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It's a sobering business environment...

e Soaring energy prices
* Uncertain economies

 Declining consumer confidence
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...S0 let’s go to the movies

Image: HBO



It takes a lot of work to find the right person — an d then engage him

Lots of
men
(and a

Images: HBO
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Agenda

* How do European travelers use technology?

« Can social computing help hotel executives successfully reach
European online travelers?

 What do hotel executives need to know about mobile’s role in
distribution and marketing?

* What must hotel executives do to succeed?
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Theme

Hotel eBusiness must evolve from
selling to engagement
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European online travelers?
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Among European consumers, mobile’s reach exceeds th e Internet’s

As of year-end:

% Adoption
Mobile phone 81% 83%
Internet 7 59% 61% 71%
Broadband 44% 51% 68%
Mobile internet / 14% \\ 16% 35%

89% of European leisure \

travelers already own a 66% of Europe’s

mobile phone leisure travelers are
online

Base: European households

Source: Forrester’s Technographics Q2 2007 European Benchmark Study
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On average, just 1 in 3 European online leisure tra  veler is a Booker

EU 7 average
Sweden
UK

Netherlands | 43% = 30%  N27% 0 [ Booker
W Looker

Germany | 37%  32%  IBI%NN m sideliner

France

2% 1% . 88%
ltaly | 20% ~ 28% . B5%

Spain
Base: European online leisure travelers

(numbers may not add to 100 due to rounding)

Source: Forrester's European Technographics® Benchmark Survey, Q2 2007
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Storm clouds loom on the horizon

* In the US, booking has hit a “cyber ceiling”
» US online travelers are frustrated

—16% of US online leisure travelers feel that shopping for travel on the
Internet is more complicated now than it was when they first started
shopping for travel online.

—37% are more concerned about privacy and security now than when
they first started shopping for travel online.

—23% would use a good offline travel agent if they could find one

Base: US online leisure travelers

Source: Forrester's North American Technographics Travel Online Survey, Q1 2008
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In an information vacuum, travelers use priceto ma ke decisions

Percent who agree with he following statements

Price is more important to me than

0
brand names 49%

When | find a brand | like, | stick

0
with it aa%

Staying within my budget is more
Important than going to my first-
choice destination

42%

The travel company | buy from
doesn't matter as much as getting
the absolute lowest fares/rates

26%

Base: European online leisure travelers

Source: Forrester's European Technographics® Benchmark Survey, Q2 2007 w



European travelers will spend if they believe the v alue is relevant

54% say travel is an area 34% will pay affordably
of self-indulgence more for better quality

38% will pay more to
save time

Image source: Flickr Base: European online leisure travelers

Source: Forrester's European Technographics® Benchmark Survey, Q2 2007



Useful, relevant context will engage travelers
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Online travel-related video is just starting

Which of the following types of Web sites did you u se

Have you watchgd\itavg vigladashyiiglen in the past1 2
onths?

An online travel agency Web site (e.g., Expedia,

Travelocity) 49%

A travel supplier site (e.g., Hilton 37%
A Web site dedicated to vide 35%
A general media site (e.g., C

A travel review/community sit

A social networking site (e.g., Facebook, M

Base: US online leisure trad@aserslithonliakleisaveltralatiedsyideo online
Lo B e g B e FetersaN s OAI ArivaricBer Recynaghiphios Teh G DelBargeyy €yl QA0B08



When European online travelers need help, they pref  er basic customer
service channels — for now

“Many companies are now offering new types of custom er service, some on the telephone, some on the

Internet. To what extent do you like using each of the following types of customer service?”
Email customer service 29%

Advisor in a call center in your own
country

26%
FAQs [ 16%
0
online chativ [ 4% 34% do not recall

using online chat
for service/help;

Click-to-call back [N 1206 > 28% do not recall

using click-to-call
Telephone self-service _ 8%

Advisor speaking your language in a
call center in another country

Base: European online leisure travelers
(Responses reflect people who selected either 4 or 5 on five-point scale)
Source: Forrester's European Technographics® Benchmark Survey, Q2 2007 @

5%



New, more engaging forms of interactive service and support emerge

17  Entire contents © 2007 Forrester Research, Inc. All rights reserved. FORRESTER



Europe’s travelers show comfort using new forms of payment for online
purchases

“Which of the following payment methods have you use d in the past three months to pay for
products you bought online?”

