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Power of Partnership
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Our Marketing Investments Reach Diverse Consumers

450M monthly site visits

Source: EI earnings
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Expedia Brands Deliver Global Demand

+200 SITES

~75 COUNTRIES

35 LANGUAGES

Source: EI earnings
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Expedia PartnerCentral

Your Hotel
Expedia ID: 12345

We Connect You to a Real Time Travel Marketplace

Manage Your Rates and 
Availability

Manage Your Bookings

Reconcile Invoices and 
Accounting

Access Real Time 
Intelligence
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Partner With Us to Get the Bookings you Want

Mid-Week
Escape

Mobile

Last 
MinuteMember 

Only Deals

Weekend 
Getaway

International
Corporate

Package
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How to Get Chosen More Often
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Be Noticed Be CompetitiveBe Unique

MOTEL

HOTEL

VILLA

TREEHOUSE

BED & BREAKFAST

RESORT

INN
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Hotel Policies

Check-in

Check-in time ends at 4 AM

Minimum check-in age is 21

Check-in time starts at 4 PM

Check-out

Check-out time is noon

Payment types

Deluxe Room, 1 King Bed

300 square feet

1 king bed

(Extra beds available: Crib)

Room sleeps 2 guests

Hotel Amenities

Hotel Amenities

• 24-hour business center

• Free area shuttle

• Dry cleaning/laundry service

• Fitness facilities

Show all hotel amenities

Internet

Available in all rooms: Free WiFi

Parking

Self-parking (surcharge)

Attract Consumers with a Complete Overview of your Property

Policies and Fees Beautiful Photography

Room Details

Amenities
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Delight Consumers with Beautiful Photography

Travelers are 150% more 

engaged on listings with 

more than 20 photos 

Show off 
your rooms

Show off 
your 

amenities

Always use 
high 

resolution
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Receive and Respond to Guest Feedback During Stay

Higher post-stay review scores of up to 10%

Communicate with Guests Pre-Arrival
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Positive Traveler Opinions Drive Bookings

49% 
of travelers 

won’t book a 
hotel without a 

review

81% 
of travelers find 

user reviews 
important
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Factors that Influence your Visibility

Compensation

Quality Score

Offer Strength

$

Top 15 hotels in sort 

get ~75% of click 

through traffic
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Market Watch

Stay One Step Ahead with Real-Time Tools and Insights

Booking Insights Activity Feed
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Manage Your Business on the Go
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How To Get Chosen More Often

Beautiful Photography Complete Your Profile Engage with Guests

Competitive Rates 
and Availability

Improve Your Visibility Real-Time Tools 
and Insights
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International Market Trends
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International Bookings
Bookings Year to Date – Harrisburg, PA

1 Canada

2 United Kingdom

3 Sweden

4 Germany

5 China

Source: EDW Lodging Cubes

Top Inbound Countries: Average Booking Window:

22 days

43 days

59 days

44 days

26 days
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Smartphone Penetration is Near Saturation for Travelers

87%
82%

98%*
78%

76%

Source: PCW Traveler Technology Survey 2014, PCW European Traveler Technology Survey 2014, PCW China Consumer Travel Report
*China penetration indicates ownership of any web-enabled mobile phone
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Mobile Trends
Bookings Year to Date – [Harrisburg, PA]

31%
Booked 

Same Day

… growing 26% YoY
Source: EDW Lodging Cubes

Room Nights

34% 200%



© Expedia, Inc. All rights reserved. Confidential and proprietary 22

Home markets:

Malaysia PhilippinesThailand Indonesia

India Japan ChinaSingapore

20

Countries

89

Destinations
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Expedia Affiliate Network Welcomes Air Canada 
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Additional Tools to Increase Visibility

Quality 
Score

Offer 
Strength

$

TravelAds:
Sponsored listing

CPC Model 

Accelerator:
CPA Model
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Your Expedia Market Management Team

Catalina Winocur
Hotwire
cwinocur@hotwire.com

Julie Mcdowell
TravelAds
jmcdowell@expedia.com

Nicole Nisbett
Harrisburg-Hershey
Market Manager
nnisbett@expedia.com

Julia Edwards
Egencia
juedwards@egencia.com

naregional@Expedia.com

Jesse Heon
jheon@Expedia.com

Andriana Nazarian

anazarian@Expedia.com

Cornell Bang
cbang@Expedia.com

Market Associate Team
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Agenda

 Expedia Media Solutions Overview

 Global Reach

 International Visitation Trends & Actionable Insights

 Digital Marketing Channels

 Brand USA Partnership

 Real-Time Analytics

 Custom Research: UK Travelers Path to Purchase

 Conclusion



Who is 
Expedia Media Solutions? 

