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Introduction

A Lookinside.travel represents a collaboration of public and
private organizations with the aim of providing a deeper
understanding of consumer travel behavior

A The concept was created and sponsored by Google, in
partnership with El Instituto De Estudios Turisticos and
Exceltur

A As part of the initiative, PhoCusWright conducted a study
designed to analyze key components of Spanish traveler
behavior and sources of influence
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Methodology
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A Quantitative survey of Spanish adults fielded Nov. 2010
Jan. 2011
A Qualifying respondents:

A Took at least one overnight trip that included paid
accommodations and/or transportation in the past 12
months

A Played an active role in planning their trips

A Three methods of data collection:

A Telephone (random sample)

A Online (distributed through partners and
lookinside.travel)

A A total of 68,176 qualified responses were received (out of
80,304 collected)
A Telephone (random samplep14
A Online (partners and www.lookinside.trave§7,262
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Methodology (continued)

A Partner and lookinside.travablicited responses were
weighted to reflect the general Spanish traveling
population along the following parameters:

A Frequency of Internet Usage

A Age

A Annual Household Income

A Domestic versus International (Last Trip Destination)
A Last Trip Expenditure

A Trip Type (i.e., Holiday, Visit Friends/Family)

A As considerable bias was introduced to this group due to
the sampling methods employed, the effective sample
after weighting for the above factors is 79,262

A As questions focused on the last trip taken, consumers
only answered questions for travel components that were
included in their last trip. Therefore, the base respondent
group changes question by question
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Terminology

Lookinside Partner Respondents

Represents all respondents who have Internet access and
includes both collection methods: online and telephone.
Because the group encompasses all methods it includes a
small portion of respondents who were not solicited by
partners (<3%). Responses from this group are not
projectable onto the whole Spanish population. The sample
however represents a leading segment (in terms of both
volume and value) of Spanish travelers purchasing from the
largest mainstream travel and tourism groups in Spain.

General Spanish Travelers

Represents the general Spanish traveling population,
including those who do not have Internet access. These
responses were collected by random sample via telephone.
Responses from this group can be projected onto the Spanis
traveling population.

For a list of partners and the number of respondents they contributed, please refer to slide 91.
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Key Findings
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ATravelers are performing more of their planning process
online
0 Across products, substantially more
Lookinside.travel partner respondents both shopped
and booked online in 2010 versus 2009
o In addition, a substantially lower portion of
respondents shopped and booked completely offline
A Air travel widens its online leadership
0 93% of partner respondents (excluding respondents
solicited by airline partners) booked online in 2010,
versus 73% in 2009
o0 Hotel (excluding respondents solicited by hotel
partners) also saw healthy online growth, with 68%
booking online in 2010 versus 51% in 2009
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Key Findings

AOnline travel agencies (OTASs) are losing more of their air
shoppers
o Three out of four (74%) fliers who shopped with an OTA
booked directly with an airline in 2010, compared to
52% in 2009
0 OTA shopper defection to hotel websites was less
pronounced, but also grew from 37% to 40%
APackaged travel is slightly less popular
0 A quarter of respondents booked their last trip as a
package in 2010, compared to 29% in the prior year
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Key Findings
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ATravel agency influence is waning
o Travel agent influence dropped among both partner
respondents and general Spanish travelers in 2010
this trend is consistent across products, but is
particularly pronounced in packaged travel
ATravelers are inclined to repeat behavior
0 Prior positive experience and other indicators of
repeat behavior are the most common reason
respondents use certain websites
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Key Findings

APrice continues to dominate product choices
o Air remains the most priedriven product decision.
In fact, lowest price widened its lead as the number
one flight choice criteriomg cited by 71% in 2009 and
81% in 2010
AThe influence of search has broadened
o Both among partner respondents and general
Spanish travelers, the usage of search in the travel
planning process has increased despite overall
Internet usage remaining relatively flat
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Strategic Implications

Economic challenges face off with old habits

Across geographies and industries, recessionary periods bring waves
change in consumer behavior. When times are good, consumers have
little impetus to change the way they do things. When times are tough,
however, they are motivated to seek alternatives that save them a bit o
money and help them squeeze the most value out of their slim budget:
The information transparency and frictionless ease of planning travel
online therefore become particularly relevant for people during lean
times.

Once consumers move online, they have a tendency to stay there. Ne\
travel website users do not suddenly ignore offline options completely,
but the Internet typically becomes their default information source.
Online adoption growth does not occur in a smooth, steady line over
time. Instead, it accelerates and decelerates with marketplace trends. |
2010, many new Spanish travelers turned to the Internet to help them
make the most of their holidays. The momentum gained by Spanish
websites as a result will continue to propel progress in the coming
years.
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Strategic Implications

Agents must learn to be curators

Unfortunately, the march of progress often leaves casualties. The
rise of online travel brings with it the fall of traditional travel
agencies as a mainstream distribution channel. Across all products
¢ including packaged travelfewer Lookinside.travel partner
respondents and general Spanish travelers turned to travel agents
in 2010 than in the previous year. While economic recovery will
replenish some demand for travel agent services, the gradual
descent of the travel agency channel is inevitable.

There is a point, however, at which this descent hits a floor. Even
though most consumers will use the Internet to book most of their
travel, many will continue to use travel agents for certain trips.
Even in the most mature online markets, travelers often turn to
travel agents to help them plan long, complex and faraway trips.
With access to rich travel information now a given, future success
NBadga Ay |y 3ISYyiaQa | oAttakertd (2
curator of travel experiences.
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Strategic Implications
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Usage of metasearch websites is uncommon in Spain, but many
Spanish travelers treat OTAs like metasearch engines when it comes
to air products. Well over half of OTA air shoppers are booking
directly with supplier websiteg using OTAs as a decision tool and not
a booking tool. Therefore, OTAs are an important source of referrals
for airline websites, but the OTA model does not allow them to
monetize these referrals. A mix of referral and booking models may
therefore be a good option for OTAs to capture the best of both
worlds. Transactional websites may have a tough time swallowing the
idea of referring traffigg traffic they worked hard to get but the

reality is, it is happening anyway. Rather than fighting it, another
tactic to consider is leveraging it.
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Strategic Implications

Conversion is important, but so are conversations

Word of mouth has long been understood by marketers as the silver
bullet in brand and purchase decisionbut the ability to infiltrate

these conversations has for years has proved to be an elusive dream
The growing penetration and familiarity of the Web is now slowly
making access to these conversations more of a reality. There is an
important distinction, however, between those who sit within the circle
of trust (such as friends and family), those who sit on the edge
(reviewers), and those outside of it altogether (marketers).

