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Respondents  Global Averages

2008 2007 2003

Voice 18%a 26% 16%

Hotel Website 31% 25% 13%

GDSs 14% 27% 37%

IDS 38% 23% 14%

Brand sites na 16% 9%

Fetail sites na 2% 2%

Merchant sites na 4% 2%

Opague sites na 2% 1%

S ADR .
% Bookings
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Direct  Travel Hotel Brand Merchant
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Direct  Travel  Hotel Brand Merchant
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Reservation Source & ADR
B % of Bookings M S ADR

Direct  Travel
Callin  Agents

30

Hotel Brand Merchant
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Comparison by Region

Chain Advantages

N America

Europe Asia

m Brand Name Recognition
= National Sales Effort
B GDS Code Loyalty

iR HB

Endorsement Brand Preference

Preferred Hotels
Leading Hotels

Small Luxury Hotels
Luxe Hotels

Great Hotels

Luxury Lifestyle Hotels
Design Hotels

World Hotels

comparison by region

0 Asia
M Europe

B N America
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Hotel Selection Process

—f—|nd Hoteliers —f=Travel Agents  =—d— Consumers

6
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4
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Style Star Rating Location  Room Rate Loyalty Brand
Pragram
Daily Guest Interaction
phone calls vs website visits

100 +
51-100
=50

B Website unique visits M Inbound phone calls

Guest Interaction
Website Focus
Blog or Social Media

90%

Website upgrade

SEO'd past 6 months

M Yes HNo
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