We connect marketers to our global audience 
through innovative, relevant and proven 
advertising solutions as they explore, book, 
share, and manage their trips everywhere.



Expedia Media Solutions: Overview

Source: *Expedia Inc. comScore February 2016 **Expedia, Inc. earnings 2015 29

LEADER

TRUSTED
• Established brand recognition across the globe:

Hotels.com, Expedia, Hotwire, Travelocity, Wotif, 
Cheaptickets, AirAsiaGo, ebookers, Orbitz, 
Lastminute.com.au, MrJet and Venere

• Uncluttered environment on a premium publisher
• Adhere to online advertising best practices 

(DAA, OBA, IAB, etc.)

• Expedia, Inc. is the world’s largest online travel company
• Reach 27MM U.S. and 78MM worldwide unique users* 
• 37% of gross bookings were through International POS last 

year compared to 21% in 2005

PREMIUM



Source: comScore WW February 2016 30

Expedia Media Solutions: Global Network of Sites 
Expedia, Inc.: 200 Travel Branded Sites in 75 Countries

Worldwide Monthly Unique Users (Millions)

34M 18M 3.5M 4.8M

9M 503K 2M304K

2.5M 41K

525K

2M

4M



Expedia, Inc. Audience Demographics

Source: comScore US July 2015 31

Ages 25 - 54: 

63%
Have Attended
College: 

69%

Female: 

58%
Household Income
$75K+: 

59%



US Travel: International Growth

Source U.S. Travel estimates based on U.S. Department of Commerce - National Travel and Tourism Office 32



China Seasonal Unique Visitors

33



China Audience Insights

Source: ComScore; Key Measures, China, August 2016 34

Booking Window Length of Stay Unique Visitor Growth

241%



China Length of Stay Study

Source: Brand USA Custom Study, 2014.  Question: How long will this holiday likely be?, Base: China Intercontinental travelers, China travelers who 
will likely visit the US in their next Intercontinental trip.
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Canada Audience Insights

Source: ComScore; Media Matrix, Long Term Media Trend, Canada 2015 – 2016. 36

Unique Visitor Growth 

3.29%
Booking Window Length of Stay



Canada Air Booking Window

Source: Brand USA Custom Study. Please select one answer for each of the following questions.  How far in advance of your departure date did/will 
you book travel products for this holiday? Base: Canada Intercontinental travelers.  Note: Totals may not add up to 100% due to rounding.
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Expedia Targeting Options

Contextual, Expedia Traveler Targeting

• Origin, destination, hotel star rating, air class, etc.

Expedia Traveler Profile Targeting

• Business, Leisure, Family, Luxury, Frequent 
Flyer, etc.

IP Targeting

• Geographic location (country, state, DMA)

• Platform and browser type (including mobile and 
tablet)

Demographic Targeting
• Gender

• Age

• Household Income

3rd Party-Supplied Behavioral Targeting

• In-market for auto, finance, retail, etc.

• Interested in outdoors, food, arts & entertainment

3rd Party-Supplied Business-to-Business Targeting

• Title, company size, function, etc. 

Custom Targeting

• Combine travel with IP or 3rd party profile targets

• Retarget your own audience on Expedia

38



In-store display media across all global brands on 
desktop & mobile devices.

Leverage our clean, first party data to reach our highly 
engaged travel shopper offsite and drive qualified leads 
to your brand.

39



Sponsored and dedicated emails let you deliver your 
branded message or special offer straight to a 
subscriber’s inbox.

Promote your content and grow your social following 
through co-branded promotions, cross-platform 
contests and more. 