Successfully establishing a presence across these networks represer
tremendous opportunity for any consumer brand. While the ROI of
engaging in these new channels may not be obvious, dismissing the
social Web could be limiting. It is often not easy for consumers to
NBEO23IyAT S FYR NBOFftf GKS Ay Tt dzS
or story about an unpleasant experience with a particular braadd
therefore, social networks rank low on the scale of decision influence
However, these interactions leave impressions that stick.

lookinside. PhoCusWri gh_tC

travel II"I"IIII S T o O DO o e ©2011 PhoCusWright Inc. and lookinside.travel  All international rights reserved



SPANISH TRAVELER SURVEY Google OB« i oo @ e 1 e

Strategic Implications

The early bird wins the customer

Among partner respondents, the most common reasons for using certain website
are related to prior positive experience and habitual visitatiqgreople are simply
'57 accustomed to using certain websites. Among general Spanish travelers, howeve
the reasons are dominated by convenience, price and search results (depending
the product). As the partner respondents reflect a more onkagvy group, in
these results, we can observe the variance between the motivators of relatively
novice users against those of more mature users. The novice users of today,
however, will quickly form their own habits, so it is important for travel companies

to reach out to these users. It will be more difficult for companies to change
b traveler habits later on.

Of the top three motivators among general Spanish travelers, guidance from sea
engines was the only one to grow consistently and substantially across products.
? Over a third of lodging website users indicated they visited websites because

search results guided them in 2010. This is a strong indicator, particularly in
relation to new travelers, of the importance of search in navigating the plethora o
online travel options. Utilizing SEO/SEM strategically is therefore more important
than ever as these new online travelers get to know their online options and
develop habits that will dominate their behavior in the future.
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Traveler Internet Access

About once a month -A,';é% _ _ _
90 AVery slight increase in frequency of
A 2 :
About once a week 6% online interaction
: 19%
Several times a weel — 18%
: 4%
Once daily 2%
. : : 25%
Multiple times daily 7%
: 39%
TG O O N 4106

2009 m 2010

Question:Please describe how often you access the Internet.
Base:Lookinside partner respondents (2010 N=79,262; 2009 N=26,081)
Sourcelookinside.travel: Spanish Traveler Survey
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Annual Trip Frequency

40% -
36%
i ATrip frequency remains similar
30% - 28% A61% took fewer than five
25 leisure trips in 2009

205 . compared to 63% in 2010

16%

3
10% -
0% - . .

1-2trips 3-4trips 56trips 7-9trips 1019 trips 20+ trips

2009 Leisure m 2010 Leisure
2009 Business m 2010 Business

Question:How many overnight trips at least 100 km from home have you taken in the past 12 months? From these, how many included paid
transportation and/or lodging (including cruises)? From these, how many were for business?

Base:Lookinside partner respondent8010 N=79,262; 2009=26,081)

Sourcelookinside.travel: Spanish Traveler Survey
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Annual Trip Frequency (General Spanish Traveler)

80% -
70%
66
60% -
40% -
18%
20% - 169
%
% 6%
8% .1%% 20m90%8% 2/03@%% 194%%96
0% - . - .
1-2trips  3-4trips 56trips  7-9trips 1019 trips 20+ trips
2009 Leisure m 2010 Leisure
2009 Business m 2010 Business

ATrip frequency decreased
slightly among general
traveler population

A82% took fewer than five
leisure trips in 2009
compared to 88% in 2010

Question:How many overnight trips at least 100 km from home have you taken in the past 12 months? From these, how many included paid
transportation and/or lodging (including cruises)? From these, how many were for business?

Base:General respondents (2010 N=914; 2009 N=1,063)
Sourcelookinside.travel: Spanish Traveler Survey
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Last Trip Components

Hotel or other paid lodging H@z% AMore trips included lodging and

A 46% air components in 2010
T S 52%

. [0)
Car hire | 120

13%
Bus B 1% 0

; 109%
Rail W 6% 0

Cruise i 245%’

2%
Ferry F 2%‘)’

0% 109209309 0%H0%650%7 0Y8B0%
2009 m2010
Question:Which of the following components were included in your last tRp&ase select all that apply

Base:Lookinside partner respondenf2010 N=79,262; 2009 N=26,081)
Sourcelookinside.travel: Spanish Traveler Survey
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Last Trip Components

29%

APackaged holidays lost a little
ground in 2010 in favor of separate
components

As a prepackaged holiday

25%

71%

Separately
75%

0% 20% 40% 60% 80%

2009 = 2010

Question:Which of the following components were included in your last tRp&ase select all that apply
Base:Lookinside partner respondenf2010 N=79,262; 2009=26,081)
Sourcelookinside.travel: Spanish Traveler Survey
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Last Trip Travel Party

BY yourself 13(}/?% A The most common trip party
] remains two adults
With one other 44% A Family trips increased slightly while
adult/couple IR 45% travel alone was slightly less
With family 20% common

including children EEN 25%

With adult family 6%
(no children) [ 6%

With friends or 11%
work colleagues - 11%

0% 20% 40% 60%

2009 = 2010

Question:Who did you travel withPlease select onPlease indicate how many people traveled with you?
Base:Lookinside partner respondent8010 N=79,262; 2009 N=26,081)
Sourcelookinside.travel: Spanish Traveler Survey
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Last Trip Spend (per Person)

R |
A Travelers spent less per person in
£500- €999 11% 2010 compared to 2009
R 18% A 76% spent undefi500 per person
14% on their last trip in 2010 compared

€1,000-€1,999 [ o to 70% in 2009

3%
€2,000-€2,999 | 1%

2%
€3,000 + 0%

0% 20  40% 60% 80%
2009 m 2010

Question:Approximately, how much did the group spend (including airline tickets, train tickets, accommodations, car hire, cruise paxckages)?
Base:Lookinside partner respondenf2010 N=79,262; 2009 N=26,081
Sourcelookinside.travel: Spanish Traveler Survey
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Last Trip Spend (per Person, General Spanish Travelers )

71%
e N 67% A Travelers spent slightly more per
- person in 2010 compared to 2009
€900-€999 i 10% A As general Spanish travelers have a
lower trip frequency, their travel
€1,000-¢1,099 g0 spend is more concentrated into
fewer trips
2%
€2,000-€2,999 I 2%
1%
€3,000 + F 204
0% 20% 40% 60% 80%

2010 m 2009

Question:Approximately, how much did the group spend (including airline tickets, train tickets, accommodations, car hire, cruise paxckages)?
Base:Lookinside partner respondents (2010 N=914, 2009 N=846)
Sourcelookinside.travel: Spanish Traveler Survey
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General Travel Summary

ALookinside respondents represent frequent, high
value travelers

AOver two thirds (68%) access the Internet at
least once a day

AMost travelers included paid lodging for their last
trip (82%), far fewer included a flight (52%)

ATravelers most often took a trip with one other
person, or as a couple (45%)

APackaged travel declined slightly in popularity. A
guarter of respondents booked their last trip as a
package in 2010, compared to 29% in the prior
year
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Destination Selection

: 32%
Personal or business reasot 26% 0

A Trips were less commonly driven
by personal or business reasons

Versus a year ago

| liked destination in a previous tri|
Quality of natural attractions
Weather

P . - H
rice A Quality of natural attractions (a

new option in 2010) is a powerful
driver of destination decisions

Available cultural activities
Friends or relative
Proximity

Available outdoor activities
Gastronomy

Travel agent recommendatiol
Practice language:

Other
2009 m 2010

Question:What were the reasons you chose that destinati®@ase select all that apply
Base:Lookinside partner respondent2010 N=79,262; 2009 N=26,081)
Sourcelookinside.travel: Spanish Traveler Survey
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Information Sources for Destination Decision

