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Expedia, Inc. Mission and Values 

Our Mission:  
To revolutionize 
travel through  
the power of 
technology 

We are passionate about travel  •  We are innovative  •  We are enterprising 
 

Presenter
Presentation Notes
I wanted to spend some time on our Mission and values

For the longest time, the question posed to us was “are we a tech company” or a “travel company”? The answer to both is “yes”

We are passionate about travel, and technology is a powerful enabler that helps our customer plan, purchase and share their travel experiences. 

Our Mission:  To revolutionize travel through the power of technology.
Our Values:
We are Innovative:  We use our collective intelligence to invent technology and create products to simplify and improve travel for our customers and partners.
  We are Enterprising:  We relentlessly seek out opportunity.  We take risks, act with speed and purpose, and always find a way to remove obstacles and get the job done.  
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Expedia, Inc. Mission and Global Brands 

Corporate Opaque Package Retail 

Tablet Mobile Online Call Center 

Global 
brands 

Multiple 
channels 

Multiple 
platforms 

100 localized Expedia, Inc. branded sites in 70 countries 

PASSIONATE  •  INNOVATIVE  •  ENTERPRISING 

Our Mission: To revolutionize travel through the power of technology 

Presenter
Presentation Notes
Key Takeaway: 
   In 15 years we have grown to become the world’s single most popular travel booking company, generating more leisure and business bookings combined than any other travel agency – on or offline.  We are a publically traded company whose internet birthplace makes us a travel and technology company with an established history of delivering value to our consumers and partners through our world class global brands.   

  Our employees are passionate about travel, we are innovative and we are enterprising! 

  The Expedia, Inc. brands continue to innovate how travelers plan, purchase and share their travel experiences. We are investing in technology to improve the experience for travelers around the globe, and to help you profitably reach those travelers.  We currently have 100 localized Expedia, Inc. branded websites in 70 countries.

Details on each brand

Expedia - The world’s largest and best known travel brand. Full service travel agency, offering hotels, flights, vacation packages, rental cars, cruises and in-destination activities, attractions, and services.�
Hotels.com – The world’s leading hotel booking site, with  offering the widest selections of lodging and accommodations from traditional hotels to vacation rentals. �
Expedia Affiliate Network - Powers booking engines for some of the world’s leading airlines and hotels, top consumer brands, high traffic websites, and more than ten thousand active affiliates. 

Hotwire  - Leading discount travel site that negotiates deep discounts from its suppliers to help travelers book unsold hotel rooms, airline seats and rental cars. 

Egencia - The world’s fifth largest corporate travel company offering truly integrated corporate travel services. By combining a powerful offline and online service, Egencia delivers a corporate travel offering supported by global market expertise and best-in-class technology platform

Venere – One of Europe’s leading providers of online hotel reservations, features real-time rates, availability, special offers and the best deals on the web on its more than 72,000 properties, all with the help of more than 810,000 hotel reviews. 

eLong – A leading provider of travel bookings and services in China, offers great deals on more than 17,000 hotels in over 600 cities around China and 130,000 properties in more than 100 countries globally, as well as flight bookings on all major airlines�
Local Expert - A leading provider of activities and destination services, both on and offline.   Local Expert offers face-to-face personalized recommendations and assistance in booking events, activities, tours, attractions, and other services that travelers seek in their destinations.  (As of December 2010, Local Expert in market concierge desks are available in 24 leisure destinations worldwide.) 





WHAT’S  

CHANGING? 



The World is changing 
 and so is the way people book hotels 

 

Customer Origin 
is MORE DIVERSE 

Booking Window 
is BROADER 

Content 
is MORE PRECISE 

Booking Channel 
is MORE TARGETED 

Presenter
Presentation Notes
The customer origin is more diverse, international air lift is increasing, opening more pathways to visit your hotel and bringing more people through those paths.

The booking window is broader, its expanding from the typical 2-60 day window that we know.

Booking channels are become more specific, there is a product that helps target certain types of customers.

And lastly, the appetite for rich and precise content is growing.  Online purchasers respond well to quality and compelling photos and descriptions.
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Great Britain - Where they come from 
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Presenter
Presentation Notes
Based on # of NRN in CY by SR
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Great Britain – When they book 

+90 
days 

10-13 
weeks 

4-5 
weeks 

3 
weeks 

2 
weeks 

1 
week 

Same 
day 

6-9 
weeks 

Growth by AP Window 

Presenter
Presentation Notes
Measured by: YoY NRN by Booking Window YoY (August 2011-July 2012)
Merchant Bookings Only
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Who they are and how they book 
Booking channels are more targeted and differentiated 

OPAQUE 

PACKAGES 

MOBILE 

CALL CENTER 

LEISURE 

CORPORATE 

FLASH SALES 

 
• ASAP 
• 72 Hour Sale 
• Last Minute Deals 
The opportunistic  deal watcher 

FLASH SALES 

Presenter
Presentation Notes
2011 stayed data. Source SSAbookingcubes




Outbound China 
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Channel Proliferation 

Daily deal generalists w/ travel offering Daily deal generalists w/travel section 

Marketplaces Aggregators 

Meta/Meta Search/Travel Review 

10 

Publishers Travel vertical deal sites OTAs w/daily deals & 
flash sales offers 
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Wholesaler Competition 
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Mobile Influence 

Presenter
Presentation Notes
Mobile
Technology is changing behavior.
Mobile is growing fast.
And Mobile is influencing the tablet and desktop web.
 
