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InterCaontinental Hotels Group, whose brands include Haliday Inn and Crowne
el L L Plaza, will be available on Expedia for the first time since IHG broke off the
WEEBIHARS relationship in 2004,
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EVENTS avallable on Expedia.com as well as on Hotels com. IHG hotels have been
avallable on Hotwire, another Expedia brand.
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Agenda

* How do travelers feel about the economy and travel?
* How do travelers feel about using the Web to book their trips?
* What can we do better — that will matter?
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Theme

When you're relevant and
desirable, engagement is possible
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Agenda

* How do travelers feel about the economy and travel?
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Travelers are financially more confident than non-t

"How has your personal financial situation changed,

Non-travelers
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(Responses may not total to 100 due to rounding)

Base: US online consumers

Source: Forrester's Consumer Technographics North America Q4 2007 Healthcare and Travel Online Survey
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Travelers: We're OK, the country is a mess

"During the next 12 months, what do you think if "During the next 12 months, what do you think is
most likely to happen to your personal financial most likely to happen to the national economy 7"
situation ?"
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(Responses may not total to 100 due to rounding) (Responses may not total to 100 due to rounding)
Base: US online travelers Base: US online travelers

Source: Forrester's Consumer Technographics North America Q4 2007 Healthcare and Travel Online Survey w



At this time, most travelers don’t plan to cut back in 2008

"Please indicate how changes in your personal finan cial situation will affect the following aspects of your travel
plans during the next 12 months"

30

Number of
leisure/personal trips

Amount spent on
leisure/personal
travel

21% of travelers account for 28% of spending 30k

Duration of
leisure/personal trips

0% 20% 40% 60% 80% 100%
M 1 Will decrease significantly  ® 2 Will decrease slightly m 3 Will not change
4 Will increase slightly W 5 Will increase significantly

(Numbers may not add to 100 due to rounding)
Base: US online travelers
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The travelers who plan to spend more tend to be you  nger

Plan to spend less on travel Plan to spend more on travel
* Boomers (age 42-62) e Gen X/Millennials (age 18-41)
 Women * Men
« Married/partnered  Single
» College grads » Postgraduate degree
e HHI: $64,808/year « HHI: $84,395/year
 Kids at home: 46%  Kids at home: 48%

Base: US online travelers

Source: Forrester's Consumer Technographics North America Q4 2007 Healthcare and Travel Online Survey
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Travelers also intend to maintain their “hotel life styles”

"Please indicate how changes in your personal finan cial situation will affect the following aspects of your travel
plans during the next 12 months"

Grade/quality of
hotel/motel room

hotel/motel
accommodations

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

® 1 Will decrease significantly  m 2 Will decrease slightly

m 3 Will not change w4 Will increase slightly
M 5 Will increase significantly

(Numbers may not add to 100 due to rounding)
Base: US online travelers

Source: Forrester's Consumer Technographics North America Q4 2007 Healthcare and Travel Online Survey
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Agenda

* How do travelers feel about using the Web to bookt  heir trips?
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We're going backwards

* 43% believe travel Web sites shopping experiences have become
less usefult

» 15% feel the Internet doesn’t help them save money?

* 11% of US online leisure hotel guests say it's more difficult to shop
for travel online now than when they started-

Base: US online leisure travelers

Sources:
1 Forrester's Consumer Technographics North America Q4 2007 Healthcare and Travel Online Survey
2 Forrester's Consumer Technographics North America Q3 2007 Mail Study
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15% of US online leisure travelers say it's difficu It to find what they want
online — can you blame them?
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Departing: Time: Returning: Time: Cancun: Flight + 4 nights from 5572
Imm.l’dd.i\fy IAny ;l Imm.l’dd.fyy IAny ;I
Adultz (19-64)  Seniors (65+)  Children (0-18)
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Great hotel deals in top cifies E‘
New York: Last-minute deals

Orlando: Last-minute deals

1 -

Las Vegas: Last-minute deals

Additional options:

Top Destinations
Las Vegas | Mew York | Orlando | San Francisco
San Diego | Mismi | Chicago | Hawesil | Mexico

Airling, first or business class, nonstop only

» Search for flights
¢ Search for flights + hotels

Spotlight: Cancun 3 3 Last-minute Vegas deals:
S v 4

upto PP LG9y Air + 2 nts from $237

vacations in wonderful Cancun VAL } Book now on Expedia

¥ See all destinations

Always get the lowest
price—or we'll give you a
$50 coupon. »
ffihankveugys Eam valuable ThankYou®

A Points when you book!
hiore detailz F

Never miss a deal...

Get the latest money-saving deals, promotions,
and offers — how and when you swant them.