Any online channel (NET Zé‘;//" A There is remarkably little change in
0 . .
2800 information sources used for
. . 0 . . .
P T 2006 destination ideas
Internet search engine 33% . . .
I 35% A Friends and family remain the
Online travel agency 18% most common individual source of
0, . . .
M 7% information (39%), but online
Online destination tourist 13% : :
information sites [ 13% options in aggregate have even
10% broader influence (53%)
Travel provider websites  10%
7% A Internet Search Engine is the most
TV program 0 . . . .
B 9% influential source in the online
Travel agent 13% channel and the second in total,
9% ) 0
growing from 33 to 35%
2009 m 2010

Question:Please indicate which of the following sources of information influenced you to consider certain destinBliesse select all that apply.
Base:Lookinside partner responden{8010 N=79,262; 2009 N=26,081)
Sourcelookinside.travel: Spanish Traveler Survey
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Reasons for Using Certain Websites

Positive prior experience

38%

o
35507

Convenience/ease of us

Comprehensive informatior 31%4%
Offers the possibility to compak 279 01%
Online search engine resul ng/g%
Trust in the brand %fo%o
Best quality of information 16]‘5 0%
Friends/family recommendatior 1 ?5%0
Online advertising guided m 99 01%
Offline advertising guided mg go%’
Social media sites guided 2%%
Other 3'3(%)
0% 10% 20% 30% 40%
2009 m 2010

Question:Why did you visit these websiteFPease select all that apply.
Base:Lookinside partner respondents (2010 N=39,435; 2009 N=25,494)
Sourcelookinside.travel: Spanish Traveler Survey

lookinside. PhoCusWright:

A Similar versus a year ago, but all
options received a slightly lower
response

A Prior positive experience and
brand trust saw the least change
results are virtually the same,
representing the leading reason

A Social Media sites and offline
advertising do not almost drive
traffic to travel website (3%) while
search engines results represents
25%
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Destination Selection Summary

AAs a complex decision, destination selection has
changed very little year to year, particularly in
relation to individual travel products

AFriends and family remain the most common
individual source of information (39%), but online
options in aggregate have even broader influence
53%), shining search engine above all (35%)

AQuality of natural attractions (a new option in 2010)
is a powerful driver of destination decisions
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Accommodation Information Sources

69% (5% .
65% (1) | AOnline channels are by far the

most influential and keep

Any online channel (NE1

i 40% (5%
B % (04(%)0) growing. Between them search
Hotel provider websites B 35% (29) engine is the leader, with the
e same growth (3510%)
Friends/family ’ 25/?% 8(‘;//:))))
15% (-3%) AOnline social media influence is
Online travel agency 135% (()_3%)0 growing but it is still very flog (6%)
i inati ist i ion site: 10% (-2%)
Online destination tourist information site: 8% (-1%) ATourism Boards sites ot Only

5%(2%) have a low impact but it is even

Online social media, forums and blo 6% (3%0) decreasing (9%)
56%12(;& ))

o(- 0
| . . . ATravel agents are almost totally

0% 20% 40% 60% ignored
m 2010 Consideratior m 2010 Selection (Variance from 2009)

Travel agent

Question:Before planning the details of your trip, please indicate which of the following information sources influenced you tertseisitt your

particular accommodations:
Base:Lookinside partner respondents (2010 N=35,463; 2009 N=4,347)
Sourcelookinside.travel: Spanish Traveler Surve
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Accommodation Information Sources (General Spanish Travelers)

36% (-3%)
38% (1%)

299% (-1%) A Travelers relied less heavily on
28% (6%) :
, travel agents in 2010
O/ -
%3:://3(_5%;” A OTAs and travel agencies now
have a similar reach

Any online channel (NET
Internet search engine

Friends/family

Online destination tourist information

sites i é 0%;

8% (2%

Online travel agency 8%5-1%02)%)
6% (-9%)
7% (-5%)

3% éO%g
3% (1%

Travel agent

Online advertisement

2%  (2%)
3% (2%)

0% 5% 10% 15% 20% 25% 30% 35% 40%

Online social media, forums and bloy

m 2010 Consideratior m 2010 Selection  (Variance from 2009)

Question:Before planning the details of your trip, please indicate which of the following information sources influenced you tertseisitt your
particular accommodations:

Base:General respondents (2010 N= 528; 2009 N=458)

Sourcelookinside.travel: Spanish Traveler Surve
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Alr Information Sources

48% (-5%)
45% (-3%)

29%  (-3%) : : :
24% " (-5%) A Unlike lodging, the influence of

Any online channel (NE1

Internet search engine

Friends/family 2% (27%;) online channels has shrunk
o (7%0) slightly as consolidation shrunk
Transport companies' website 1601/?%(0/%)%) the breadth of choice, though it

' 0
8%  (-8%) is the largest (4218%)
12% (-2%)

(3%) A The influence of friends and
9%  (4%)

Online travel agency

Online advertisement 4%

family in the selection has grown
Travel agent [§ 576 ((54%%) sign_ifica_lntly but Sti”_ search_
Online destination tourist informationg 204 (-3%) engine Is the most influential
sites 1% (-4%) source (2429%)
0% 10% 20% 30% 40% 50% 60%
m 2010 Consideratior m 2010 Selection (Variance from 2009)

Question:Before planning the details of your trip, please indicate which of the following information sources influenced you tertselsict certain
transportation companies:

Base:Lookinside partner respondents (2010 N=7,074; 2009 N=6,431)
Sourcelookinside.travel: Spanish Traveler Surve
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Air Information Sources (General Spanish Travelers)

38% (6%)

Any online channel (NET 45% (3%)

Transportation companies' website 12x 30(%2@%/0) A In the selection phase the
Internet search engine - 20% 0/(&)5%) influence of online channels has

0 -0Y% . .
grown to reach level similar to

Online travel agency 8106 (200 the partner respondents
S (6% A Airline websites have been the

i i 0 -070 . .
Friends/tamily B8 506 (-dos) driver of online growth

3% (-7%)
4% (-7%)

306(-2%)
3% (0%)

3% (3%)
1% (0%)

0% 10% 20% 30% 40% 50%

Travel agent

Online advertisement

Online destination tourist information
sites

m 2010 Consideratior ~ m 2010 Selection (Variance from 2009)

Question:Before planning the details of your trip, please indicate which of the following information sources influenced you tertselsict certain
transportation companies:

Base:General respondents (2010 N=227; 2009 N=289)

Sourcelookinside.travel: Spanish Traveler Surve
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Tour Package Information Sources

[

Any online sources (NE” 52%8% (6(Z/(())/)0)

A Online channels usage is

: 7% - :
Internet search engine S5e (5(%)°) higher than a year ago, mainly

, o driven by increased search
Online travel agency 21% (0%) . .
22%  (0%) engine usage, which the most
Friends/family 19(503% E_‘gg//(()); influential source (2&2%)
Travel agent e fou) A Travelers relied less heavily on

Online destination tourist 9% (-3%) travel agent than a year ago

information sites 9%  (-0%)
Travel provider websites ;(%’ (&%/o) A OTAs nO_W the S?COHd most

popular information source as
- - -1%
Online advertisement 770%’ ((0%3)) both travel agent and

