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Invested & joined Cheapflights in March 2000

Launched Cheapflights.com in USA in May 2003

Chairman: passionate about product &internationalisation

Internet media investment fund with $10m

Online travel investments: WAYN.com&trivago

Incubated CheapToday.com

Launched 1996 in UK:  pioneer in online flights comparison

Grown out of cash-flow & profitable – no outside investors

8m+ visits per month in UK, US, CA, DE, AU, ES, FR, IT

me

Quick Intro



1. Learnings from Downturns
2. Making most of this Recession
3. Into The Future…



Some Personal Learning from Downturns

1.  Good times can be bad.
2.  Bad times can be good*

* With a few caveats...
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Innovation & Vision in Downturn

“Though companies are tempted during a 
downturn to manage for survival, recessions 
in fact reveal periods when the competitive 
pecking order changes dramatically.”

“The history of recession is also the story of 
technology advances that overturned the 
existing competitive order.”

“Using technology to turbocharge innovation in a downturn”
6th August 2009 McKinsey&Co.



Companies Founded During Adversity

Source: Huffington Post http://www.huffingtonpost.com/nelson-davis/bold-moves_b_212031.html

Recessions

Microsoft 1975, Zara 1975, Kingfisher 1982,

Waterstone’s 1982, Dyson 1993

Great Depression

United Technologies 1929, Porsche 1930, Revlon 1932

Founded during period of Austerity

Tesco 1919, Ikea 1943, Aldi 1946, Honda 1948



A Positive Approach to Downturn

In the 1930s W.K. Kellogg:

- Unprecedented advertising spending & sponsorships

- Invest in people – spread income between more workers

- Invest in new products “first cereal fortified with vitamins”

Source: Huffington Post http://www.huffingtonpost.com/nelson-davis/bold-moves_b_212031.html

vs



Innovation Replaces Acquisition

Source: BDO Stoy Hayward: Staying Smart in a Downturn



How Advertising Used to Work

“Half the money I spend on advertising is wasted; the 
trouble is, I don't know which half.”

John Wanamaker; Retail pioneer& father of modern advertising



UK Online Advertising on Rise

Source: 2008 Internet Advertising Bureau & Price Waterhouse Coopers

Advertising Spend by Channel



Advertising Spend in Germany by
Media 2005 - 2008

Advertising Spending In Germany by Media 2005-2008 (millions of €)

Source: ZentralverbandderdeutschenWerbwirtshaft (ZAW), * Werbung in Deutschland 2009 as cited in 
press release, June 3, 2009. eMarketer.



Downturn Focus

• Delight the consumer

• Delight our Advertising partners

• Focus on what makes us different

• Focus on long term – 3-5 year horizon

• How to x10 the size of the Company



The                    Difference

Best deals.   More partners.   More 



Long Tail of Advertisers

Traditional Media Cheapflights



The                Long Tail

Charter Flights Brazil Specialist   Turkey 

Specialist



New Design Launch



Simplifying Design: De-monetising.

-Removing graphical advertising

-Include taxes, even USA/ Canada

-Remove advertising opportunities

-Simplify design



International Expansion

2003

1996

2007

2008
2009



Focus, Focus, Focus

• Focus on hotels comparison

• Direct traffic and natural search results only

• 267 % growth over the past twelve months

User Growth

PaidClicks

• Leads from trivago price search to OTA’s

• Since Oct 08 focus on speed and usability

• 907 % growth over the past twelve months 



Other snippets from Travel Industry:

1. Expedia: fees& China
2. Kayak:  TV Adverts
3. Ryanair: New Planes
4. Wizz Air: SkyEurope Slots
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Internet Adoption 3 x Faster than TV
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vs

“There are only two kinds of internet companies; the quick and the dead.”

John Hatt, Cheapflights Founder

“It is not the strong, nor the intelligent who survive, but those who are 

quickest to adapt.”

Charles Darwin



Travel Search Landscape



Travel Search Landscape



Conclusion
• Downturns can be a big opportunity
• *caveats are important
• Online travel search is strong & positive force for change
• Think long-term, big, brave & have fun along the way



Thank you…

Talk to us ;-)
twitter.com/hugoburge
twitter.com/cheapflights_uk