Credit cards [ 48%
D | 56%
card

PayPal [ 26%
O B N 21
transfer

cop [N 20%

Gift card/prepaid 0
card I 7%

Base: European online leisure travelers
(multiple responses accepted)
Source: Forrester's European Technographics® Media, Marketing and Retail Online Survey, Q3 2007



Agenda

« Can social computing help hotel executives successf ully reach
European online travelers?
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At HEDNA Frankfurt (2006), we first mentioned “soci  al computing”

Remember this picture?
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e 5" generation of

Two years ago, we identified social computing as th

electronic distribution

2000 - 2005 -

1995 —

1980s 1990 —

1970s

1960s
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In two years, social computing has emerged as a cul  tural and business
phenomenon

22  Entire contents © 2007 Forrester Research, Inc. All rights reserved. FORRESTER



Travel plays a big role in social computing — making social computing a
blend of marketing and distribution

e YouTube: “Luxury hotels” = 2,190 results
* Flickr: “Lisbon vacation” = 5,036 results
» Facebook: “London nightclub” = >500 results
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In the US, travelers embrace travel-specific Social Computing

Travel-related activities online leisure travelers do at least monthly

Read traveler-written ratings/reviews online 19%

Read travel-related online forums or discussion
groups

10%

Visit a travel-related social networking site 8%

Read blogs by travel companies 7%

Watch a travel -related video online 5%

Post ratings/reviews of travel-related products or
: 4%
services R 4%
Use a travel-related desktop widget - 4%
Contribute to travel-related online forums or F Y
0

discussion groups

Base: US online leisure travelers
(multiple responses accepted)

Source: Forrester's North American Technographics Travel Online Survey, Q1 2008



Europe online travelers are more likely to consume than create social
computing content

Percent of European online travelers who engage in the following social computing activities, for any purpose
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Europe online travelers are more likely to consume than create social
computing content (continued)

Percent of European online travelers who engage in the following social computing activities, for any purpose

FORRESTER



Social computing can be confusing

* Travelers interest and adoption varies by country
* Numerous technologies and options exist
« Competitors are taking action (or not)

Image source: Flickr
FORRESTER



To make sense of everything, think POST

P: People Whom do you serve or target?

O: Objectives What do you want to do with social
computing?

S: Strategy How do you envision your relationship

with your customers to change?

T: Technology What social computing technologies
and applications are most relevant?

28  Entire contents © 2007 Forrester Research, Inc. All rights reserved. FORRESTER



The Social Technographics @ ladder groups consumers based on how
they participate in social computing activities

Consumers can
belong to multiple
groups
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European business travelers are more active thanle  isure travelers

30 Entire contents © 2007 Forrester Research, Inc. All rights reserved. FORRESTER



No two Social Technographics groups are quite the s ame

31 Entire contents © 2007 Forrester Research, Inc. All rights reserved. FORRESTER



Social Technographics provides insight into which g roup will — or won't —
research or buy travel online

32 Entire contents © 2007 Forrester Research, Inc. All rights reserved. FORRESTER



Online travelers of all ages participate to some de  gree in social
computing

33 Entire contents © 2007 Forrester Research, Inc. All rights reserved. FORRESTER



Behavior varies by country — use it to your advantag e

« Sweden travelers have the highest social computing participation
* Dutch travelers are the most likely to be Creators and Joiners

« German travelers use social computing to convey their opinions
« UK travelers are likely to be found on networking sites

* French travelers use social computing for information gathering

* |talian travelers enjoy blogging

e Spanish travelers don’t engage with social computing -- yet

FORRESTER



Agenda

 What do hotel executives need to know about mobile’ s role in
distribution and marketing?
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Travelers are an ideal group for mobile-based servi  ces/activities

» Travelers tend to be better educated
* Travelers are more likely to see a role for technology in their lives

* Online travelers (travelers who regularly use the Internet for any
purpose) are even more likely to embrace newer or more
sophisticated technologies

FORRESTER



Mobile phones enjoy massive reach with travelers

Japan
ltaly
Australia
UK

Metro China )
M Business travelers
M Leisure travelers
m All consumers

Metro India
Germany
Spain
France

USA

Canada

0% 20% 40% 60% 80% 100%

Base: All consumers

Sources: Forrester’s Technographics Q2 2007 European Benchmark Survey; North American Q3 2007 Mail Survey; Asia
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Internet access from mobile devices has a lot of ro

58%

32%

28%

26%

23%

Base: Online leisure travelers

20%

16%

15%

12%

11%

om to grow

Sources: Forrester’s Technographics Q2 2007 European Benchmark Survey; North American Q3 2007 Mail Survey; Asia

Pacific Q1 2007 Survey
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Productivity benefits spur travelers’ embrace of mo bile data

Percent who do the following at least once a week f  rom their mobile phones

SMS/Text — 88%

. 69%
messaging | 28%
MMS/Send 0 . . .
. -0 23% M Asia-Pacific online
picture 12% business travelers
messages I 10% .
European online
business travelers
Send/receive TN 38% _ |
en re(?elve 804 M US online business
emalil - 14% travelers
Use Instant 6%
0

(Not asked in Asia-Pacific)

Messaging F 6%

Base: Online business travelers who own/use a mobile phone

Sources: Forrester’s Technographics Q2 2007 European Benchmark Survey; North American Q3 2007 Mail Survey; Asia
Pacific Q1 2007 Survey



Simple activities dominate US mobile travel

“Which travel-related _ activities have you done using your mobile phone's

Received text alerts for flight
arrival/departure

Looked up an address

Looked up driving directions
Looked up flight schedules

Looked up dining/restaurant information
Looked up a flight's on-time status
Reserved a flight, rental car, or hotel

Researched hotel availability

Requested/booked a taxi or ground
transportation

text messaging or Internet capabilities?”