: ' ' ' ' ' ' friends/family slip
% 10% 20% 30% 40% 50% 60%

m 2010 Consideratior m 2010 Selection (Variance from 2009)

Question:Before planning the details of your trip, please indicate which of the following information sources influenced you tertselsict certain

tour package providers:
Base:Lookinside partner respondents (2010 N=7,763; 2009 N=7,207)
Sourcelookinside.travel: Spanish Traveler Surve
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Tour Package Information Sources (General Spanish Travelers)

28%  (-11%)

Travel agent 28% (-10%)

%) A The influence of travel agents

17%  (-2%) as declined, but they remain

19%  (6%) the top information source by

1% (1%) a healthy lead

A After personal
recommendations from travel

12%

Any online channel (net

Friends/family

8% (-1%

Internet search engine 11% (13/0)

Brochures % oy agents and friends/family,
point
Travel provider websites 4% (&%g A _Brochures remain an
Important source of
Online travel agency IL1%, (3% information

3%  (-6%)

0% 5% 10% 15% 20% 25% 30% 35% 40%

m 2010 Consideratior ~ m 2010 Selection  (Variance from 2009)

Question:Before planning the details of your trip, please indicate which of the following information sources influenced you tertselsict certain

tour package providers:
Base:General respondents (2010 N=241; 2009 N=327)
Sourcelookinside.travel: Spanish Traveler Surve

lookinside. PhoCusWright:
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Information Sources i Shopping

63% (4%)
(-3%%
2% (-6%)

Any online sources (NE” 45%
A Overall online influence is most
35% (4% widespread among lodgin
24% (-50%)( ) P g ging

28%  (5%) consumers

Internet search engine

22% (2%)

Friends/family 193/2%(_&/0/;) A Search is now nearly consistently
i the most popular information
30% (0%) source for shopping (285%)

Travel provider websites 16% (0%)

%  (-1%)

12% E-s%
12% (2%
22% (0%)

Online travel agency

(-1%)
-4%)
16% (-10%)

0% 10% 20% 30% 40% 50% 60%
m 2010 Accommodations m 2010 Air m 2010 Tour package (Variance from 2009)

Travel agent

Question:During the process of actively planning your trip, please indicate which of the following sources of information infleniceskject your:
Base:Lookinside partner respondent8{10N=35,463For Accommodations7,763for Tour packagef074 for Air; 2009 N= 4,294 for Accommodations;
6,968 for Tour package; 6,337for Air)

Sourcelookinside.travel: Spanish Traveler Survey
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Information Sources i Shopping (General Spanish Travelers)

38% (1%)

Any online channel (NET 45%(3%)

17%

(-2%) A Overall online influence is most

. 28% (5%) widespread among lodging
Internet search engine 13% (-6%)
(1%) consumers
A Search is now nearly consistently
the most popular information
source

19% (-1%)
17% (1%)

Friends/family

Travel agent
28% (-10%)

1% (-10%)

Travel provider websites 30% (4%)

8% (2%)
12% (-2%)
3% (-6%)

0% 10% 20% 30% 40% 50%

Online travel agency

m 2010 Accommodationsm 2010 Air m 2010 Tour package (Variance from 2009)

Question:During the process of actively planning your trip, please indicate which of the following sources of information infleniceskject your:
Base:General respondents (2010828 for Accommodations241for Tour package227for Air; 2009 N= 458 for Accommodations ; 327 for Tour
package; 289 for Air)

Sourcelookinside.travel: Spanish Traveler Survey
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Reasons for Using Certain Web Sites

36%

(1({;?%(6%) A Positive prior experience plays a

much more important role for aig
the top motivators reflect strong

( 00/)48%(26%) likelihood of repeat behavior

Because | normally use thes
websites

Positive prior experience
33%

28% (-7%) A Price, however, remains a very
0 13% . . .
32350/" (_(1%) ) common motivator for air site

choice as well

Convenience/ease of us

28%  (1%)
39% (-1%) _ . .
(5%) A Comprehensiveness of information

IS not as important for air compared
to the other products, and has
decreased across each of them year

Best prices
31%

28% S-z%)
(-7%
26%  (-4%)

0% 5% 10%1 5%20%25%30%35%40%45%50% over year

Comprehensive informatior

m 2010 Accommodationsm 2010 Air m 2010 Tour package (Variance from 2009)

Question:Why did you visit these websiteFPease select all that apply.

Base:Lookinside partner respondent210N=10,104 foiTour package3,949for Air; 23,363for Accommodations; 2009 N=3,322 for Tour package;
3,786 for Air; 2,670 for Accommaodations)

Sourcelookinside.travel: Spanish Traveler Survey
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Reasons for Using Certain Web Sites (General Spanish
Travelers)

350 (196) A Price remains the top driver of

Convenience/ease of us air website choices

15% (4%)
33% (4%)

21?0%)(-15%) A Across products, more people

31% (-3%) are guided by online search
engine than a year ago

Comprehensive informatior 14%

18% (-1%)
Best prices 44% (1%)

13% (10%)

35% (17%)
Online search engine results guided r 27% 21%)
(10%

19%

19%  (-1%)
(2%)
25%  (-3%)

Positive prior experience

0% 5%10%4.5%20%25980985%40%45% 0%

m 2010 Accommodations m 2010 Air ® 2010 Tour package (Variance from 2009

Question:Why did you visit these website§Pase select all that apply.

Base:General respondent®010N=48for Tour package; 116 for AR37for Accommodations 2009 N=66 for Tour package; 116 for Air; 202 for
Accommodations)

Sourcelookinside.travel: Spanish Traveler Surve
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Number of Websites Used

A The number of websites

6 - used in destination and
6,1 tour package selection
5,5 declined slightly and ranges
4 7 4, from 4 to 5.5, depending
’ 4, = on the product
5 A The number of sites used
| for individual product
components stayed roughly
flat or increased
O T T T T T
N\ < N S < L2
,00'2’90 ,bc‘,@% v b'z’}\oo Cz;:(\\‘ O\)\%
Qz‘o o“Q @o
<0 &
W
2009 m 2010
Question:How many different websites did you visit in the process of selection and purchase of your ?

Base:Lookinside partner responden8010 N=39,09%or Destination9,256for Tour package3,790for Air;22,048for Accommodations7,103for Car
hire; 404 forCruise; 2009 N=12,307 for Destination; 2,981 for Tour package; 3,301 for Air; 2,489 for Accommodations; 1,871 for Car hir€n248)fc
Sourcelookinside.travel: Spanish Traveler Survey
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Sources of Influence Summary

Alnternet as a whole is the most popular planning
tool and its popularity has even increased for most
products (air is an exception)

A Search engine is the individual most popular
planning tool and its popularity has even increased
for most products (again, air is an exception)

ATravel agent influence dropped among both partner
respondents and general Spanish travelers across
products, and particularly in packaged travel

APrice continues to dominate motivation to visit
websites when planning air

A Among both partner respondents and general
Spanish travelers, breadth of information was cited
less often as a reason to use certain websites

lookinside.
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Program

AProject Overview

AKey Findings

AGeneral Travel and Last Trip Characteristics
ADestination Selection

A Sources of Influence

AProduct Selection Criteria

ABooking Behavior

AOnline and Offline Dynamics

ASearch Dynamics
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Lodging Selection Criteria

