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Travelport Merchandising

> Providing a platform for distribution of new travel products

> Selling supplier products and services the way they sell them

> Enable product differentiation and value-based comparisons

> Highly targeted advertising and promotional offers




Far Reaching Impact of Pricing Changes
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Dynamic Shift in Approach to Pricing

Current Future
Environment State

- Commodity product with
very little differentiation

- Bundled Fees
- Limited search criteria.

- Relatively simple pricing
structure.

- Comparing apples to apples

- Differentiated product
- Unbundled fees

- More complex pricing
structure

- More diverse Search criteria

- Comparing apples to
oranges to bananas.

Value-based
by price pricing

Commodity driven
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. Consumer
Consumer attitudes vary by market Attitudes

> U.S. consumers seem much more wary of “a-la-carte” pricing:
» Fearful of being “duped” or taken advantage of
» Generally value “straight-shooting” and “fair dealing”

» We like our deals, and we don’t want our “hunt” for value eroded by a
surprise fee

> European “A-la-carte” low cost carrier fare advertising and marketing is
firmly established in the marketplace:

* Viewed as either a great way to keep costs down, or
A painful annoyance for intra-Europe, short-haul air travel

* Yet European consumers do have their limits — The idea of paying £1 to use the
toilet on RyanAir flights, has definitely elicited some incredulous responses from
European travellers



Successes and Failures in Managing Customer
Expectations — Fuel Surcharges. Attitudes

consumer

> Fuel surcharges
somewhat initial foray
Into transparent fees priceline.com
on items which
consumers have
traditionally expected
as part Of the”- base Confirm Flight Details
fare

Sign-| ¢ Priofile | My Trig:

Total Trip Price:

$139.00
PerPersan Price: §139.00

Price Summal

Departing Flight Information - Tuesday, April 28, 2009

AmericanAiriines’ From To

Aircraft
- Seattle Tacoma Intl (SEA)Y Los Angeles Intl (LAX) ;
[operated by Alaska Airlines)
Flight 6777 Seattle, W4 Los Angeles, CA DGR 727 (G

> Cha”enges the eXIStI ng 2h 38m, 954 mi Departs: 6:00 AM Arrives: 8:35 AM ErEapoeaeh Cles
OTA purchase
process, leading to the — 0 e

Los Angeles Intl (LAX) Seattle Tacama Intl (SEA) ; ;
Express/Sky West] Los Angelas, CA Seatile, WA Canadair Regional Jet 700 {Jet)

pote ntl al Of fu rth er Z'H";fn'llgzﬂ . Departs: 8:30 PM Arrives: 11:12 PM SEEIERHCEEEn ClEse
consumer
disenchantment

Returning Flight Information - Thursday, April 30, 2009




Regulatory Environment Regulatory
Environment

> 0Ongoing key concern of the US DOT to ensure the safety of end-
consumers in not winding up with any “surprises” at either the
ticket counter, or on their bank or credit card statement

> Carriers, in some instances, have run into challenges having
bundled taxes and fees, leading to fines or other forms of
correction coming out of the DOT

> The ongoing hotel occupancy tax debate



Transaction Processing —
Managing the Change in Value Proposition Processing

Transaction

> Fare bundling and a-la-carte pricing represent a shift to a more
complex model for BSP and ATPCO processing

> Changing consumer value proposition has impacts beyond the
sale —

« Change/cancels to tickets

« Can consumers remove an ancillary fee post purchase, but pre-trip?
Online? At the ticket counter? Offline ? If so, what are the T&Cs?

» What opportunities exist for post-purchase up-sell? How are those
managed?

* Impact on existing customer service — are customer service agents
trained and equipped to handle customer issues as they arise?



OTA User Experience OTA user-

experience

> Current Information Architecture supports simple
Research, Shop, Book process

> Very good when comparing apples with apples
> Difficulty in creating platform that facilitates complex transactions.

> Great opportunity for OTAs to adapt to a new selling
environment, and provide additional value to the purchase process

Post-
Purchase

Research
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OTA Case Study — Current State
Shopping

Sortflights by: > Standard search

Change Search Hidle aeiditional options, e See all 155 fights . .
criteria

From City name or aimport Additional search options per person NO/BOOKING|FEES] + E; .:‘!St‘slflaﬁHCE

SEA '
D Search one day befare and after

D incl. nearby airports [U% and Canada) I:;T:::ilgg o AS 0244 EDSE > L aC k Of Carrl e r

To City name or giport l:‘ | prefer non-stop flights En departure

LA D Only shovwy refundable fares A (LAK) b ran d I n g
[ incl. nearby sirports (Can be mare expensive) 2hr 35min | Boeing 737 | Wiew seats
Leave D Marrosey the search to my preferred sirines Irlines 4243 e > ..
a=ka Airlines -- AS 0477 this return ( : I I ” I I d t d
0422103 Select cahinfclass I Economy | % O O I I Z e
L (]
Depart |55 Travelers (up to o) ) p ro d u CtS
Zhr SOmin | Bosing 737 | Wiew seats

Anytime v A clult Senior Youth  Child
BB 554 (1217 G-11)
[1% Jov Jos [0

porperson  NOJBOOKINGIEEES) + (&5 PRICE > Little in the way of

Infant in lap Infart in seat . t t .
{under 2 years) {under 2 years) d Iff r n I I n d rl n g
ps 244 Chooze
frspe 5 o erentiation du
¥ departure H
Lo Mote: An in.farrt Who_ turns 2 hefare or during - (LA}Q ) ) th e S h O p p I n g p h aS e
trawvel requires a child's fare. y 2hr 35min | Boeing 737 | “iew seats
Return  \Wed, Apr 29 Alaska Airlines 477 Choose
Eg;ﬁiﬂﬂff Depa:t:B:ZBam Loz Angeles, CA (LAK) Lz ezt
'7%(’&' Arrive 9:10am Seattle, Wb (ZEL)
O You book a flight. Hon-stop Economy | Zhr 50min | Boeing 737 | Wiew sests
@ They baok it for less.
© Get a refund,
automatically. ©

