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ello, we're
Tripadvisor.

From a reviews platform to the #1 travel guidance platform, Tripadvisor has come'along way. And for us, our
goal is to solve the enduring traveler problem: Good advice is hard to find.

That's why our mission is to provide the World’s Most Essential Travel Advice.

And with over 20+ years of traveler insights, we are the only full-service travel guidance company that can
do it. And that makes our content, commerce, and community one-of-a-kind.
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And when they plan,
they come to us.

More than any other travel platform
—

Tripadvisor Traveler Sentiment Study, 6/19-6/28/20; 2,300 Respondents across US, UK, Japan, Italy, Australia, Singapore. As compared to
Travel: Booking.com, Expedia, Airbnb, Yelp; Social Media: Facebook, Instagram, Twitter; Traditional media: TV, Newspaper and Radio

H1 Trust

Over brands like Airbnb, Yelp, Kayak,
and Booking.com

#1 Traffic

We significantly outpace industry global
competitors in traffic

#1 Guidance

436M travelers guided every month
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Tripadvisor’s strength is its ability to reach travellers and
influence decision making...before they’ve made a decision on
travel

Dreaming Planning Booking Experiencing Sharing
o o o
70% 86% 9/10 57% 247
of consumers come won't book without consumers say Tripadvisor book attractions while reviews per minute left
to Tripadvisor at some reading reviews first makes them feel more on vacation on Tripadvisor
point during their journey confident in their booking
to read reviews decisions

This is where we’d look to reach users to

drive travel to your region ahead of competitors, driving
incremental spend and visitors

Source: Tripadvisor Personalization Study
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How Is Tripadvisor
evolving in 20237

New CEO. New CGO.

e Focus on Media e Drive more traffic

e Focuson Content e Drive more engagement

Serve our travellers better Serve our partners better



Strategy Imperative: Build robust trip
planning tools & services

What

Build a distinctive, free trip planning product focused on solving key
customer pain points

Optimize Reco conversion

Further explore “bite sized” premium products (e.g., 1:1 consults, itineraries)

Clear demand signals for free and paid planning products
o  Free:10M Trips on TA in 22 with limited functionality
o  Premium: Reco NPS 90+

Key driver of overall engagement strategy

Potential upside in capturing a share of commissions
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Chicago
About Chicago

Known for its signature blend of iconic
architecture and vibrant green spaces,
Chicogo is a big city with down-to-earth vibe.
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Explore the area
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Ollie Itineraries

Pack your bags!
Let’s build your ultimat
Chicago travel plan.
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Need a little extra
help planning?

There Ore 0 few woys we con help.




We are tackling growth in International markets based
onh a cluster approach

Market Cluster

US, Canada

No. of
markets

Language
(Number of
languages)

Marketing Synergies

Seasonality
Peaks

Jun-Aug

Travel flows

us/ca/Mx

Online Travel
Sales (2024)

% Contribution to Total*

Inbound
arrivals
(2019)

UK, Ireland 4 EN Jan-Feb IE/UK 1% 6%
Australia, New Zealand Jun-July AU/NZ, TH
France, Italy, Greece, Spain, 5 Fragmented Jun-Sept FR/IT/ES 10% 32%
Portugal (non-EN)
Germany, Other (Switzerland, 8 Fragmented Jun-Sept, Jan- FR/IT, DE/AT 10% 16%
Norway, Netherlands, Denmark, (non-EN) Feb
Belgium, Austria, Sweden)
Japan, Koreq, Taiwan, Hong 4 Fragmented Jun-Sept (JP, JP/KR/TW/HK 12% 8%
Kong (non-EN) KR), Varied
Mexico 7 ES, PT July-Aug us/ca 7% 7%
Brazil, ES LATAM (Argenting, Oct-Nov BA/AR/CL
Chile, Peru, Colombidg,
Venezuela)
Middle East Middle East & Africa (Turkey, 5 Fragmented July-Aug EG/TR/AR 4% 10%
& Africa Egypt, UAE, Israel, S. Africa) (non-EN)
1 1, 0, o,
india & SE India & SE Asia (EN) 4 EN 4% 6%
Asia SE Asia (Non EN) 3 Fragmented 2% 7%
(non-EN)
Total 42

Note: *Excluding Russia & China International




Atout France

Key growth initiatives across Marketing

and Product for Priority markets

T [=

Improved User Experience Market-specific calendar for
across Hotels and Experiences Content and Campaigns
Improved translations e Market-specific
e localized sort and campaigns based on
recommendations seasonality and popular
e More frequent user travel destinations
research and audits e More localized and
conducted translated content

=

New & Optimized Marketing
channels and assets

e  Prioritized for new
channel expansion,
partner content and
content formats



“What's important f;
us ?
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Example Creative

@ Tripadvisor

red by Provence-Alpes-Cdte d'Azur

Take it slow and explore the
south of France responsibly

incidunt lacinia nu
sed orci trist

@ Tripadvisor Q w

o

Sponsored by Provence-Alpes-Céte d’Azur

Take it slow and
explore the south of
France responsibly

Embed your region
message within
Tripadvisor

Brand Experience

Take your region to the forefront of trip planning &
inspiration through a custom-branded experience led
by engaging, joyful, and actionable content.