Lowest price

A Price, location and quality
continue to be key drivers
in lodging selection

Vicinity to activities or places of interes
Value for the price
Quiality/rating of the hotel
A Interestingly, lowest price
has decreased its influence
from 47 to 43%, while
vicinity to activities or
places of interest has
increased from 33 to 37%

Convenience

Services offered

Trust in the brand

Recommendation from friends/relative

Previous positive experience with this hot

Previous positive experience with the brar

Loyalty programme of the hotel chai
Other

Recommendation from a travel ager

0%  10% 20% 30% 40%  50%
2009 m2010

Question:Please indicate which were the main reasons why you selected this hotel or property?
Base:Lookinside partner respondents (2010 N=35,835; 2009 N=4,362)
Sourcelookinside.travel: Spanish Traveler Surve
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Lodging Selection Criteria by Spend (per Person)

AConsumers who spent
less thane500 are
substantially more likely
to be motivated by price

46%
Lowest price

Vicinity to activities or places of interes

AHigher spend consumers
are more often making
decision based on
quality/ratings

Value for the price

Quality/rating of the hotel
40%

22%
23%
22%

0% 10% 20% 30%  40%  50%
m <e500 €500-1000 me€1000+

Convenience

Question:Please indicate which were the main reasons why you selected this hotel or property?
Base:Lookinside partner respondents (N=35,835)
Sourcelookinside.travel: Spanish Traveler Surve
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Air Travel Selection Criteria

6104 A Lowest price continues to
dominate air decisions, even
6% oy more so in 2010 than 2009
20% (81% instead of 71%). This
16o23% reflects the continuous

1{8% commoditization of the air

Lowest price

Availability over particular date:
Previous positive experience with tK
Value for the price

Convenience

Trust in the brand

Speed/traveling time 125 product
Recommendation from friends/relative ‘Vio%
Quality of service g’ 3% A No surprise that availability
Other o 5%, over particular dates is the
Loyalty program of the compan g 3%, second selection criteria
Allows more weight in the luggag &8, (46%)
Recommendation from a travel ager | 1 57°
0% 20% 40% 60% 80%
2009 = 2010

Question:What was the main means of transportation you used to get to your destingiglect onePlease indicate the main reasons why you selec
this transportation option?

Base:Lookinside partner respondents (2010 N=7,215; 2009 N=6,113)

Sourcelookinside.travel: Spanish Traveler Survey
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Air Travel Selection Criteria by Spend (per person)

85% AUnlike hotel decisions
lowest price is clearly
the top motivator,
regardless of spend
levels , though is much
higher in those with
lower spent

Lowest price

Availability over particular date:

Previous positive experience with th
brand

Value for the price

Convenience

0% 20%  40%  60%  80%
m <500 = €500-1000 m€1000+

Question:What was the main means of transportation you used to get to your destingiglect onePlease indicate the main reasons why you selec
this transportation option?

Base:Lookinside partner respondents (N=7,215)
Sourcelookinside.travel: Spanish Traveler Survey
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Tour Package Selection Criteria

Lowest price 20%

59% A Lowest price widened its

Availability over particular date: 36‘551% lead over other criteria in
Value for the price %2(%’ 20:!'0 growing 9 points
, 2004 while the second most
Convenience 27% important criteria
Previous positive exp. with the bran 18%/5% availability over particular
Quality/rating of the included component 1%%/% dates, loses 5 points
Previous positive exp. with packaged holide 11 0%’ ]
| 1600 A Trust in the brand of the
Recommendation from a travel ager 10% 0 .
] Tour Operator is a weak
Trustin the brand 00%>” criteria, which is even
Recommendation from friends/relative 9%}3% |OSing ground, as well as
Other &' .3% travel agents

2%

0% 10% 20% 30% 40% 50% 60%
2009 m 2010

Question:Please indicate the main reasons why you selected your particular tour padRbegese select all that apply.
Base:Lookinside partner respondents (2010 N=7,832; 2009 N=7,159)
Sourcelookinside.travel: Spanish Traveler Survey
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Tour Package Selection Criteria by Spend (per Person)

67% A Higher spend consumers
were substantially less
likely to be motivated by
price compared to lower
spenders

Lowest price

Availability over particular date:

Value for the price

A Price still remains one of
the top motivators even
among the highest
spenders, but availability
over particular dates is the
most relevant

Convenience

18%
17%
19%

0% 10% 20% 30% 40% 50% 60% 70%
m<€500 me5001000 me€1000+

Previous positive exp. with the bran

Question:Please indicate the main reasons why you selected your particular tour padRbegese select all that apply.
Base:Lookinside partner respondents (N=7,832)

Sourcelookinside.travel: Spanish Traveler Survey
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Product Selection Criteria Summary

APrice is the alaround top criteria for products, but
air is dominated by pricdriven decisions, while
hotel and tour package is more balanced with
guality and value

AHigherspending consumers are less likely than
lower-spending consumers to select products based
on price, but price still remains among the top
criteria for them

lookinside.
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AProject Overview

AKey Findings

AGeneral Travel and Last Trip Characteristics
ADestination Selection

A Sources of Influence

AProduct Selection Criteria

ABooking Behavior

AOnline and Offline Dynamics

ASearch Dynamics
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Booking Channel by Product

2009 2010
35% 47%
Supplier website 62% Supplier website — 81%

N/A
6% 2%
In person with supplier | 1% In person with supplier | 1%
N/A
31% 24%
Telephone call to supplie l| 2% Telephone call to supplie | 1%
N/A
9 : . 19%
Online through agency's 11880/2 Online throbugh agency's 12%
S = —— Henste 569%
7%
In person at an agenc 20/50% In perslon 6}: an agenc 4% °
ocaton y_ 56% 36%
0 2%
Telephone call to travel 8101% Telephone call to travely .,
agency m% agency 7%
Lodging ®Air m Tour Package Lodging mAir mTour Package

Question:What method did you use to make your reservation? How did you contact the (a) provider (b) travel agency? Why did ydo onelasgour
reservation with that methodPlease select all that apply.

Base:Lookinside partner responden8010N=33,920for Accommodations] 8,709for Tour packagesd,876for Air; 2009 N= 4162 for Accommodations
6938 for Tour package; 6231 for AiNlote: Totals may not add up to 100% due to rounding.

Sourcelookinside.travel: Spanish Traveler Survey
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Booking Channel by Product

2009 2010
35% _ _ 47%
Supplier website 60% Supplier website 75%
N/A
6% ‘ 2%
In person with supplier [0 9% In person with supplier | 1%
N/A
24%
Telephone call to . 31% Telephone callto |~ 0
supplier b 4/0N/A supplier
i ' 19%
Online through agency’ %8% Online through agency's 16% 0
websie = R
37% 58%
%
In person at an agency.wer’ 10% In person at an agenc 5%°
location h 56% focaton 36%
2%
Telephone call to travel 4(;3% Telephone call to travel 2(%2
0
agency E 2% agency h %

Lodging = Air (Excluding Air Partner Responden m Tour Package Lodging m Air (Excluding Air Partner Respondenm Tour Package

Question:What method did you use to make your reservation? How did you contact the (a) provider (b) travel agency? Why did ydo onelasgour
reservation with that methodPlease select all that apply.