40



Brand USA Affinity Co-Op Campaigns

50 Affinity Co-Op Campaigns across UK, Germany, France, Norway, Denmark, Canada, 

Mexico, Brazil, Australia, Japan, Korea, Taiwan, Hong Kong and China

41

The mission we share: To encourage increased international visitation to the United States and 

to grow America’s share of the global travel market

javascript:void window.open('https://tpc.googlesyndication.com/pagead/imgad?id=CICAgKDLhJfA9AEQARgBMggOD9auBiBbVQ')
javascript:void window.open('https://tpc.googlesyndication.com/pagead/imgad?id=CICAgKDLhJfA9AEQARgBMggOD9auBiBbVQ')
javascript:void window.open('https://tpc.googlesyndication.com/pagead/imgad?id=CICAgKDLwveDXhABGAEyCPNuFo0zmkDX')
javascript:void window.open('https://tpc.googlesyndication.com/pagead/imgad?id=CICAgKDLwveDXhABGAEyCPNuFo0zmkDX')


Analytics: Real-Time Conversion Reporting

42



Analytics: Real-Time Conversion Reporting

43



REALWORLD INSIGHTS

Traveler
Attribution

Multiscreen
Consumer Behaviors

Path to 
Purchase
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Total Mobile Travel Minutes (MM)

82% YEAR OVER YEAR GROWTH 
IN MOBILE TRAVEL MINUTES

ABOUT 1 BILLION MOBILE MINUTES SPENT ON DIGITAL TRAVEL CONTENT IN THE UK

45
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3%

4%

5%

6%

8%

9%

11%

15%
18%

Destination sites (Visitcalifornia.com, etc.)

Online travel guide sites (LonelyPlanet.com, etc.)

Search engine travel sites (Yahoo.com/travel, etc.)

Travel information sites (Tripadvisor.com, etc.)

Hotel sites (Marriott.com, etc.)

Airline sites (United.com, etc.)

Search engines (Google.com, etc.)

Online travel agencies (Expedia.com, etc.)

Friend / family recs

OTAS WERE THE MOST INFLUENTIAL ONLINE RESOURCE 
IN BOOKERS’ DESTINATION DECISIONS 

Data Source: comScore Survey, INFLUENTIALRESOURCEUK. MOST INFLUENTIAL - PLEASE RANK THE TOP THREE RESOURCES THAT INFLUENCED YOUR
DESTINATION DECISION. Among UK Online Travel Buyers Who Used Resources (n=780)
<3%: Offline travel agency, social media, my company’s travel site, ground transportation/cruise sites, travel books/magazines, aggregator sites, blogs, 
online travel videos, live TV shows, deal buying sites, home rental sites, destination’s call center, rental car sites, other
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Week 6 Before Week 5 Before Week 4 Before Week 3 Before Week 2 Before Week 1 Before Week of Booking

Average Travel Site Visits per Week
(Number of travel sites visited per week by the average segment member, Oct’15-Feb’16 aggregate)

• By the end of the booking path 
average visits per booker 
increased by 203%, resulting in 
close to daily visits to travel 
sites, on average

• Number of visits to travel sites 
made by bookers 45 days 
before booking:

Read as: The average segment member makes 26.7 visits to travel sites in the week leading up to the 
booking

121
Data Source: comScore UK Desktop Panel, Custom Path to Booking Visitation Analysis, Weekly Visits per 
User, Dec ’15 – Feb ’16. 

ONLINE BOOKERS INCREASINGLY ENGAGE WITH
TRAVEL CONTENT IN THE WEEKS LEADING UP TO PURCHASE



KEY FINDINGS & INSIGHTS

PATH TO TRAVEL BOOKINGS

Content consumption on mobile is outpacing 
desktop, and consumers in general are 
moving more fluidly across devices

The opportunity to influence and maintain 
share of voice for travel marketers starts at 
the point of inspiration where ad recall is 
highest and penetration is the lowest

OTAs were the most influential online
resource in making their destination decision

Create 
partnerships that 
provide efficient
and scalable
reach through all 
phases of the 
consumer journey

www.advertising.expedia.com



Thank You.Thank You.
Matthew Denker, Expedia Media Solutions

Follow us on Twitter @ExpediaMedia 
or on LinkedIn at 

https://www.linkedin.com/company/expedia-media-
solutions


