hotel as an international brand, there are many 
other potential markets in Latin America and the United States, and also outside of the 
Americas, in India and Asia specifically, that are potential places for investment.  All of 
these potential places carry risk, even in growth stages (Exhibit 9).  Along with the 
political, socioeconomic, and geographical risk of each market, Atton must consider their 
currency exposure, an increasingly emphasized topic in recent years (Exhibit 10).  

Among the top hotels in South America are many international name-brands, such
as Hyatt, Ritz-Carlton, Four-Seasons, Park Tower and Marriott.9  The hotel presence in 
Latin America is controlled by US and European hotel groups, as is true on a global 
perspective.  Global hotel executives see an opportunity for immediate high growth and 
profitability in the Latin America region; however, a lack of local infrastructure and the 
ability to develop supply quickly enough to meet demand remain as obstacles to enter the
potential market.10  

Colombia is home to the top ranked hotel in all of South America.11  The South 
American country shows strong attractiveness to foreign investors; in the region, it is 

7 "Global: Hotel, Resorts, & Cruiselines: Leading Companies." www.marketlineinfo.com.
Market Line, July 2013. Web. 14 Aug. 2013. Page 7-8.
8 "Global: Hotel, Resorts, & Cruiselines: Leading Companies." www.marketlineinfo.com.
Market Line, July 2013. Web. 14 Aug. 2013. Page 10-11.
9 "Top 25 Hotels in South America." Condé Nast Traveler. Reader's Choice Awards, 25 
Nov. 2013. Web.
10 Shankman, Samantha. "Latin America Is Better than Asia for Fast Expansion." Skift.  8
June 2013. Web. 11 Oct. 2013.
11 "Top 25 Hotels in South America." Condé Nast Traveler. Reader's Choice Awards, 25 
Nov. 2013. Web.
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comparatively a better opportunity, has an open-sky policy, and is part of a free trade 
agreement with the United States.  Additionally, Wyndham hotel group is very upbeat on 
Colombia, with an abundance of projects lined up to set them as the fourth largest hotel 
group operating in the region.  Their portfolio includes three hotels in Bogota in 2012, 
four projects in Bogota, Cartagena, and Tayrona National Park in 2013, and three more in
undisclosed locations in 2014.  Similarly, U.S. based brand Best Western has taken a 
significant stake in real estate in the country, having three facilities which are already 
built, and an additional $110m budgeted to invest in the country.12  
Brazil offers another area for potential growth in South America.  Over the past 5 years, 
the GDP in US dollars of Brazil has far outpaced many other markets at roughly 65%.13  
Corporate travel continues to grow in the region, and diversification and decentralization 
of the country’s economy and growth in domestic purchasing power are just some of the 
key factors driving a multitude of hotel investment opportunities in the country rolling 
out over the next few years.14  Meanwhile, expectations that global tourism during 2013 
will exceed 6 million, and projected domestic demand increasing from an expanding new 
middle class, shows signs of long-term potential for the region.  The Brazilian hotel 
industry is poised to have an unforgettable year in 2014, being the host city for the World 
Cup.  The industry is reporting a premium in prices of up to 600% due to increased 
accommodation demand.  The month long festivity in different cities around the country 
will likely make 2014 memorable for the industry; however, the premium in prices 
throughout the tournament is likely to harm the country’s prospects a tourist destination 
in the future. 15

The Argentina hotel industry continued to recover in 2013, boasting more than 13,000 
properties and 600,000 beds.  Over the past 5 years, 300+ hotels have been added on 
average, with supply lacking in the three-to-four star range. Many hotel chains are 
projected to add multiple properties over the next five years: Accor will open 10 
locations, Hyatt Group and Hilton will each add one; Amerian and Grupo Fen will each 
add multiple locations by 2015; St. Regis will open a luxury hotel in Buenos Aires in 
June 2014.16  Additionally, the Argentinian travel industry is likely to attract more 
domestic tourism, insulating the industry from relying on a large percentage of business 
travelers.

Both China and India represent long-term, steady growth investment markets.  
While some executives remain concerned about the declining trend in demand, there is 
still an opportunity through branding within each market.  Varying sizes, locations, and 
patterns-in-stay make it difficult to own the market, but conversions for each brand is a 