Base:Lookinside partner respondent8010 N= 33,920 for Accommodations; 18,709 for Tour pacKkage4for Air; 2009 N= 4162 for Accommodations
6938 for Tour packagé;355for Air); Note: Totals may not add up to 100% due to rounding.

Sourcelookinside.travel: Spanish Traveler Survey
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Booking Channel by Product (General Spanish Travelers)
2009 2010

29% 35%
Supplier website 41% Supplier website 67%
17% 13%
In person with supplier 22% In person with supplier| 6%
28% 29%
Telephone call to supplie 7% Telephone call to supplie | 1%
4% 6%
Online through agency's websit 10% Online through agency's websit| 6%
N 14% Il 11%
18% 15%
In person at an agency locatio 14% In person at an agency locatio 19%
-5 A 8%
4% 2%
Telephone call to travel agenc| 5% Telephone call to travel agenc| 2%
W 12% i 8%
Lodging Air B Tour Package Lodging Air m Tour Package

Question:What method did you use to make your reservation? How did you contact the (a) provider (b) travel agency? Why did ydo ohakesgour reservation with that method?
Please select all that apply.

Base:General respondents (2016-828for Accommodations 236for Tour package227for Air; 2009 N= 458 for Accommodations ; 327 for Tour package; 289 foN&iR: Totals may
not add up to 100% due to rounding.
Sourcelookinside.travel: Spanish Traveler Survey
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Lodging Reservations (Hotel Partner Respondents Excluded)
66% directly with

2009 property 19r chain

Telephone call to property or hotel cha

m In person at the hotel or property

51% , .
m Hotel, property or hotel chain Web sit

m Telephone call to travel agenc

m Offline Online In person at an agency locatio

m Online through agency's Web sit

34% througﬁ an agency

2010 69% directly with
property or chain

Telephone call to property or hotel cha
H In person at the hotel or property
m Hotel, property or hotel chain Web sit
H Telephone call to travel agenc

In person at an agency locatio
H Online through agency's Web sit

68%

m Offline Online

31% through an dgenc
Question:What method did you use to make your reservation? How did you contact the (a) provider (b) travel agency? Why did ydo oelasgour

reservation with that methodPlease select all that apply.
Base:Lookinside partner respondents (2010 N=23,644, 2009 N=2,BR@: Totals may not add up to 100% due to rounding.
Sourcelookinside.travel: Spanish Traveler Survey
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Reasons for Lodging Reservation Method

| oo A OTA bookers are more
B0t ° often motivated by price
while supplier website

bookers more often cite

convenience/ease

Convenience/ease of making ¢
reservation

Positive prior experience

Best prices
50%

A Positive prior experience is
relevant regardless the
lodging reservation
method

Confident making a reservation th

Comprehensive informatior

Recommendation from friends/famil

0% 10% 20% 30% 40% 50% 60% 70%
Telephone call to hotel, property or hotel cha m In person at the hotel or property

Hotel, property or hotel chain websitt m Telephone call to travel agenc
| In person at an agency locatio m Online through agency's websit

Question:What method did you use to make your reservation? How did you contact the (a) provider (b) travel agency? Why did yao ohakesgour reservation with that method?
Please select all that apply.

Base:Lookinside partner respondents (2010 N=34,894)

Source:lookinside.travel: Spanish Traveler Survey
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Air Travel Reservations (Air Partner Respondents Excluded)
73% direc'ily with airline

2009 ke
Telephone call to airline
73% m In person at the ticketing office
m Airline website
) B Telephone call to travel agenc
. 8]:::22 In person at an agency locatio

® Online through agency's websit

27% thro‘&gh an agency
7% direc'%y with airline

Telephone call to airline
H In person at the ticketing office
m Airline website

'

91% m Telephone call to travel agenc
In person at an agency locatio
m Offline m Online through agency's websit
Online 2010 h agency

¥

23% through an agency

Question:What method did you use to make your reservation? How did you contact the (a) provider (b) travel agency? Why did ydo oelasgour
reservation with that methodPlease select all that apply.

Base:Lookinside partner respondents (2010 N=1,904; 2009 N=6,RRit¢: Totals may not add up to 100% due to rounding.
Sourcelookinside.travel: Spanish Traveler Survey

lookinside. PhoCusWright-

travel “|||"|||| T o O DO o e ©2011 PhoCusWright Inc. and lookinside.travel All international rights reserved



SPANISH TRAVELER SURVEY Google OB« i oo @ e 1 e

C5piA,

Reasons for Air Travel Reservation Method

Convenience/ease of making a reservati

B8 A Conveniencelease
continues to be the
most common motive
for air booking method,
followed at distance by
best prices and positive
prior experience

Best prices
Positive prior experience
Comprehensive informatior
More confident making reservations this we
Vicinity to work/home
Online search engine results guided r
Best quality of information
Recommendation from friends/famil

Other

Online advertising guided m:

Offline advertising guided m

2009 = 2010

Question:Why did you choose to make your reservation with that methBtEase select all that apply.
Base:Lookinside partner respondents who used air (2010 N=5,677; 2009 N=4,194)
Sourcelookinside.travel: Spanish Traveler Survey
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Tour Package Reservations

2009 Convenience/ease of making a reservati =8%

Positive prior experience

Best prices

Confident making a reservation this we
Comprehensive information

Best quality of information

Vicinity to work/home
Recommendation from friends/family

2010 Online advertising guided m

Other

0% 20% 40% 60%

Calling a travel agen m Visiting a travel agency locatio
m Online via a travel agency websi

Question:What method did you use to make your reservation? Why did you choose to make your reservation with that niRitdasd?select all that
apply.

Base:Lookinside partner respondents (2010 N=19,016; 2009 N=3,938)

Sourcelookinside.travel: Spanish Traveler Survey
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89% directly with
Car Hire Reservations car hire company

Telephone call to car hire compar

2009

m In person at the car hire compan

m Online through car hire company websi

63%

m Telephone call
In person at an agency locatio

m Offline Online m Online through agency's websit

W
11% through an agency

90% directly with
71 car hire company

Telephone call to car hire compar
74%

H In person at the car hire compan

m Online through car hire company websj

m Offline Online m Telephone call

In person at an agency locatio

2010

m Online through agency's websit

N

Question:What method did you use to make your reservation? How did you contact the 10% through an agency
(a) provider (b) travel agency? Why did you choose to make your reservation with that m&tead2 select all that apply.

Base:Lookinside partner respondents (2010 N=11,505; N=3,848): Totals may not add up to 100% due to rounding.

