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Research Methodology

» Google commissioned OTX, an independent marketing research company, to conduct a travel
tracking study to better understand the role that travel plays in the lives of U.S. travelers.

» A base study of 5,000 personal and business travelers was conducted 4/10/10-4/27/10 and covered
the categories of General Travel, Destinations, Hotel, Car, Air, and Cruise.

* An augment of 1,500 affluent personal travelers was included in the overall study and serves as the
base for this specific set of data.

» Data concerning Affluent Travelers by sub-vertical (Car, Air, Hotel, Cruise) are contained within
separate sub-vertical decks, available upon request.

Traveler Types Defined

Affluent Traveler
has taken at least one
trip for leisure in the
past 6 months and
has a household
income of $200K+

Business Traveler
has taken at least
three trips for business

Personal Traveler
has taken at least one
trip for leisure in the

past 6 months in the past 6 months
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Key Findings

Although the internet is used as the #1 planning resource for travelers both
1 general and affluent, online booking is more prevalent among affluent
travelers.

2 While Search is primarily used for information and research, it also prompts 1
out of 10 affluent travelers to book — more so than general travelers.

Affluent travelers watch video throughout the travel process, watch video
3 more often than general travelers, and prefer expert videos to user-
generated content.

4 Affluent travelers are 18% more likely than general travelers to access the
internet through Mobile phone.

5 Not surprisingly, affluent travelers take more international vacations and
domestic vacations of greater distance than the general population.

th!?gﬁtravel Source: 2010 Traveler's Road To Decision - Affluents, Google/OTX, September 2010 Google Confidential and Proprietary



38% of Affluent Travelers Plan To Take More
Trips In 2010 Than They Did In 2009

Predicted 2010 Travel Frequency
for Affluent Travelers

vS. 28% of
Personal
Travelers

Fewer trips than in 2009

More trips than
in 2009

About the same
as in 2009

Market your brand’s offerings that are relevant to the affluent traveler

population — a group that is looking to travel.

thinktrave] Source: 2010 Traveler's Road To Decision - Affluents, Google/OTX, September 2010
ith Google Base: affluent personal travelers (n=1567) (Q22) Thinking about any personal/leisure trips you may  Google Confidential and Proprietary 4
) 8 take in 2010, would you say the number of trips you'll take will be...



The Internet Is The #1 Travel Planning Tool for
Affluent Travelers

Overall Travel Planning Sources for Affluent
Travelers

Internet 84%

Family, friends, or colleagues

Magazines
In more detail: the
30% Internet is the #1
planning resource

Informational brochures

g,
Books 29% among Affluent
Travel agents 29% Travelers for
planning
TV Destinations (69%),
Lodging (87%),
Newspapers Airlines (81%)), Car

Rental (72%), and

Travel groups Cruise (69%)

800 or toll-free humber
Radio
Other

Do not use any sources

%
2%

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

. Source: 2010 Traveler's Road To Decision - Affluents, Google/OTX, September 2010
thlnktraVE| Base = total affluent (1693). (Q7) Which of the following sources do you typically use to plan personal or
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The Internet i1s the Most Influential Tool In
Prompting Affluent Travelers to Book

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

0%

Effect of Each Travel Source
Among Affluent Travelers

m Helped me learn more m Provided Info to help me decide ®m Prompted me to book

vS. 34% of
67% Personal
Travelers

Online presence should be central to your strategy for capturing

demand among affluent travelers.

H Source: 2010 Traveler's Road To Decision - Affluents, Google/OTX, September 2010
thinktravel

Base = Total Affluent (1693) (Q8) Listed below are some of the sources that you typically use to plan personal
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Affluent Travelers are More Likely to Book as a
Result of a Search Engine

Effect of Online Travel Sources
Among Affluent Travelers

Effect of Online Travel Helped me learn Provided information  Prompted me to
Sources (Among Affluent) more to help me decide book
- vs. 9% of
Search engines 47% 41% 14% Personal
: Travelers
Hotel websites 36% 44% 29%
Travel review sites 36% 31% 13%
Online travel agency 33% 39% 26%
Airline websites 32% 44% 33%
Destination-specific sites 31% 29% 12%
Online video sites 17% 13% 7%
Social networking sites 14% 11% 6%

