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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.  



Expedia, Inc. Mission and Global Brands
To revolutionize travel through the power of technology
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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.) 
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The World 1s changing
and so 1s the way people book hotels
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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 — When they book
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Measured by: YoY NRN by Booking Window YoY (August 2011-July 2012)
Merchant Bookings Only



Who they are and how they book

Booking channels are more targeted and differentiated
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2011 stayed data. Source SSAbookingcubes



Outbound China




Channel Proliferation
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Wholesaler Competition

On hotels

CACSARS
PALA<E

Click here for more ways to get in touch LA vidas - > - Sian in o Join Now

y Calling from within UK: 0871 566 2000 | &/McAfee SECURE"
on hgels @ %”éad lils Rest of the World:  +44 20 7138 3001 | TESTED DALY 21-AUC

This site uses cookies, By continuing to browse the site you are agresing to our use of cookies, Find cut mors hers X

Home | Abot

Caesars Palace
o W o 4 4 Las Vegas - NV, United States

— -

EWE&I 19 Sep 2012 1 room for 1 night

full information.

The 4.5-acre Caesars Palace is 3 tribute to Roman opulence and is located on the Strip
and approximately four miles north of McCarren International Airport.

The property’s amenities include the 23,000-square-foot Spa at Caesars, as well as
the Garden of the Gods' lawns, fountains, classically inspired statuary, and manicured
shrubbery surrounding three swimming pools and two outdeor whirlpeol spas.

The casino has 185,000 square feet, 1800 slot machines, and 110 table games to date.
For sushi, make a reservation at Hyakumi. The Empress Court overlooks the Garden
of the Gods and has Thai, Malay, and Indonesian options.

The property also features a wedding chapel, a beauty salon, an exercise room, 24-
hour room service, concierge assistance, dry cleaning and laundry services, &
business center, and 160,000 square feet of meeting space and conference facilities.

All 3349 roems feature high-speed Internet access (fee applies), voicemail, safes,
irens and irening boards, hairdryers, individual dimate control, marble bathroems,
Nintendo games (fee applies), and cable TV. Refrigerators and coffeemakers are
available on request for a fee.
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Address:
3570 Las Vegas Boulevard, Las Vegas
,85109

* Internet Available

* Air Conditioning

More Amenities »

ﬂcmline Chat

Feel free to use our online chat facility
to contact us during our opening hours.

Live Chat b}
Unavailable

Leave 3 Message

ts reserved

ROOM IMAGES ({2}
AMENITIES
RATE CALENDAR

Roman Tower Room

Roman Tower rooms reflect the vision
of Caesars Palace founder Jay Samo
when he created the legendary resort
aver 40 years ago. Conveniently
located in the heart of the property and
adjacent to the iconic Palace casino,
these rooms feature one king bed.

.

One king bed

Sitting area with chaise lounge,
upholstered armchair, and coffee
table

Marble bathroom with showerftub
combination

-

-

[] Add room to compare

7 BestRateGuarantee

Ho Resort Fees!

09/19/2012 - 09/20/2012
Mightly Rates

WED 091912 §188.10

Ava. Per Night $188.10
Subtotal $188.107

THIS

Currency Converter

-_—
2 View Rate Calendar

ROOM IMAGES (1)
AMENITIES
RATE CALENDAR

Roman Tower 2 Double Beds
Room

Roman Tower rooms reflect the vision
of Caesars Palace founder Jay Samo
when he created the legendary resort
aver 40 years ago. Conveniently
located in the heart of the property and
adjacent to the iconic Palace casino,
these rooms feature two double beds.

.

Marble bathroom with showerfub
combination

Two double beds

Sitting area with chaise lounge,
upholstered armchair, and coffee
table

-

.

[C] Add room to compare

7 BestRateGuarantee
Ho Resort Fees!

09/19/2012 - 09/20/2012
Mightly Rates

WED 091912 $239.00

Avg. Per Might $239.00
Subtotal $239.00*

THIS

Currency Converer

-_—
2 View Rate Calendar
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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.
 
 



Expedia, Inc. mobile apps
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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?
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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?




expedia

AP traveler oreference

ROOMS & RATES (1 NIGHT: 10/01/2012 - 11/01/2012)

Prices are par room/unit with 1 guest. Change your search

Room type

¥ Deluxe C
Inchudes: {

Payment Options

[ PAY ONLINE J -of- [ PAY LATER AT HOTEL
¥ mm £192 16 Ll

*1,227.66™ *1,227.66™ Oty s moms ot

(Includes all taxes and fees. Pay Later Details ¥ )

F ot
Only 2 rooms left

" Total price includes afl taxes and service fees, but does not include any exira guest charges. Dally rates do not include taxes and service fees.
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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)



Where they come from?
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& Hotels: Cheap Hotel Deals, Reviews & Reservations

expedia.com/Hotels

.7 Favorites = & Suggested Sites 2 | Upgrade Your Browser ~

6 Hotels: Cheap Hotel Deals, Reviews & Reservatio...

Hotels.com®

Wake Up Happy*

Our global sites: Il [~ Prices displayed in: USD [=

4.7 Qutstanding &

feighbourhood 2 8 4.3

is more than excellent but the room the very very

at least in my opinion

fidential and proprietary. All rights reserved.

Sign in / Create Account | Account  Bookings

Deals Customer Service # Site Feedback

Book online or call: +44 (0) 20 7136 6278 at international rates [=

Doubling # of Reviews
3% higher conversion
€2 higher ADR




When

booking window

Yield Management

Call Center

Corporate (Egencia)
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+90 days 89-2 Same Day
Booking Window
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* The largest tool chest in the industry to help you

craft your own strategy

| Hotwire
QD incie vetwork ) eLoRZ =5
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Local Expert

ACTIVITIES & EXPERIENCES BY EXPEDIA, INC.
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AN EXFEDIA, INC, COMPANY

Opportunity .
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+90 days § oo

89-2

Channel Segmentation

Booking Window

Market Manager and
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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.




Thank You!

WORLD'S LA
ONLINE TRAVEL CEEPW
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