@ Deals by e-mail EE

Deals to your

IEnter e-mail address home page
IEnter haome airpart _&

Track lowe fares
1D Sign up now! with Fare Alert

Top travel interests
All-inclusive | Family | Romance | Luxury
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User profiles: A missed opportunity

* 47% of US online travelers have created profiles on travel sites

* More than half -- 55% -- are not pleased with the value the profiles provide
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We push the kitchen sink, when the traveler just wa  nts a glass of water

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



We send guests into information comas, instead of h elping them

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



We've focused on the periphery, not the core

« Addressing the periphery is » Addressing the core is
— Relatively cheap — Expensive
— Relatively simplex — Complex
— Relatively fast — Long-term
— Pretty — Less visible
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It's no surprise that fewer leisure travelers book travel online

100%
90%
80%
70%
60%
50%
40%
30%
20%
10%

0%
2005 2006 2007

W Bookers
W Lookers
M Sideliners

Source: Forrester’s Consumer Technographics® Q3 2005 North American Travel Online Survey, Forrester’s
NACTAS Q3 2006 Travel Online Survey, and North American Technographics Travel Online Survey, Q2 2007
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Offline agencies show a small but noticeable gain

“Which of the following have you actually used to b ook leisure or personal
travel in the past 12 months?”

70%
60% —— Offline travel

50%

— Opaque/discount

; T~ travel agencies
40% / T~ -+ Supplier call
k—

30% centers

“\‘ Supplier Web sites
20%

10% /\ —% Online travel

agencies

0%
2005 2006 2007

Base: US online leisure Bookers
(multiple responses accepted)
Source: Forrester’'s Consumer Technographics® Q3 2005 North American Travel Online Survey, Forrester’s
North American Consumer Technology Adoption Study Q3 2006 Travel Online Survey, and North American

Technographics Travel Online Survey, Q2 2007



Online travelers are fed up

e Three in ten US online leisure guests would use a good offline travel
agent if they could find one

» 21% feel they can find the best travel information using offline
resources

Source: Forrester's Consumer Technographics North America Q3 2007 Mail Study
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Agenda

e How do travelers feel about the economy and travel?
 How do travelers feel about using the Web to book their trips?
* What can we do better — that will matter?
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We need to make online booking easier

* The underlying legacy systems we use to sell online were never
intended for B2C usage

* IT departments have more demands than resources
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47% of leisure travelers set a budget — how canwe h  elp them?

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



We need to be clear instead of confusing

Superior
Deluxe
Premium Deluxe
Premium Full Oceanfront Room
Premium Oceanfront Junior Suite
Superior Suite
Premium Suite
Premium Oceanfront Suite
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We need to reflect customer preferences

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



We need to do a better job providing context

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



Make it easy for guests to reach us — and for us to reach them

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



We need to better understand the customer as a whol e person

* What is important to them?
* What do they value, and what will they pay for?
* How do they view their interactions with people and technology?
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Your user profile section is the best place to star t

» Ask the right questions
— What motivates them in their lives
— Attitudes towards travel
— Attitudes towards technology
— Technologies and devices they use
— Non-travel activities and brands
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Three primary motivations emerge

Family, 28%

Entertainment,
42%

Career, 30%

Base: US online leisure travelers

Source: Forrester's Consumer Technographics North America Q2 2007 Travel Online Survey
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Travelers’ motivations provide useful guidance for distribution and
customer service

« Family-motivated travelers are the least comfortable with technology

* Entertainment-motivated travelers are the most likely to engage in
cross-channel behavior

» Career-motivated travelers are the most self-directed
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33

Career- and entertainment-motivated travelers are ho tels’ best friends

Percent of each group which has made at leastonet ravel purchase of
the following products within preceding 12 months

71%
Hotel 75%

Airline _
M Entertainment
M Career
W Family

Package
Cruise

Base: US online leisure travelers

Source: Forrester's Consumer Technographics North America Q2 2007 Travel Online Survey
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Family-motivated travelers are the least brand loya |

Entertainment

M Brand disloyal
M Neutral
™ Brand loyal

Career

Family

Base: US online leisure travelers

Source: Forrester’'s Consumer Technographics® North America Q2 2007 Online Travel Study
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Family-motivated travelers are the least likely to buy online

Entertainment-motivated travelers Career-motivated t

M Booker
W Looker
W Sideliner

Family-motivated travelers

M Booker
W Looker
M Sideliner

49%

Base: US online leisure travelers

Source: Forrester's Consumer Technographics North America Q2 2007 Travel Online Survey

Entire contents © 2007 Forrester Research, Inc. All rights reserved.
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Motivations can help guide where to distribute prod ucts, offers

 The GDS matters to everyone
—Use OTAs to reach entertainment- and career-motivated travelers
— Use offline agencies to reach family-motivated travelers

» Career-motivated travelers are
— Most likely to book direct
— The most likely to trade up

» Entertainment-motivated travelers are
— The most likely to buy packages
— The most likely to take make an impulse purchase

« Family-motivated travelers are
— The most likely to allow budget to dictate destination

—The least likely to have a destination in mind when they start their trip
planning

Base: US online leisure travelers

Source: Forrester's Consumer Technographics North America Q2 2007 Travel Online Survey



Summary

 When you're relevant and desirable, engagement is possible

« 2008 won't be easy, but hotels will likely come through better than
other sectors of the industry

* We haven't done enough to keep online travelers happy

 We need to meet travelers on their terms, with tools that matter, to
(re-)engage them
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