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Deliver the right choices

inventory from 200 countries
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Our greatest values; product, technology, data & audience

TRAVELERS

expediq Expedia

, group’

200+

Sites

OUR

6 5M BRANDS

Daily identified visitors

168M

Loyalty members

Source: EG first party data, 2022



Our greatest values; product, technology, data & audience
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Our greatest values; product, technology, data & audience

TRAVELERS
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Sites
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Businesses

40k

Travel agents

168M 200+

Loyalty members
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6 5M BRANDS

Daily identified visitors
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A traveler experience that keeps them coming back

Summer in Paris
SEA to JFK

e *2 Invite to your trip

If you can dream it, $459
ChatGPT can help aretionmt i
planit.

Bookings

New York trip

Let’s get you there

aﬁéc ’) A Invite

Saved Booked

Seattle to Paris

Q Start exploring

‘A, The best price we expect between now and
takeoff is about $385 near Nov 13

o e Trick price chinigsé Y IRl  Finish planning your trip
N e - Find your perfect stay in Paris
Choose departing flight > Ch ‘
QWEIRTYUI Select your departure
Brass Point ASDFGH J K
Aug Ideas for your next trip b AR
Q2 me [ i lll ¢ Z X CVBNM * Ll
» 23 proens Expedia Bargain Fare
. 0
Better choices Easier planning Virtual Assistant Price confidence Higher relevancy
increase likeliness Trip Board users 2x more Build you tfrip and find with Flight Price with personalized
to upgrade with likely to book multiple the right fit with Tracking & Predictions cross-sell
smart shopping ip elements ChatGPT recommendations

© 2023 Expedia, Inc, an Expedia Group Company. All rights reserved. Confidential and proprietary



One Key; new unified loyalty program

the one <. One I(ey
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Members of our Travelers with a Travelers that book via
loyalty program multi-item ftrip our network
Book 2.5x more frequently 42% higher ADR 40% more off-season and

10% more mid-week
Gold members spend 22% 2.2x length of stay

more than non-members

Source: EG internal data 2022



Traveler confidence
continues to grow

£25%  +10% =«

Quarter- vear-

over- bl

quarter =

travel searches Inevel seareches
globally globally
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All Markets

France has seen an overall
growth of

+5%

in passenger bookings YoY for

2023 YTD

expedia group
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All Markets

France has seen an overall
growth of

+5%

In passenger bookings YoY for
2023 YTD

expedia group
¥ media solutions
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10M+

+50% YOY

198 usD EG
229 usD VRBO

2.1 days EG
7.0 days VRBO

2022 Total PAX

ADR

Avg. LOS

Date range: Jan 01 — 15 Jun 23



\\ Travelers turn to OTAs
throughout the purchase journey

Cancun Escape

S

e 70% /3%
Taey passante 47%
= ART 1Y E
a
12%
H =
I
Trip Trip Trip | don't use Ofther

inspiration  planning  booking OTAs

Source: Expedia Group Media Solutions - Traveler Sentiment Study, July 2020



Implement solutions to inspire, engage and convert

Inspire travelers

Engage travelers

Awareness
campaigns

Conversion
campaigns

expedia group

media solutions



Implement solutions to inspire, engage and convert

Inspire travelers
\ I /
795 Display Native PassportAds Creative & Brand Social Email
ADVERTISING ADVERTISING AUDIENCE EXTENSION PARTNERSHIPS MEDIA MARKETING

Engage travelers

Display PassportAds Creative & Brand
Awareness ADVERTISING AUDIENCE EXTENSION PARTNERSHIPS
campaigns . .
_|__@ Co-Op Native Email
_____ ADVERTISING ADVERTISING MARKETING
Conversion
campaigns

Brand Destination

RESULTS LISTINGS EXPERIENCE GALLERY

expedia group

media solutions



Display Advertising

Ads that engage fravelers no matter

. . . [ Hotels.com o @ e
where they are on their shopping journey

Ou voulez-vous partir ?