Providing relevant ads in Search results is a baseline, but messaging a

call-to-action to affluent travelers ready to book is equally important.

thinktl’a\/e| Source: 2010 Traveler's Road To Decision - Affluents, Google/OTX, September 2010
1 i Base = Affluent and Use Online Source to Plan Trip (1430). (Q10a) Listed below are some of the online sources
1Google that you typically use to plan personal or leisure trips/business trips. Please indicate the statements which you
feel apply to each source of information.
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Affluent Travelers Are Online Throughout the
Entire Travel Process

Online Travel Activity Among Affluent Travelers

70% VS. 61% of
Personal Travelers

Researched an upcoming trip
Researched after seeing an online ad
Read reviews from other travelers
Brainstormed/started thinking about a trip

Requested more info related to upcoming trip

Read a travel-related blog 38% Vs. 24% of

Watched a travel video 35% Personal Travelers

Uploaded video related to past travel vs. 9% of Personal

Commented on a travel-related video Travelers

Posted reviews of places | have been
Commented on a travel review

20%

Participated in a travel-related blog

0% 10% 20% 30% 40% 50% 60% 70% &0%

Data and analytics provide actionable insights into your consumer,

allowing for brand presence throughout the purchasing cycle.

h- k | Source: 2010 Traveler's Road To Decision - Affluents, Google/OTX, September 2010
t_ ! In trave Base = Total Affluent (n=1693) (Q4) Which of the following have you done online in the past 6 months? Base Gooale Confidential and Proprietar 8
with Google = Affluent & Use Internet to Plan Trip (n=1430) (Q9) And, from which of the following locations do you 9 P y

access the Internet for travel-related information?



Affluent Travelers Look at Video at All Stages
of Planning

Stage of the Process When Affluent Travelers Watch Video

When thinking about taking a trip 67%

When looking for ideas of activities to do at a

0,
particular destination 67%

When deciding on accommodations at a

8]
particular destination 64%
When choosing a destination 64%
When thinking about what type of trip to take 55%
0% 20% 40% 60% 80%

Considering that affluent travelers are watching video especially when

they are looking for ideas and inspiration, consider advertising around
video content of this nature.

thinktravel Source: 2010 Traveler's Road To Decision - Affluents, Google/OTX, September 2010
with Goole Base = Affluent & Watch Travel Videos Online (n=850) (Q5) At what points in your travel Google Confidential and Proprietary 9
o 8 planning process do you view videos online?



Affluent Travelers Prefer Video by Experts and
Brands

Types of Travel Video Watched by Affluent Travelers

Videos from hotels, airlines, cruises, tours, etc. 69%

Trip reviews from experts

0 vs. 55%
B5%. of
Personal
Videos from travel-related channels 62% Travelers

Trip reviews from people like me 59%

Videos made by people like me

Commercials or ads from companies or brands

Other 6%

0% 10% 20% 30% 40% 50% 60% 70% 80%

If consumers are searching for or talking about your brand on video

sites, you should provide content for them to find and consider.

. Source: 2010 Traveler's Road To Decision - Affluents, Google/OTX, September 2010
thll"lktl'aV6| Base = Affluent & Watch Travel Videos Online (n=850) (Q6b) Specifically, what types
with Google of travel-related videos do you watch online?
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Affluent Travelers are 18% More Likely to
Access the Internet through a Mobile Phone

Where Affluent Travelers Access the Internet for Travel Info
100% 94%
90%

70%
vs. 18% of
Personal Travelers

60%
50%
40% 36%
30%
20%

10%

0%

Home Office Mobile Other

A well-designed Mobile website and Mobile-specific Search campaigns

should be a baseline, to reach affluent travelers — incremental
demand on Mobile phones.