With Mobile, people expect things closer to them.
“I don’t want to search – give me what I need”	- Pre-integrated, pre-digested, on a silver plate (under my nose).
Trust is key to getting close. Know me – don’t ask.
You need to have an ongoing relationship to warrant proximity.
 
We see general search used less on the Mobile, as people don’t like having to go in and out of different experiences.
Limited human attention is preserving the desire for intermediaries/gatekeepers – with functionally focused apps.
 
We all need to go where the people are – and if we grab their attention – we must deliver ($17 a click).
We are investing millions to ensure that post-click the consumer gets a superb internet/mobile experience.
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Mobile Trends V3 

Presenter
Presentation Notes

Key Takeaway:  To take advantage of these last minute mobile customers, be sure to extend your last minute availability to Expedia and Hotels.com.  This will ensure these customers know that your property exists and that you still have rooms to sell.  




Who do we trust? 

“Hotel Inspector” “Wisdom of the Crowds” “Official Schemes” 

Presenter
Presentation Notes
Social
Social is getting noisy.
We may see curation coming back a bit.
Different people respond to different authority – crowd, expert, trust no one
 
Direction on social less clear than mobile.
It shares certain similarities, once again getting close requires trust and an ongoing relationship.
You need to be able to invest in R&D right now for social – as returns are emerging, and pushing commerciality dangerous.
 




HOW DO WE ADDRESS THE 

CHANGING WORLD? 
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YESTERDAY TODAY 

Presenter
Presentation Notes
Distribution
Yesterday: GDS
Today: ETP

GDS:  reservation system
http://robbrittonthetraveler.files.wordpress.com/2009/08/rob-ta-72.jpg

GDS was created by AA and IBM (SABRE) as central data processing system; still hold dominant position in travel industry (Largest players: SABRE, Amadeus, Travelport, Pegasus)
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Where they come from? 

UK  USA  Canada  Ireland  

USA  Canada  UK  Mexico  Ireland  Spain  
Portugal  Spain  France   Germany   Italy 

US  Canada  Australia  Austria   Belgium  Denmark  France  UK  
Germany  India    Ireland   Italy  Japan  Mexico  Netherlands    New 
Zealand  Norway  Singapore   Spain  Sweden 

UK   Canada  Switzerland  Sweden  Spain  Norway   Netherlands  Italy  
Ireland  Germany  France   Finland  Denmark  Belgium  Austria  
Australia   Taiwan  South Africa  Singapore  Portugal   Philippines  
New Zealand  Mexico  Korea  Japan   Hong Kong  Colombia  China  
Brazil  Israel   Venezuela  Chile  Argentina  Russia  Poland  Turkey  
Iceland  Hungary  Greece  Czech Republic Ukraine  Slovakia  
Lithuania  Latvia  Estonia   Croatia  Thailand  Malaysia  Uruguay  
Suriname  Peru  Paraguay  Panama  Nicaragua  India   Honduras  
Guyana  French  Guatemala  El Salvador  Ecuador  Costa Rica  Canada  
Bolivia  Belize 
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What they book 
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Depends on what you show 

5   20 Quality Photos  
4% higher conversion 

€3 higher ADR 

Doubling # of Reviews 
3% higher conversion 

€2 higher ADR 
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Booking Window 

 
 
Availability 
 
• International DRRs 
• AP Window DRRs 
• Non-refundable DRRs 

Opportunity Be Tactical 

89 - 2 

 
  Availability 
 
• Fenced Channel DRRs  
• Last Minute  
• Same Day DRRs 

Opportunity 

When They Book 
 targeted through the booking window 

Leisure  

Package 

Opaque (Hotwire) 

Call Center 

Mobile 

Corporate (Egencia) 

Flash Sale 

+90 days 

Yield Management 

Specific need dates LOS 

International only Domestics only 
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Market Manager and YOU 

The largest tool chest in the industry to help you 
craft your own strategy 

Presenter
Presentation Notes
No matter what type of hotel you are, with your market manager, use the Expedia toolchest to custom craft the strategy that will work best for you.
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Maximizing Your Global Opportunities 

Thank You! 
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