9 Destination
Avignon, Vaucluse (département), France

@ Ads designed to create cohesive B e o ser
shopping experiences for travelers

L
“* 1personne, 1 chambre

o Flexible and scalable solutions for
A brands of all sizes and i
. L] e parenthése hors du
business goals S @ tempsa Vichy
»_@ Precise targeting to reach the right ;ﬁ,g — =
traveler with the right message " WewploreFranca SRR
expedia group

media solutions




Native Advertising

Reach travelers as they shop for
their next trip " ___

CHF 859

il 2 E ibis budget Nice Aeroport Promenade des Anglais
~ km de : Céte d'Azur (NCE)

A 0,08

CHF 335
CHF 56 par nuit

Reach travel shoppers organically
7 wherever they are on their
shopping journey
Highlight your brand using

09 inspirational imagery and copy on
our most prominent placements

(oK)

expedia group

media solutions




Brand Resulis Listings

Customizable native ads for
hotel partners

Customizable content to help
7 differentiate your brand

. Inspire and inform travelers about
NviY hotel offerings

N Engage fravel audiences further
DHHH down the purchase path

expedia group

media solutions




Passport Ads - Video

Audience Extension

TRIP IDEAS TRAVEL GUIDES WORLD'S BEST TIPS + PLANNING CRUISES

TRIP IDEAS

The Best Food Cities in the U.S.
O/O\(jlj R e O C h re | ev O n 1- TrO V e | S h O p p e rS From coast to coast, these are the best places to travel for foodies.

il beyond Expedia Group sites ——

audience segments

% Build and scale custom

Target specific segments
anywhere online to reinforce

your message

expedia group

media solutions




Passport Ads — Display

Audience Extension

TRAVEL+
LEISURE

O/O\Jlj Reach relevant travel shoppers How to Plan a Family Adventure Vacation
100l beyond Bxpedia Group sites i

% Build and scale custom

audience segments

Travel is the lifeblood of many "Wow, we did that!" memories that will be
revisited around the family dinner table for years to come. It has long been
studied and reported that travel ories f: tlast material goods. As
founder and CEO of Austin Adventures, | love encouraging and helping

TO rg e-l- S peciﬁc Seg m e n 'I'S families to make the most of their traveling opportunities
anywhere online to reinforce

your message

expedia group

media solutions




Brand & Brand Parinerships

Custom-made storytelling with
our in-house creative agency

% Create unique, compelling

media experiences

Showcase your brand in a
memorable, engaging way

:}j Everything from facial
recognition to influencer
campaigns to virtual reality

expedia group

media solutions

R ADFOOD .. =

- A~
ADVENTURES USA /'f"’

stafl Wotchirig ~
° Appalachicola, Florida to-Mobile, Alabama

Hit play and the highwar
On The Road

VisitTheUSA.com

Brand USA




Brand & Brand Parinerships

Custom-made storytelling with
our in-house creative agency

% Create unique, compelling

media experiences

Showcase your brand in a
memorable, engaging way

:}\j Everything from facial
recognition to influencer
campaigns to virtual reality

Interactive road trip

Explore road trips inspired by the episode

Route 1 Route 2

[\ :aiw é
Big caverns, big trees, and tall tales:
a trek into Gold Country

M 231km Q@ 10 Stops

The gold once found in the Sierra Nevada has
mostly been carted away, but the characters,
and stories remain to be discovered.
i that Mark Twain
famous to visit Sacramento, California,

Moaning Caverns Adventure Park, a winery,

expedia group

media solutions

usA

VisitTheUSA.com

Brand USA

My Trip List




Brand & Brand Parinerships

Custom-made storytelling with
our in-house creative agency

% Create unique, compelling

media experiences

Showcase your brand in a
memorable, engaging way

j:l Everything from facial
recognition to influencer
campaigns to virtual reality

expedia group

media solutions




Brand & Brand Parinerships

Custom-made storytelling with
our in-house creative agency

% Create unique, compelling
media experiences

Showcase your brand in a
memorable, engaging way

g

Chiswick Flyover TermlﬂngTm!' v . BA Lounge

:}\j Everything from facial
recognition to influencer
campaigns to virtual reality

High-impact advertising combining digital
* DESTINATION and offline, following the traveler journey all

CANADA the way to the airport

expedia group

media solutions



Shoppable Platform

Experiences

. Q Of people travel for
m@ 43% new experiences

have made a travel choice based
on feeling represented by a
company's ads.

