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Meet the Expedia Team
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Not just any demand: you need the right demand

Wherever they are and however they book

TRAVELERS

O arrioft  [3]Bank A DELTA

2 Expedia @ Hotels... @ Vo
AARP Travel Center @Ml TripActions
> 40+ 60k ¢
Languages Businesses

OUR OUR B2B

) 6.5M BRANDS NETWORK 37k (

Daily identified visitors Travel agents

> 168M 200+ €

Loyalty members Travel websites
PARTNERS

Source: Expedia Group internal data, 2022



We bring travelers

to your door — from
around the corner or
around the world —

that you might not
otherwise reach.




Market Management

Listing Management

« Manage your rooms and rates,
availability, and listing content in
Partner Cenfral and Vrbo Dashboard

« 92% of travelers are more likely to
book a property with a detailed
description and photos

Turnkey Promotions

» Create promotions, member-only deals and
other types of marketing campaigns to boost
your listing

» Early booking promotions are the most
influential incentive for travelers to book
early

© 2021 Expedia, Inc, an Expedia Group Company. All rights reserved. Confidential and proprietary

Free and Paid Programs

» Use tools and programs that match your
marketing goals, ideal guests and budget

* TravelAds, our flexible and cost-efficient pay-
per-click advertising solution, helps maximize
visibility and bookings



Booking trends
The Lothians
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The Lothians search ifrends

Search frends from the L28 for Future Stays

US, UK, Germany and Canada were the top
international markets for Scotland searches
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O d; The greatest share of searches came from the

Over 66.2%

+39% , Whi : : :
SEZUO, TS A I BT lE e ) E Avg Daily Rate increase on mobile +10% YoY (same as desktop)

were up +28% YoY)

of accommodation searches
were on a mobile device

D Room nights booked on Mobile back -1% YoY L28
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The Lothians booking trends

Last 90 days

Top source markets

UK 56%
WAYAY 13%
China 6%
Canada 3.5%
Hong Kong 2.6%

Source: Expedia Group data 2024

35.8%

Mobile Share
-3.8% YoY

5162

Average daily rate
+ 7% YoY

15.3%

Package room nights
+6.1% YoY

31 days

Booking window
-11 days YoY
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INTERNATIONAL

INBOUND
DEMAND canc
Key Markets ” #1 ¥
#2 Hong Kong

#5

Source: Expedia Group internal data, L90 2024



A deeper dive

into domestic
and
international
trends
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ADR Booking Window Length of Stay

International

Source: Expedia Group internal data, L90 2024 vs LY
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Understanding the traveler journey
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DREAM PREPARE TRAVEL TRAVEL REFLECT
EXPERIENCES / ACTIVITIES

DISCOVER BOOK-®-*---- /\/\_./\/W\J\/\/\f\.—u\/v

€ € €

Decision Drivers

G Traveler(s) @ Time @ Trip goal @ Budget

Who? When & How long? Why? How much?
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Inspiration/Discover

When travellers first start

thinking about a trip




More than half of
travelers™ now say
that TV shows and
movies inspire their
travel plans

* Based on consumer research conducted among 20,000 respondents across 14 countries by
OnePoll between Sept. 12—Oct. 5, 2023, on behalf of Expedia Brands.




The Path to Purchase | Inspiration

Most travellers aren’t set on
a specific destination

59% of travellers
did not have a specific destination in
mind or considered multiple destinations

before selecting where to go on their trip.

_ B 2+ destinations considered B Did not consider any other destinations
Expedia Group Path to Purchase study, 2023



The Path to Purchase | Digital data

On average, travellers view
141 pages of travel content
in the 45 days prior to booking




The Path to Purchase | Digital data

4 in 5 travellers visit an
OTA in the 45 days
leading up to purchase

Expedia Group Path to Purchase study, 2023
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Percentage of travellers that visited resource

OTA

Search engine

Social media

Airline site

Meta travel site

Destination site - 12%
Car hire site - 11%
Travel media - 10%
Financial services - 8%
0% 10% 20% 30% 40%

80%

61%

58%

54%

51%

50% 60% 70% 80%

90%



Planning

Right before booking, when

considering final options




The Path to Purchase | Planning

Price and an easy-to-use website are important factors when choosing a travel

brand to plan and book

W Total average Best prices on travel

Easy-to-use website

Transparent or no hidden fees

Positive previous experience

Payment options

Travel ratings and reviews

Flexible cancellation/refundable rates
Confidence payment/personal data is secure
Trust that provider will deliver on their promises

Easy-to-use mobile app

© 2022 Expedia, Inc, an Expedia Group Company. All rights reserved. Confidential and proprietary

Expedia Group Path to Purchase study, 2023



Reflect:

Source: Phocuswright, 2015 Independent Study for TripAdvisor

Travelers read at least

6-12 Reviews

before making their decision

657

seeing a management
response to reviews “makes
me more likely to book it"



Booking/Shop

The final step, when

travellers make a purchase




Key takeaways

How to reach and engage travelers

throughout today’s path to purchase

Stand out

Be present

Partnerships

Travelers consume a lot of content

On average travelers consume 141 pages leading up to booking.
Find ways to stand out among the crowd and stay top of mind.

OTAs are not just for booking

Travelers are using different resources throughout the path,

making it essential to show up beyond your owned channels.

The power of partnership

Travelers turn to OTAs to be inspired, plan and research. Find
new ways to partner with us!
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