12 "Corporate Tourism: Hotel Industry Investments Boom in Colombia." Corporate 
Tourism: Hotel Industry Investments Boom in Colombia. Proexport Colombia. Web. 10 
Sept. 2013.
13 "World Development Indicators." The World Bank DataBank. The World Bank. Web. 
12 Sept. 2013.
14 Coelho, Janet T. "Despite Obstacles, Brazil's Outlook Is Bright." Despite Obstacles, 
Brazil's Outlook Is Bright. 23 Oct. 2013. Web. 01 Feb. 2014.
15 Mallen, Patricia R. "Hotel Prices In Brazil Might Spike 500 Percent During World 
Cup 2014." International Business Times. N.p., 16 Sept. 2013. Web. Dec.-Jan. 2013-4.
16 "Argentina Needs More Guest Beds - Focus on Mid-class Hotels." 
www.4hoteliers.com. 25 Nov. 2013. Web. 01 Jan. 2014.
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key way to increase profitability. For China, within the five years through 2013, the hotel 
industry has been growing 6.9% on average to an estimated $44.1 billion. However, 
growth has been volatile over the period due to a number of macro-economic conditions 
like the global recession in 2009 and non-economic factors like natural disasters and 
strict visa limits during the 2008 Beijing Olympic Games. A bright year for the industry 
was 2010, due to the Shanghai Expo and the Guangzhou Asian Games, which resulted in 
a surge in foreign tourists entering the county. The number of international tourists is 
expected to decline by 2.2% and 2.7% in 2012 and 2013, respectively.17  

India has the potential to become a powerhouse tourist destination in the world 
with the demand growing at 10.1% annually.  India currently has over 200,000 hotel 
rooms spread across hotel categories and guest-houses and is still facing a shortfall of 
over 100,000 rooms.  The country is witnessing an unprecedented growth in hotel 
constructions and will be adding almost 114,000 hotel guest rooms to its inventory over 
the next five years.18

Opportunities
Atton has the ability to retain business travelers and maximize profitability from 

current customers through a rewards program.  Many hotels offer an incentive program to
their loyal patrons; free Wi-Fi, coffee, complimentary wake-up calls, and occasional 
room upgrades.  Loyalty programs are often offered at no cost to travelers, in an effort for
companies to encourage future visits; the cost is also minimal to the hotel chain, as the 
offerings are usually service oriented or access related.  More recently, hotel companies 
have made these programs more transparent, offering immediate gratification through 
simplifying the ways points are earned.  However, some of the perks that travelers can 
benefit under small brands for staying a certain amount of nights, are now being offered 
by bigger brands for joining the loyalty program, or staying a fewer number of nights.  
Intercontinental recently instituted a free WiFi policy in all their hotels at the beginning 
of 2014 for all members of their program.19  Between 2007 and 2012, membership to 
these loyalty programs has grown 50% globally.  Naturally, hotels have improved their 
metrics to track and target repeat travelers with custom offers.  With Atton Hotel’s 
planned expansion, a loyalty program may accelerate an existing opportunity.  
In regards to Atton Hotel’s current clientele, there is a unique opportunity to service a 
different customer profile without cannibalizing existing business travelers’ sales.  Many 
four and five-star hotels offer both professional and college athletic programs a special 
incentive package to draw business to their hotels throughout the course of the weekend.  
Incentives like entire floor reservations, oversized beds and rooms, 24-hour room service,
sole access to swimming pools and Jacuzzi areas, along with catered dietary menus are 
just the beginning.  Hotels customary to catering to sports teams, like the Liberty Hotel in
Boston, who turnover many teams a month, emphasize convenience, privacy, and 
security as the key areas to improve and maintain reputation among the athletic circuit.20  

17 "Hotels in China: Market Research Report Snapshot." Hotels in China Market 
Research. IBISWorld, Aug. 2013. Web. 29 Jan. 2014.
18 "Hosts India - Home." Hosts India - Home. HOSTS, 2013. Web. 15 Nov. 2013.
19 Glusac, Elaine. "Hotel Loyalty Programs: Loyalty Not Required." Entrepreneur. The 
New York Times, 13 Sept. 2013. Web. 10 Jan. 2014.



8 | P a g e

Atton Hotel has an expansion opportunity in this athletic travel niche, which accounts for 
more than a quarter of the travel industry, netting $182 billion a year in the US alone.21  
Atton has recognized the reliance of their profitability on one type of consumer.  In the 
current macro-economic environment, many businesses in the hospitality industry have 
been divested or closed.  Both the Euro-crisis and the meltdown of the US market in the 
mid-to-late 2000’s had a large affect on the hospitality industry, with market share leaders
strongly focused on Europe and the Americas.  

Future Plans
With Chile being Miami’s 7th largest trading partner, and the large South 

American population who have relocated to Miami, Atton Hotel’s 2015 expansion 
announcement is welcomed by Miami (Exhibit 11).  Similarly, Miami has a market 
analogous to what earlier Atton Hotels addressed, addressing business accommodations 
and international tourism; Miami is often called the “capital of Latin America.”  The new 
establishment will have 270 rooms, and likely mimic those accommodations and 
amenities of the existing South American locations.  Additionally, Atton Hotel is making 
a $55 million capital investment for the construction of the building, and plans to staff 
roughly 170 positions with local residents.22  
From Miami’s perspective, the investment and job creation is a great opportunity with 
minimal risk.  For Atton Hotel however, is this an opportunity or risk?  Is Miami a 
suitable market for this style of hotel?  Can they compete with hotels like the Four-
Seasons or even Epic Hotel? Additionally, how do they price themselves in an effort to 
signal a strong brand internationally?  Are there opportunities for growth within Atton’s 
existing strategy?  The BRIC countries have been extremely attractive: are there better 
opportunities in other international regions?  