Sourceilookinside.travel: Spanish Traveler Survey

lookinside. PhoCusWright
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Reason for Car Hire Reservation Method

51%

Convenience/ease of making a reservati 46%

Best prices

Positive prior experience

More confident making a reservation this we
Online search engine results guided n
Comprehensive informatior
Recommendation from friends/family

Best quality of information

Online advertising guided mu

Vicinity to work/home

Offline advertising guided me

Other

0, 0, 0
0% . 2009 w2010 25% 50%

Question:Why did you choose to make your reservation with that methBt#ase select all that apply.
Base:Lookinside partner respondents (2010 N=11,641; 2009 N=1,982)
Sourcelookinside.travel: Spanish Traveler Survey
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Booking Behavior Summary

A Online options made strong gains in the booking
phase

A Supplier websites made the most gains across
product types

A Air travel widens its online leadershi®3% of
partner respondents (excluding respondents
solicited by airline partners) booked online in 2010,
versus 73% in 2009

AHotel (excluding respondents solicited by hotel
partners) also saw healthy online growth, with 68%
booking online in 2010 versus 51% in 2009

A Convenience/ease remains the top motive overall

ABest price is particularly important for OTA bookers

lookinside.
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Program

AProject Overview

AKey Findings

AGeneral Travel and Last Trip Characteristics
ADestination Selection

ASources of Influence

AProduct Selection Criteria

ABooking Behavior

AOnline and Offline Dynamics

A Search Dynamics
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Influence of Online and Offline Media for Last Trip (including

Nothing influenced me)
Offline Media

2009 2010
206% 24,

Online Media
2009 2010

“~— Bly 62%

Consideration

Selection

2 1% 1 7% 49y 5%

Booked Offline

43%  33%

Booked Online

S5l 67%

Question:What method did you use to make your reservation? How did you contact the (a) provider (b) travel agency? During thefaotesly
planning your trip, please indicate which of the following sources of information influenced you to selectyour __ ?

Base:Lookinside partner respondents (2010 N=79,262; 2009 N=26,881¢: Totals may not add up to 100% due to rounding.
Sourcelookinside.travel: Spanish Traveler Survey
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Influence of Online and Offline Media for Last Trip (excluding

Nothing influenced me)
Offline Media

2009 2010

366 2%

Online Media
2009 2010

— {0% 1 6%

Consideration

Selection

30 22% F407 6%

Booked Offline Booked Online

43 33 5 7% 6 /%

Question:What method did you use to make your reservation? How did you contact the (a) provider (b) travel agency? During thefaotesly
planning your trip, please indicate which of the following sources of information influenced you to selectyour __ ?

Base:Lookinside partner responden2010N=57,7982009N=17,351) Note: Totals may not add up to 100% due to rounding.
Sourcelookinside.travel: Spanish Traveler Survey
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offline Offline Online
100% Booker Booker
Offline
0% - Shopper 40% 52%
80% — Online
70% Shopper 7% 41% 48%
58%
60% 41% —
50% - 19% 81%
40% / - Online Shopper
30% m Offline Shopper 2010
0 Offline Online
20% 7% / Booker | Booker
10% l" . Offline
0% AR | Shopper 36% | 40%
. : ) . Online
Offline Offline Online Online 0 0 0
Booker Booker Booker Booker Shopper e 58% 60%
2009 2010 2009 2010
7% 93%

Note: Online shoppers/bookers are defined as respondents who used at least one online channel, offline shoppers/bookers dishpctitese

Question:What method did you use to make your reservation? How did you contact the (a) provider (b) travel agency? During thefiaotesly planning your trip, please indicate
which of the following sources of information influenced you to select your __Pléase select all that apply

Base:Lookinside partner respondents (2010 N=6,551; 2009 N=9,5@8¢: Totals may not add up to 100% due to rounding.

Sourceilookinside.travel: Spanish Traveler Survey

lookinside. PhoCusWri gh_tC

©2011 PhoCusWright Inc. and lookinside.travel All international rights reserved
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Air Travel Channel Mix (Air Partner Respondents Excluded)

2009
Offline Online
100%
° Booker Booker
90% — Offline
80% — Shopper 32% 49%
70% | Online : i )
60% 61% Shopper 10% 41% 51%
50% B — 27% 73%
40% - Online Shopper
30% m Offline Shopper = 2010 I
Offline Online
1 10%
20% ’ b 6 Booker | Booker
10% l, 0 Offline
0% , ﬁ , , Shopper 31% 36%
. : ) . Online
Offline Offline Online Online 0 0 0
Booker Booker Booker Booker Shopper e 61% 64%
2009 2010 2009 2010
8% 92%

Note: Online shoppers/bookers are defined as respondents who used at least one online channel, offline shoppers/bookers dahpcitese
Question:What method did you use to make your reservation? How did you contact the (a) provider (b) travel agency? During theflactesly
planning your trip, please indicate which of the following sources of information influenced you to select your Please select all that apply
Base:Lookinside partner respondent8010N=2,4002009N=9,156) Note: Totals may not add up to 100% due to rounding.
Sourcelookinside.travel: Spanish Traveler Surve

lookinside. PhoCusWri gh_tC

©2011 PhoCusWright Inc. and lookinside.travel All international rights reserved
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Lodging Channel Mix Just 13% plan 2009
. Offline Online
completely offline Booker | Booker

70% Offline

60% - Shopper 17% 40%
Online

50% Shopper 25% 35% 60%

40% 58% 47% 53%
25% 35%

30% o Online Shopper 2010

20% 2 __ mOffline Shopper Offline Online

Booker Booker

13% 26%

10% 7 . Offline
0 0 Shopper
0% , , , Online

[0) v) 0
Offline Offline Online Online Shopper 21% 3% 74%
Booker Booker Booker Booker
2009 2010 2009 2010 34% 66%

Note: Online shoppers/bookers are defined as respondents who used at least one online channel, offline shoppers/bookers dahpcitese
Question:What method did you use to make your reservation? How did you contact the (a) provider (b) travel agency? During theflactesly
planning your trip, please indicate which of the following sources of information influenced you to select your Please select all that apply
Base:Lookinside partner respondents (2010 N=32,574; 2009 N=4,N&i#¢: Totals may not add up to 100% due to rounding.
Sourcelookinside.travel: Spanish Traveler Surve
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Online Travel Agency Shoppers - Air

2009
m Agency A OTAs lost most of air shoppers to
520 Supplier suppliers for the booking
2010
m Agency
Supplier
74%

Question:What method did you use to make your reservation? How did you contact the (a) provider (b) travel agency? During thefaotesly
planning your trip, please indicate which of the following sources of information influenced you to select your Please select all that apply
Base:Lookinside partner respondents who shopped for air on an OTA (2010 N=1081; 2009 N-Ng8&T)otals may not add up to 100% due to
rounding.

Sourcelookinside.travel: Spanish Traveler Survey
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Online Travel Agency Shoppers i Air (Air Partner Respondents Excluded)

2009
m Agency A OTAs lost most of air shoppers to
56% Supplier suppliers for the booking
A There is little difference among
airline partnercsolicited
responses and others
2010
m Agency
Supplier
79%

Question:What method did you use to make your reservation? How did you contact the (a) provider (b) travel agency? During theflactesly
planning your trip, please indicate which of the following sources of information influenced you to select your Please select all that apply
Baselookinside partner respondents who shopped for air on an OTA (2010 N=713; 2009 N-No833JJotals may not add up to 100% due to
rounding.

Sourcelookinside.travel: Spanish Traveler Survey
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Online Travel Agency Shoppers - Lodging
Excluding Hotel Partner Responses

2009
AOTAs are able to better retain
m Agency hotel shoppers in comparison to
Supplier air shoppers
2010
m Agency
Supplier

Question:What method did you use to make your reservation? How did you contact the (a) provider (b) travel agency? During thefactresly
planning your trip, please indicate which of the following sources of information influenced you to select your Please select all that apply

Base:Lookinside partner respondents excluding hotel partner solicited respondents (2010 N=4,854; 2009 Ni&»{&lIptals may not add up to
100% due to rounding.

