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No.1	
  hotel	
  specialist,	
  in	
  42	
  countries	
  

Leading	
  discount	
  travel	
  site	
  reaching	
  price-­‐conscious	
  
travelers	
  

Leading	
  online	
  travel	
  service	
  provider	
  in	
  China	
  

On-­‐demand,	
  full-­‐service	
  corporate	
  travel	
  agency	
  opera&ng	
  in	
  
nine	
  countries	
  

No.1	
  community	
  player	
  with	
  more	
  than	
  15	
  million	
  reviews	
  
and	
  opinions	
  

No.1	
  OLTA,	
  in	
  19	
  countries	
  

Opera&ng	
  more	
  than	
  100	
  in-­‐market	
  concierge	
  and	
  
ac&vity	
  desks	
  

Value proposition 

Expanding internationally Expanding internationally 
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Expanding internationally 

!  #1	
  	
  online	
  travel	
  
site	
  	
  

!  20	
  POS	
  	
  
!  Broadest	
  product	
  
offering	
  focusing	
  
on	
  “the	
  whole	
  
trip”	
  	
  

!  Package-­‐focused	
  	
  
!  Broad,	
  upscale	
  
customer	
  mix	
  

!  Longer	
  booking	
  
window/longer	
  
LOS	
  	
  

!  #1	
  hotel	
  
specialist	
  

!  	
  40	
  POS	
  	
  
!  Consumer	
  site	
  
focused	
  on	
  user	
  
reviews	
  	
  

!  Two-­‐thirds	
  drive	
  	
  
!  Last-­‐minute	
  
shoppers	
  

!  Call	
  center	
  heavy	
  
!  Hotel	
  Only	
  	
  	
  

!  Wider	
  and	
  
specific	
  
distribu&on	
  

!  Hotel/Package	
  ►	
  
longer	
  length	
  of	
  
stay	
  

!  Some	
  of	
  our	
  
partners:	
  

	
  

Reaching diverse customer segments 
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1.	
  Get	
  your	
  
product	
  into	
  
OLTA	
  Shelves	
  

+	
   2.	
  Promote	
  
deals	
  on	
  OLTA	
  
shelves	
  

+	
   3.	
  Run	
  ad	
  
campaigns	
  with	
  
OLTA’s	
  

+	
   4.	
  Be	
  acEve	
  on	
  
UGC	
  sites	
  

+	
   5.	
  Upgrade	
  your	
  
site	
  for	
  ancillary	
  
revenues	
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Long-­‐term	
  Brand	
  Value	
  

5-­‐STEP	
  EVOLUTIONARY	
  ON-­‐LINE	
  MARKETING	
  	
  
–	
  Partnering	
  with	
  Online	
  Travel	
  Agents	
  (OLTA’s)	
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1.  Get Your Product on OLTA Shelves  
Online distribution provides flexible options for both consumers and suppliers 

Info	
  sites	
   Traveller	
  
Reviews	
  

Virtual	
  Tours	
  

Room	
  
details	
  

Photos	
  

Content Management 

95%	
  of	
  leisure	
  Bookers	
  &	
  92%	
  
of	
  Lookers	
  say	
  descripEve	
  
content	
  is	
  important	
  to	
  them	
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2. Promote Deals on OLTA Shelves 
3.	
  Run	
  ad	
  campaigns	
  and	
  build	
  your	
  brand	
  

21 

The	
  Web	
  Site	
  Content	
  That	
  MaYers	
  To	
  
Travelers	
  
Forester	
  Research	
  

. The Power of User Generated Content 

•  Expedia	
  has	
  more	
  than	
  
1.5	
  million	
  traveller	
  
reviews	
  in	
  9	
  languages	
  

	
  

•  14.5%	
  of	
  customers	
  
posted	
  	
  reviews	
  globally	
  

Hotel	
  Conversion	
  vs	
  User	
  ra/ng	
  Score	
  (1-­‐5)	
  

1–2.9	
   3.0–3.9	
   4.0–5.0	
  
%	
  User	
  RaEngs	
  

100	
  

170	
  

220	
  

%	
  Total	
  ra&ngs	
  

Conversion	
  Index	
  

Source:	
  NYC,	
  Hotels.com,	
  Nov	
  2008	
  

4.	
  Manage	
  your	
  reputa&on	
  on	
  User-­‐generated	
  
content	
  sites,	
  it	
  will	
  help	
  you	
  in	
  the	
  long-­‐run	
  

Manage	
  your	
  reputa&on	
  globally	
   5.	
  Upgrade	
  your	
  site	
  for	
  ancillary	
  revenues	
  

Expedia	
  –	
  Pegasus	
  co-­‐branded	
  hotel	
  partnership	
  will	
  help	
  Pegasus	
  	
  
expand	
  its	
  consumer	
  offering	
  with	
  minimal	
  investment	
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Content	
  

Telesales	
  Agents	
  

Search	
  
OpEmizaEon	
  

PromoEons	
  

Email	
  markeEng	
  

Merchandising	
  

Full service online travel agency… 
  …more than just a transactional website 

Offline	
  Adver&sing	
  
	
  

	
  

SPG	
  Awards	
  	
  