20 Olson, Elizabeth. "For Athletes, A Home for Away Games." www.nytimes.com. N.p., 4
Nov. 2013. Web. 4 Nov. 2013.
21 Riddell, Don. "Ex-wives and King Size Beds: On the Road with Sports Stars." 
www.cnn.com. 14 Aug. 2012. Web. Aug.-Sept. 2013.
22 Hale, Nathan. "Atton Hotels Will Expand To US With $55M Miami Property." 
Law360. Katherine Rautenberg, 24 May 2013. Web. 26 Aug. 2013.
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Exhibit1 
Global Hotels, Resorts, & Cruise Lines Sector Value Forecast (billions)

Exhibit 2
Global Hotels, Cruise Lines, and Resorts Sector Segmentation Share by Value (2012)

Source: MARKETLINE

Source: www.marketline.com (Accessed 10/30/2013)

http://www.marketline.com/
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Exhibit 3
Sample Profitability Graphs

Starwood Hotels & Resorts Worldwide, Inc: Revenues & Profitability

Source: COMPANY FILINGS

Source: MARKETLINE

Source: www.marketline.com (Accessed 10/30/2013)

http://www.marketline.com/
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Accor S.A.: Revenues & Profitability

Source: COMPANY FILINGS

Exhibit 4 
Atton Hotels Name Translations 

Hotel Name                     Literal Translation                     Other                           Location

 Vitacura        N/A    Elite commune in Santiago   Chile   
El Bosque      “Forest’   N/A   Chile 
 Las Condes      “The Counts”   Elite commune in Santiago   Chile 
 San Isidro        N/A    Patron saint of  Madrid   Peru 

Exhibit 5
Historical Occupancy Rates for Chile (2007-2012)

Source: www.marketline.com (Accessed 10/30/2013)

http://www.marketline.com/
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Exhibit 6
Historical Occupancy Rates for US & Canada (2007-2012)

Exhibit 7
Drivers of Supplier & Buyer Power in Global Hotel, Resorts, & Cruise Line Sector

Buyer Forces
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Supplier Forces

Exhibit 8
Factors Influencing Degree of Rivalry and Likelihood of New Entrants in Global Hotel,

Resorts, & Cruise Line Sector
New Entrants

Source: www.marketline.com (Accessed 10/30/2013)

http://www.marketline.com/
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Rivalry

Exhibit 9
Current and Potential Market Metrics 

Source: www.marketline.com (Accessed 10/30/2013)

http://www.marketline.com/
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Current Markets 

Country Population (2013) GDP per capita (US$) by percentage share

Chile 17,216,945 $18,200
lowest 10%: 1.5% highest 
10%: 42.8%

Peru 29,849,303 $10,600
lowest 10%: 1.4% highest 
10%: 36.1%

Potential Markets

Country Population (2013) GDP per capita (US$) by percentage share

United States 316,668,567 $51,700
lowest 10%: 2% highest 10%: 
30%

China 1,349,585,838 $9,100
lowest 10%: 3.5% highest 
10%: 15%

India 1,220,800,359 $3,800
lowest 10%: 3.6% highest 
10%: 31.1%

Argentina 42,610,981 $18,400
lowest 10%: 1.5% highest 
10%: 32.3%

Brazil 201,009,622 $11,700
lowest 10%: .8% highest 10%: 
42.9%

Spain 47,370,542 $30,100
lowest 10%: 2.6% highest 
10%: 26.6%

United Kingdom 63,395,574 $36,600
lowest 10%: 2.1% highest 
10%: 28.5%

Exhibit 10
Historical Currency Fluctuations of Global Markets 

Month/Year
United States

(USD/CLP)
Europe

(EUR/CLP)
China

(CNY/CLP)
India

(INR/CLP)
Brazil

(BRL/CLP)
  

12/13 0.0019 0.0014 0.0115 0.1176 0.0044
12/12 0.0021 0.0016 0.0130 0.1143 0.0043
12/11 0.0019 0.0015 0.0121 0.1022 0.0036
12/10 0.0021 0.0016 0.0141 0.0958 0.0036

12/9 0.0020 0.0014 0.0135 0.0918 0.0034
      

Exhibit 11
Miami-Dade Foreign Population Statistics

Source: CIA World Fact Book - https://www.cia.gov/library (2013)

Source: http://www.xe.com/currencytables (Accessed  12/10/2013)

http://www.xe.com/currencytables
https://www.cia.gov/library
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Miami-Dade County Occupied Housing