Spotlight

Simplifies the
experience for tfravelers
- by offering them clear

and concise content

© Expedia S TAsMANIA

o

7 reasons iokspend
an Tasmania

s off season a little different

© 2023 Expedia, Inc, an Expedia Group Company. All rights reserved. Confidential and proprietary

Concierge

Helps travelers design

their perfect trip based

on their fravel
preferences

-
Heart, soul and stories
untold

/

Wander in their footsteps in
Mississippi

Co-op

Enables multiple
partners to jointly drive
awareness of a
destination and their
brand.

A
Featured Stays
adit

Journey

Encourages travelers to
explore a destination
via a choice of curated
journeys

Portfolio

Inspires shoppers by
focusing on image &
film to showcase a
brand

e
Ao

Our World

A JOURNEY BY: HILTON CROCKFORDS CONRAD

Traveler Hub

Delivers multiple
messages and types of
contenti.e. sweepstakes
in a light-touch microsite.

National Parks & Trails Horitage & Culture  Adventure

MEDIA il sTuDIO

expedia group
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Hotel & Mobile Length
package paths shoppers of stay

The right Data © @ e i
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Last-minute Need Traveler
traveler periods type

>
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Use targeting to reach the right fraveler

Travel Geography

«  Origin

« Destination

* Route (Origin &
Destination)

* Booked Destination
& Countries

+ And More

expedia group

media solutions

Trip Details

Type of Credit Card
Number of Travelers
Days Until Trip Start
Duration of Trip

In Travel Window
Travel Dates

And More

]

Device Based

Browser Type
Device Type/
Manufacturer
IP Geography
Mobile Carrier
And More

oA

Airline Attributes

Air Class

Route (O&D)
Frequent Flyer
Program

Air Shoppers, Bookers
And More

Hotel Aftributes

Hotel Shoppers,
Bookers

Hotel Brand
Shoppers, Bookers
Property Types
And More




Seasonality

expedia group

media solutions

22.0%

2022-05 2022-06

14.0%

11.0%

2022-07 2022-08

3.0%

2022-09 2022-10 2022-11

1.0%
L

2022-12



Enquéte marché

Traveler value index 2023
. N

Traveler Value
Index 2023

e gy

Wakefield Re -

QXdeICI group- https://welcome.expediagroup.com/en/research-and-insights/traveler-value-index-2023

lllllllllllll



Wy
15%

T 207,
15%

—— 13%
14%

— 12%
14%

Atypical, low pricing
Ability to get a full refund
Enhanced cleaning/disinfection

Flexible policies to change bookings

Premium, first-class benefits and |GGG 107
upgrades 14%

N 9%

Contactless experiences

15%
I 87

Environmentally friendly policies

12%

Industry ‘
Professionals Consumers

expedia group-

media solutions
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Enquéte marché
Special Edition

expedia group

TRAVEL STUDY

Consumer Attitudes, Values,

and Motivations in Making
4 } A - — = g
-~ —_—.

Conscientious Choices

RESEARCH | 22
>

https://go2.advertising.expedia.com/sustainability-study-2022

expedia group

® media solutions



While fraveling during the past two years
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Enquéte marché
Special Edition

oxpedia group

INSIGHTS REPORT

Inclusive Travel Insights
Report

Understanding Consumer Values & Opportunities to Welcome All

Travelers

RESEARCH | 22
>

https://go2.advertising.expedia.com/inclusive-travel-report-2022

expedia group

® media solutions



There is increased demand for travel brands to focus
on diversity and inclusion

- 16%

Travelers value

15%
10% 9%

Definitely ~ Not af Not too Somewhat Very Definitely
will not all likely likely likely likely will

accommodations

“ J
with Iversity an .
a diversity and Nearly Two-Thirds
iﬂC|USiOﬂ fOCUS are likely to book a trip because of an inclusion

and diversity focus, such as an accommodation is
owned by women or people of color, is inclusive
of specific groups such as LGBTQIA+, or supports
people with varying abilities or accessibility needs.

expedia group

media solutions



expedia groups

media solutions

@ /expedia-group-media-solutions

Karrouzet@expediagroup.com
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