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Travelers are undecided when they begin the
online process

More than %2 of travelers brainstormed or

started thinking about a trip online

65% of leisure and 70% of affluent travelers begin researching online

before they've decided where or how to travel

Source: The Traveler’s Road to Decision, Google and Ipsos MediaCT July 2012
(Q21) Here are some (more) statements that may or may not describe your attitudes and opinions related to
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Google

Leisure travelers rely on OTAs for inspiration as
well as destination planning

Stage of Planning When Personal Travelers Visit OTAs

o are considering a
5 1 /0 few destinations

43% 6%

know exactly where they're going are considering many destinations
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OTAs: Best Prices/Most Convenient

% Agree

10

Website of an online  Website of an airline,  Directly from travel-  Through a traditional
travel agency hotel, or carrental  service supplier (over travel agent (over the
suppliers the phone) phone)

@pnces for travel sem convenient way to arrange my mve@

2013 Portrait of the American Traveler - MMGY Global
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Figure 21: Websites Used for Destination Selection

M 2010 M 2011 2012

_ﬁ"
General search engines 57%
| 53%

e ﬂsm
raveler review websites 29

Travel search engines

27%
25%

Ti i T 22%
ravel provider websites
24%

22%
Dastination websites

Deals newsletters/websites

OTAs are the most frequently
used travel-specific research tool
for leisure travel followed by
Supplier websites

Travel guide websites

Social networking websites

Magazine/newspaper websites

Other

Question: What type(s) of websites did you use? Select all that apply.
Base: Independent destination selectors (2010 N=14462; 2011 N=1,202; 2012 N=1,434)
Source: PhoCusWright's U5, Consumer Trave! Report Fifth Edition
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(Share of segment’s total travel visits claimed by each travel category)

3.8%

-

OTAs account for 41.4% of

visits North American

consumers make during the

booking process

N

J

B OTAs
M Planning/Review
Meta
Lead Gen
Hotel Supplier
DMOs
M Cruise Lines
B Car Rental

Airlines

*2011 Google Compete Study
wwradigitabdnainfusion.com | Copyright 2011 Digital DNA Infusian, LLC
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While visitation increases for all travel site-categories closer to booking, online travel agencies garner the

highest share of visits throughout the shopping process

N
9,-1\
w
{Average visits per visitor to sites within each category, by week)
Consumers, on average, make 9.4 DMO
total visits to an OTA the week of
booking travel _ _ Lead Gen
OTAs dominate the share, in
terms of visits, throughout the Review
entire travel shopping process
Hotels
32 Airlines
26 24
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About Orbitz Worldwide
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OREITZ ORBITZ Shegh_p

FOR BUSINESS™

SJeheapTickets @ asia-hotels
Rates l0Go

& HotelClub

% CRBITZ —>

PRIVATE LABEL

20M+ | $11.4B | 1,500 | 140+

15
Visitors / Mo. Bookings ‘ Employees ‘ Countries

Languages

\
\
CRBITZ



GRBITZ <JeheapTickets

Demographic Target

» 25-54 years old » 25-44 years old

¢ 50/50 male female 55/45 male/female

» Couples, married with kids Singles, couples

* Above average income * Average income

* Work full time

Psychographics/Behavior

» Enthusiastic about travel and travel planning » Willing to make significant trade-offs to get the best
deal

Work part/full time

* Love researching online and booking through OTAs; they | ¢ Regularly shop sales and with coupons at discount
range from last minute mobile bookers to those who stores
spend a significant amount of time and energy planning

» Concerned with success and having fun, active on-the- * Travel less frequently but enjoy it when they do
go

* Some have higher need for service especially for » Prefer quick an easy shopping experience and don’t
complex trips like packages, international travel or spend as much time as Orbitz shopping
cruises
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Orbitz Ranks #1 amongst OTA sites for mobile
bookings

1 out 4 stand-alone hotel bookings is on a
mobile device.

The Orbitz Flight, Hotels, Cars App is one of
only 48 apps included in the prestigious
Apple App Store Hall of Fame

= GRABITZ L

Where are you going?

o
-

Moaldives |
AVE 2 55%
g hotals




Building a Partnership
How Can Orbitz Worldwide Help?
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 Brand Awareness
» Drive-Market Advertising
 New Hotel Openings
» Special Events

Something new and
exciting to promote?

™. -

« Productior

* On-Site Orbhitz Worldwide Sales

Looking to increase
travelers to your

destination
 Lead Generation
e Supplier-Direct Sales Drive qualified
* Website Traffic consumers to your
website?

e Social Media Engagement
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Tablet and Mobile
Banner Ads:
Mobile Sites

Retargeting:
After Leaving Orbitz
without Booking

Affinity Targeting:
Families, Romance, Beach,
Adventure, Luxury,

Golf, Outdoors i
Based on When They

What They Are onthe @
Like/Prefer Go

Where DL

ADIZONA They Live : - Slg:felfslc

Where
= ® They Are They Have
Been

Going : i Before Week of Travel
Searches: Specific

Destination Targeting: Dates

Arizona
State, City, Airport, etc Geo/Origin Targeting/: Previous Trips
Top producing or Searches:
Cities/States/Countries E-mails
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How We Partner
Case Study: Visit Tucson
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Thank you!

Sheri Maher

Sales Manager, West
Partner Marketing
310-486-8364
sheri.maher@orbitz.com
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