I 1o

I 35%

I 30%

I 29%

I 28%

N 269
14%

11%

8%

M Flight information
I Destination information

Booking management

Base: US leisure travelers that have an active cell phone and use it for travel-related data services

Source: Forrester's North American Consumer Technographics Q3 2007 Mail Survey



In the US, business travelers show more interest in mobile-based travel

services

Percentage who are interested in using their mobile devices for the following activities
(4 or 50n ascale of 1 [not at all interested]to 5 [very interested])

N 47%

Checking in to flights 3506 47%
Using mobile phone as room key or 24%
boarding pass 36%
Booking hotels 4% 37%
Researching rental cars 9206 34%
Researching flights 3% 34%
Researching hotels 930 34%
Booking rental cars 219 33%

Base: US online leisure/business travelers who own a Web-enabled mobile phone

Source: Forrester's North American Technographics® Q2 2007 Online Travel Survey



Frequent travelers find the most utility in mobile services

60% —— Interested in
researching

50% travel via mobile

40% — Interested in

/ booking
30% - - travel via mobile
20% //’/ Interested in mobile

check-in/check-out

10%
- i '
0% | | Inter_ested in using
mobile phone
Infrequent  Moderate (3- Frequent (5+ as room key or
(1-2 trips) 4 trips) trips) boarding pass

Base: US online leisure travelers who own a Web-enabled mobile phone

Source: Forrester's North American Technographics® Q2 2007 Online Travel Survey



Mobile services connects with your next generations of customers

60%

—&— Interested in researching
50% travel via mobile

travel via mobile

40% s -\ | |
l/ \ Interested in booking
30% ‘\“\\\.\-\
20% A Interested in mobile
‘_‘\N

check-in/check-out

10%
= Interested in using
0% T T T T | mobile phone
GenY GenX Younger Older  Seniors as room key or boarding
(18-27)  (28-41) Boomers Boomers  (63+) pass

(42-51)  (52-62)

Base: US online leisure travelers who own a Web-enabled mobile phone

Source: Forrester's North American Technographics® Q2 2007 Online Travel Survey



ion

Mobile spurs the 6th generation of travel distribut

1995 - 2000 - 2005- 2008 —

1980s 1990 —

1970s

1960s
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IPhone travel applications

SeaWorld Map American Airlines BerlineWise.de
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2D or visual codes emerge

Think of actionable bar codes

Very powerful mechanism for simplifying mobile call-to-action

An optimal way to tie to offline media (online too)

Uptake is beginning in North America today

Example: ANA

F Ter ks
Tl

BTEER o T ALaD T i3

NN —24 T |

= NIt P AW ana_co jp)

-] EIE v Fnahatets corvimd

|MIAVSP R WH T
MANER TR o T LT
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Near-field communications supports information and payment now —
guest service is next

Caen, France Philips Arena, Atlanta
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US Airways reduces costs with service by SMS

response] is more expensive than

text messaging,” says Travis Christ,
VP of sales and marketing for US
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Orbitz drives channel preference with Traveler Updat  es service

49  Entire contents © 2007 Forrester Research, Inc. All rights reserved. FORRESTER




InterContinental Hotels tests programs for upgrade and check-in by SMS

50 Entire contents © 2007 Forrester Research, Inc. All rights reserved. FORRESTER



Distribute content via GPS and personal navigation devices (PNDs)

Premier Travel Inn, a UK-based economy hotel brand,  offers

GPS navigation downloads to mobile devices so that guests
can find their hotels on the go.
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Geo-fencing and location-based services

52  Entire contents © 2007 Forrester Research, Inc. All rights reserved. FORRESTER




Agenda

 How are European travelers using technology?

e Can social computing help hotel executives successfully reach
European online travelers?

 What do hotel executives need to know about mobile’s role in
distribution and marketing?

* What must hotel executives do to succeed?
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To truly engage digital travelers, eBusiness muste  volve

From...
e Channel
* Single purpose

* Functional

...TO
e Gateway
* All-encompassing

« Fulfilling
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Travel eBusiness must be continuous and comprehensi ve

Manage/support

Learn/educate

Traveler

Buy

55  Entire contents © 2007 Forrester Research, Inc. All rights reserved. FORRESTER



Travel eBusiness must be three-dimensional; 3D eBus Iness

Engagement

Sales Service/Support

56  Entire contents © 2007 Forrester Research, Inc. All rights reserved. FORRESTER



Thank you

Henry H. Harteveldt
+1 415.206.0889

www.forrester.com
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