Marrying best-in-class editorial talent with real-time
Tripadvisor data - lets drive consideration, recall and
brand awareness via content that helps travellers to
plan a perfect summer 2023 getaway in france.



Wanderlab at Tripadvisor | 15

Example Creative

12:22 7 ul T -

The Power of the
Advisory Storytellers

Tap into The Advisory influencers who align with
your region ethos and target audience. They are
passionate travel storytellers who inspire and
activate Tripadvisor's community of travel-lovers.

Inclusive of celebrity chefs, family travel experts,
lifestyle photographers, visual personalities, and so
much more, The Advisory is filled with diversified
talent of all ages and stages with built-in
audiences.

They'll create custom content that'll authentically
resonate with your region’s intended recipients.

Send message Qv



_How we measure
suUCCess




Tripadvisor

M EI G nd ECO Im pq Ct e Incremental lookers: 604,821 (€1.12p per

Q3-Q4 2022 incremental looker...so far)
UK,CH,ES,SE,NL,IE,DE,NO,BE,AT

Metric Unexposed Exposed | Campaign
Uplift
Page Views 28 42 +50%
Clicks Per User 29 44 +52%
Ad Exposed Economic | Total Ad Spend Current ROI
. Impact
POI Views 1.7 23 +40%
€3,376,365 €680k 5.9

Accom Views 52 7.2 +40%
Restaurants* 6.9 12.2 +80% SEBEREEIE 2 LgEas

Attractions € 627,973
Booking intent 1.3 3.1 +140%

Food and Beverage €1,012,522

Benchmark uplift in content consumption - 40%* gtt:‘)ar lrsietl, frstagget €673214 @






Tripadvisor
@ Tripadvisor  Q O opoitn O voms O wenes L W conno

Oslo  Moteles Quéhacer Restowantes Vuelos  Alquiler Vococional  Poquetes de Vocociones or  Cochesdeoiquier  ess

Restaurantes en Oslo

Entrega a domicilio disponible

Tripadvisor ES IP

e Europe Destination Content
e Explorer Video (Inline)

e Creative : Nature_Millenials

CAMBIAR
DE AIRES
EN"EA
,NATURALEZA ,
) sesowores Qué comer en Oslo Seckerd
Do

Caté

What to Eot in Norway (And Where Oslo
tokati)

[r—— prr— T restousomes
Ninkin @ Grgia Moviet

Buena comida




Tripadvisor

. I'Saveur-delicious
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Tripadvisor UK IP -
e Europe Destination Content
e Romance and Couples Segment
e Horizon V2 (Desktop)

e Creative : Gastronomy_Couples

Types of Attroctions
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Tripadvisor

Tripadvisor UK IP

e Europe Destination Content
e Family Segment

e Explorer Video (Inline)

e Creative : Art de Vivre,
Millenials

727 results match your filters Clear ollfilters Sort by
(0]
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Show more »




Tripadvisor

© % 4.NH Bratislava Gate One
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Tripadvisor IT IP Draomese
e Europe Destination Content e
e Business Travelers Segment 0 s :

e 300x600 .
e Creative : Nature Millenials

Expedia
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Your Investment

Tier 1: €25k

Content & Production
- Ix Destination Sponsorship

Amplification & Prompting
Consideration

- Native Boost Units

- Tripconnect

Reporting
- Standard reporting metrics
- Media effectiveness impact

Tier 2: €50k

Content & Production
- Ix Destination Sponsorship
- Ix Spotlight video

Amplification & Prompting
Consideration

- Native Boost Units

- Explorer Video

- Tripconnect

Reporting

- Standard reporting metrics
- Media effectiveness impact
- Economic Impact

Tier 3: €75k

Content & Production

- Ix Brand Experience

- Ix Destination Sponsorship
- Ix Spotlight video

Amplification & Prompting
Consideration

- Native Boost Units

- Explorer Video

- Tripconnect

Reporting

- Standard reporting metrics
- Media effectiveness impact
- Economic Impact

Tier 4: €100k

Content & Production

- 2x Brand Trip

- Ix Influencer Campaign
- Ix Brand Channel

- Ix Spotlight video

Amplification & Prompting
Consideration

- Native Boost Units

- Explorer Video

- Tripconnect

Reporting

- Standard reporting metrics
- Media effectiveness impact
- Economic Impact



Merci beaucoupg
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