. Source: 2010 Traveler's Road To Decision - Affluents, Google/OTX, September 2010
thlnktl’avel Base = Affluent & Use Internet to Plan Trip (n=1430) (Q9) And, from which of the ) ) )
ith Google following locations do you access the Internet for travel-related information? Google Confidential and Proprietary 11



Affluent Travelers are More Likely to Use a
Mobile Phone for T ravel-Related Activity

Mobile Device Activity Among Affluent Travelers

Mobile Device Activities Looked for Reserved or Checked
(Among Affluent) information booked into
Vacation activities 60% 26% 26%
H 0 0 vs. 20% 0
Air travel 58% 36% (each) of 38% Vs, 250%
Personal (air) and
Overnight accommodations 57% 39% Travelers | 29094 18%
(accomm.)
Car rental 52% 30% 28% O;Pefsona'
ravelers
Travel packages 49% 27% 27%
Cruises 43% 24% 22%
Rail travel 35% 19% 23%

To capture incremental demand — among affluent travelers on mobile

devices — implement Mobile Search and Click-to-Call functionality.

Source: 2010 Traveler's Road To Decision - Affluents, Google/OTX, September 2010
thinktrave] Base = Affluent & Use Mobile Phone for Travel Related Activities (n=496) (Q15c) Thinking about your
g personal/business travel, for which of the following, have you looked for information /booked /checked into Gooale Confidential and P iet 12
1Google via your mobile device in the past year? oogie Lonhidential and Froprietary



Affluent Travelers Engage with the Mobile
Internet

Use of Mobile Device for Reservation/Booking
Among Affluent Travelers

How Use Mobile Device To Via the Internet —

Efeﬂsue;\r/]f)/Book (Among Using Mobile “Apps” Using the Browser
Air travel 28% 42%
Overnight accommodations 26% 47%

Car rental 23% 36%
Travel packages 20% 33%
Vacation activities 17% 34%
Cruises 17% 31%
Rail travel 12% 25%

Developing a consumer-friendly Mobile website, with appropriate

landing pages and functionality, is key to generating conversions
through Mobile devices.

. Source: 2010 Traveler's Road To Decision - Affluents, Google/OTX, September 2010
thlnktl’a\/e] Base = Affluent & Use Mobile Device Used to Reserve/Book (n=253) (Q15d) Specifically, how have you ) ) )
ith Google booked the following on your mobile device ? Again, please think about your personal/business travel. ~ Google Confidential and Proprietary 13



Affluent Vacationers Travel Almost 2x Farther
Than General Vacationers

Miles From Home Miles From Home
(Last Vacation Destination) (Next Vacation Destination)
Mean: 1297 Avg. Mean: 1433 Avg.
2365 miles General 2572 miles General
100% Vacationers 100% Vacationers
90% 579 3000+ 90% 8%

80% 80%
70% 70%
60% = 1000-2999 60%
500/6 500/6
40% mLessthan 1000 409
300/6 300/6
20 B Not Sure 20%
10% 10%
0% 0%

When considering your target audience of affluent travelers, take the

time to understand which major geographic areas are drivers.

Source: 2010 Traveler's Road To Decision - Affluents, Google/OTX, September 2010
thinktravel Base = Affluent Personal Travelers (n=1567) (QD2) Approximately how many miles from home was your last

' vacation destination? ) . )
with Gongle (QD3) Approximately how many miles from home do you think your next vacation destination will be? Google Confidential and Proprietary 14



Affluent Vacationers Take Longer Domestic Trips

Miles From Home Miles From Home
(Last Domestic Vacation Destination) (Next Domestic Vacation Destination)
Mean: vs. 1092 miles for L el\ggan':| vs. 1091 miles for
1776 miles | the Avg. Personal MIES 1 the Avg. Personal
Traveler Traveler
100% 100%
90% 17% 90% 13%
3000+
80% 80%
70% 70%
60% = 1000-2999 60%
50% 50%
40% m Lessthan 1000 40v%
0% 30%
20%
’ m Not Sure 20%
10% 10%
0% 0%
(1}
. Source: 2010 Traveler's Road To Decision - Affluents, Google/OTX, September 2010
thlnktl’aVE| Base = Affluent Personal Domestic Travelers (n=759) (QD2) Approximately how many miles from home was ) . )
with Google your last vacation destination? (QD3) Approximately how many miles from home do you think your next Google Confidential and Proprietary 15

vacation destination will be?