Sourcelookinside.travel: Spanish Traveler Survey
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Online Travel Agency Shoppers - Lodging
Including Hotel Partner Responses

2009
A OTAs retained more hotel
m Agency shoppers than a year ago
2904, Supplier
2010
m Agency
Supplier

Question:What method did you use to make your reservation? How did you contact the (a) provider (b) travel agency? During theflactesly
planning your trip, please indicate which of the following sources of information influenced you to select your Please select all that apply
Base:Lookinside partner respondents (2010 N=33,920; 2009 N=4,N&¢: Totals may not add up to 100% due to rounding.
Sourcelookinside.travel: Spanish Traveler Survey
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Online and Offline Dynamics Summary

lookinside.

A Across products, substantially more respondents
both shopped and booked online in 2010 versus
2009

A In addition, a substantially lower portion of
respondents shopped and booked completely
offline

A OTAs are losing more of their shoppers. Three out
of four (74%) fliers who shopped with an OTA
booked directly with an airline in 2010, compared
to 52% in 2009

A OTA shopper defection to hotel websites was less
pronounced, but also grew from 37% to 40%

®
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Program

AProject Overview

AKey Findings

AGeneral Travel and Last Trip Characteristics
ADestination Selection

ASources of Influence

AProduct Selection Criteria

ABooking Behavior

AOnline and Offline Dynamics

ASearch Dynamics
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Search and Online Channel Usage Among Key Segments

2009 2010
Lookinside Partne{ ﬂ 75% Lookinside Partne{ _53% 75%
International (last trip) _10/0 82% | International (last trip) _56%77%
Younger than 45 year: _470/0 75% Younger than 45 year: _55% 76%
€50,000+ househol e 28, _ €50,000+ householt e 5520,
Business travelers _470/0 75% Business travelers _0 75%
€1000+ spend (ot [ 0%, o €1000+ Spend (10t e 028
Frequent leisurX —480/0 75% Frequent leisur _530/0 75%

General Spanist _28%47% General Spanist _43{2%

Used search m Used any online channe Used search m Used any online channe

Question:What method did you use to make your reservation? How did you contact the (a) provider (b) travel agency? During thefactresly

planning your trip, please indicate which of the following sources of information influenced you to select your Please select all that apply
Base:Lookinside partner respondents (2010 N=79,262; 2009 N=26,081)
Sourcelookinside.travel: Spanish Traveler Survey
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A

Use of Search by Product

2009 2010
. 35% 40%
Lodgin )
e _______EY o N 35%
Air 32% Al 29%
__E= I e
25% 32%
Tour Package
T Tour Package | oo
L 33%
Destination ’ Destination 35%

Consideration = Selection Consideration m Selection

Question:What method did you use to make your reservation? How did you contact the (a) provider (b) travel agency? During thefactesly
planning your trip, please indicate which of the following sources of information influenced you to select your Please select all that apply
Base:Lookinside partner respondent®010 N=35,463 fdodging; N=7074or Air; N=7,763or Tourpackage; N=77,596; 2009 N=4,294 for Lodging,
N=6,083 for Air, N=6,968 for Tour package, N=25,778 for Destination)

Sourcelookinside.travel: Spanish Traveler Survey
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Supplier Bookers - Use of Search

O 5%
AT I 3%

o +5%

 E

2009 m 2010

Question:What method did you use to make your reservation? How did you contact the (a) provider (b) travel agency? During thefactresly
planning your trip, please indicate which of the following sources of information influenced you to select your Please select all that apply
Base:Lookinside partner respondents who booked with a supplier (2010 N=24,321; 2009 N=6,337)

Sourcelookinside.travel: Spanish Traveler Survey
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Search Dynamics Summary

A More than half of respondents weiafluenced by
online searclengines

A Usage of search increased during destination selection
as well as lodging, cruise and tour package planning

A Despite rather stagnant growth of overall Internet
usage, the influence of search increased consistently
among partner respondents, key target segments and
general Spanish travelers

lookinside.
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Appendix:

Demographics

lookinside.
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Demographics i Gender and HHI

2009 2010

Female;

46%
Female;

53%

3% 2%

m Undere 30,000 m €30,000q €49,999 ® Undere 30,000 m €30,000¢ €49,999

m€50,000c €69,999 me70,000¢ €89,999 m €50,000¢ €69,999 m €70,000¢ €89,999

®€90,000¢ €109,999 me€l10,000c €129,999 ® €90,000¢ €109,999 €110,000¢ €129,999
€130,000¢ €149,999 = €150,000+ €130,000¢ €149,999 €150,000+

Question:What is your gender? What is your approximate annual household income?
Base:Lookinside partner respondents (2010 N=79,262, 2009 N=26,081 for Gender; 2010 N=74,560, 2009 N=25,886 for Income)
Sourcellookinside.travel: Spanish Traveler Survey
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Demographics i Age and HH size

o B N W b~ O
1

o Bk N W b ol
1

Children 15 years old or unde Children 15 years old or unde

Question:In what year were you born? (recoded into age brackets) How many people live in your household?
Base:Lookinside partner respondent210 N=79,262, 2009 N=26,081
Sourcelookinside.travel: Spanish Traveler Survey
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Appendix:

Detailed Information

lookinside. @phocuswrig@
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Planning Time by Length of Trip

i 19,8
13 NGNS 21 6

- 30,4 . iy : -
A0 NGNS e 08 5 AThere is strong positive relationship

42.4 between planning time and trip

T Mg N 200
2009

i 49,8
2010 10 S — 43,5

i 52,4
L O — 155

L S — 460

o

20 40 60

Number of Days

Question:How much time did it take between when you started planning the trip and the moment you made the reservations? Months? Weeks?
Base:Lookinside partner respondent28{10N=79,2622009N=26,081)
Sourcelookinside.travel: Spanish Traveler Survey
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Last Trip Type

Leisure, recreation, 81%

vacation [N 82%

Visit with friends/family s .2

Business/work

Other personal reason:

0% 25% 50% 75% 100%
2009 m 2010

Question:Please indicate what type of trip it wadlease select one.

Base:Lookinside partner respondent2010 N=79,262, 2009=26,081)
Sourcelookinside.travel: Spanish Traveler Survey

lookinside. PhoCusWright:

travel IIIIIIIIIII ® MARKET RESEARCH « INDUSTRY INTELLIGENCE

©2011 PhoCusWright Inc. and lookinside.travel All international rights reserved



SPANISH TRAVELER SURVEY Google OBcelur i mmon | @ e 1F o

Usage of Search for Planning Last Trip

80%
0
60% E10 55% 54% 53%
48% 48% 48%
44%

40%
20%

0%

1-2 trips 3-4 trips 5-6 trips 7+ trips
2009 m 2010

Question:How many overnight trips at least 100 km from home have you taken in the past 12 months?
Base:Lookinside partner respondent2010 N=79,262, 2009=26,081)
Sourcelookinside.travel: Spanish Traveler Survey
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