Wealthy Travelers Tend To Book Travel Elements
Separately Rather Than Booking A Package

Vacation Booking Method Among Affluent Travelers

Book a package that offers

adiscounted rate 31%

Book
accommodations,
travel, activities etc.
separately

Providing relevant packaged and separate offerings — as relevant to

your brand — are both important strategies.

thinktravel Source: 2010 Traveler's Road To Decision - Affluents, Google/OTX, September 2010

ith Google ase = Personal Affluent Travelers (n=1567) (Q18) When you plan a personal vacation/trip, do you typically ...? Google Confidential and Proprietary 16



Nearly 3 out of 5 of Affluent Travelers List ‘Beach”
as a Top Destination

Top 10 Destination Types Considered By Affluent Travelers

Beach 59%
City 46%
Domestic locations 43%
International locations 41%
Historical site 39%
All-inclusive resort 33%
Cruise 31%
National Park 30%
Spa 29%

Event location 27%

0% 10% 20% 30% 40% 50% 60% 70%

If you are targeting affluent travelers, there are clear destination types

that should merit your focus.

. Source: 2010 Traveler's Road To Decision - Affluents, Google/OTX, September 2010
thll"lktl'aVE| Base = Affluent Personal Travelers (n=1567) (QD8) Which of the following types of destinations do you typically ) ) )
with Goagle consider when planning a vacation? Google Confidential and Proprietary 17



Affluent Travelers Are More Likely To Travel
Internationally Than General Travelers Are

TOR 10 DOAnfﬁStICt[?reStm?tlonS A'Sg frls :;2?”9 Top 10 International Destinations
(Among Affluent Travelers) (Among Affluent Travelers)
Travelers
Las Vegas 25%
Italy 29%
New York Cit 25% 0
Y (¥ VS. 72% France 28%
Personal
o Travelers
Honolulu 21% Canada 24%
H 0,
San Francisco 20% Australia 24%
Maui 20% Japan 22%
Boston 18% Both Bahamas
(28%)
Orlando 17% Germany
Chicago 16% Greece
Napa/Wine
Country 16% Mexico
Kuaui 16% Base: Affluent Personal ;
Travelers (n=1567) Spain
0% 10% 20% 30% 0% 10% 20% 30% 40%

Source: 2010 Traveler's Road To Decision - Affluents, Google/OTX, September 2010
thinktravel Base = Affluent Personal Domestic Travelers (n=1267) (QD4) Are you considering domestic or international

destinations for your next vacation? Base = Affluent Personal International Travelers (n=806). (QD5/6) Which of Google Confidential and Proprietary

with Google the following domestic/international destinations, if any, would you consider for your next vacation?

18



Price is Secondary to Security Among Affluent
Travelers

Features Most Important When Choosing Destination
(Among Affluent - Top 2 Box)

Feeling safe / secure

Weather
Price
Past experience with destination 64%
Promotions 57% Price was
#1 (83%)
Political / Social climate 53% for General
Personal
Recommendation from friend/family/colleague 53% Travelers
Can earn rewards points / miles for air travel 52%
Going to a destination you've never beento 520,
Can earn rewards points / miles for hotel 49%

0% 10% 20% 30% 40% 50% 60% 70% &80%

. Source: 2010 Traveler's Road To Decision - Affluents, Google/OTX, September 2010
thlnktraVEI Base = Affluent Personal Travelers (n=1567) (QD7) How important are each of the following when choosing ) ) )
with Google a destination for your next vacation? Google Confidential and Proprietary 19



Data into Action: Marketing Opportunities

thinktravel

Google

Build an online presence to remain top-of-mind among affluent
consumers actively and passively interacting with your brand.

Develop an extensive online booking engine that is easy to navigate
and user-friendly to allow quick online bookings.

Build your presence through online video to match your brand —
uploading professional assets where possible and driving relevant visits
to promoted videos.

Make it easy for affluent travelers using their mobile phone to book with
you — through improved internet or app functionality as well as a click-
to-call option with all ad text.

|dentify key destinations and vacation types that appeal to affluent
travelers and match your offerings (ad copy, promotions, etc.) to
consumer interest.

Google Confidential and Proprietary
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