- $138 + $21 taxes & fees = $158 per person NO/BOOKING|FEES;) + igslﬁfmcs

Leave Wed, Apr 22 Horthwest Airlines 4160 Choose

operated by Alaska Airlines - AS 0244 this
Depart: 6:00am Seattle, Wit (SEL) depariure

¥
WA ive8:35am Los Angeles, CA (LAK)
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OTA case study — Current State
Purchase Path

*REQUIRED

Total airfare, taxes and fees: $159.21

- Y Price Assurance Get our lowest fare |

1 Review trip details

1 traveler, round-trip (5 days, ¥ nights) Mare flight details

Flea=se note: At least one airline in this trip charges an
additional fee for checked baggage. Thisfee is not included in
wour total trip cost. See details

or an automatic cagh refund.

Lack of dynamic
VoA 2z | Do Sestle, WA (<61 o Arines 150 merchandising

0244

Arrive: Loz Angeles, CA (|23 Capabllltles In
Wed, Apr 29 Depart: Los & les, CA (LA Marthreest Airli 4243 . -
s o R - . PN existing check-out
o477

Seattie, WA (551 path with regards
to flights

2 Optional: Members please sign in for faster booking

Wil fill in your preferences, coupons, rewvard pointz and killing info. A | & membet?
E-mail address Pazsword ® sonin
| | | | [] remember my e-mail

addrezs when | return.
Forgot your passyword?

3 Who's traveling?
We guard your
Each traveler's name must match the name on hiziher government-izzued photo (0. priuac‘y
Airlines do not allow: passengers to transfer tickets or to change names on tickets. Orbitz pledges to keep

___n5_A_ e
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OTA Case Study — Current State
Impact of airline fuel surcharges

Seattle, WA (SEA) to Miami, FL (MIA) > OTAs were ill-equipped to

Your selected departure Choose & different departure handle dynamiC Changes
7:35 AM Depart Sesttle (SEA) Wied 22-Apr A Deltal0sz/1397 to their Ul under the

Arrive Miami (h1A] 5250 PM Duration: Thr 1:3tmn == Connect in Atlanta {Hart=field-

Jackson Atianta Inf.) current technical and
information architecture
See detailz
W > Fuel surcharges served
Hote: The prices shown belows are for the flight onlby; they are e-ticket prices and include all flight taxes and fees. f your as a Wake u p Ca” Iﬂ

tinerary requires paper tickets there will be an additional charge. Prices do not include baggage fees or other fees
rharned dirertly b thie airling

some regards, to the
e~ — changing nature of fares

Carrier Checked Checked Preferred Other an d S h O p p I n g

1sthagy 2ndbag seat selection

AirTran F15% §25 HE-520 = Beverage/Snack §6 C

Wi li = CiversizelOr ight hag §39-579 h

eupdery g e > Current approaches are
= Unaccompanied minor §39-§59

Alaska Airlines Mo fee §25 Mo fee = Bewverage/Snack §5 not Integrated into the

“iewy policy b = Cwversize/Cverweight hag $50-575
= Travelws pet 100

= Unaccampanied minar §75 purChaSe path

American Airlines §14 §25 Mo fee = Beverage/Snack §3-56

“igwe policy b = Cversize/Overweight bag $50-5150
= Travelwf pet $100-5150
= Unaccompanied minor §100

Continental Airlines $14 $25 Mo fee = Cwversize/Cverweight bag $50-5150
“iewy palicy k = Travelwf pet §125

= Unaccompanied minor $74=§100
Delta F15% F25+ H5-525 = Beverage/Snack 358
“igwy palicy b = Cwersize/Cverweight bag $90-5174

= Travelw pet §150
Ll =

renmnined i TA D0
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OTA Case Study — Future requirements
Amenity Based Shopping & Comparison

> Future-state flight shopping likely to mirror that of hotel amenity
searching / shopping

> Destination, Date and Price driven, but further filtering and comparison
capabilities based on attributes

1-800-551-2409

Call now for the same great
deals plus expert advice

Miami hotels change your search

«Rooms: |1 ¥ |« Adults: |2 ¥ |=Children: 0 ¥

Check-in: (412212003 |« Check-out: 412412009

Find by hotel name Select minimum star rating Hotel preferences: (i)

337 Matching hotels l all LYy Yy Ly Yy %] hotels on a map
| t;; RINRRK e [ High-speed Interniet (186) i o

[ Air conditioning (279)

Sort by Show hotels in an area | Swvimming pool (240)

[ Expedia Picks v | | Miami (and vicinity (Al areas) v |
D All-Inclusive options available (2)
El Business services (237) r
[:l Courtesy breakfast (76)

Previous Page1of14 | Hext ] Courtesy newwspaper (199)
[ Fitness equipment (175) fYou" Points
[ Free parking (92) 5

= : S O 1 every hotel.
Sponsored Listing Hotel Indigo Miami Dadeland FARIOT || ] Heair orver (262)

Miami, FL
! Beautiful & Luxurious Miami Hotel
Featuring 120 renovated guestrooms, the Hotel Indigo is a
premiere Miami houtique hotel close to all that Miami has to offer!

Traveler Opinion

4.1
out of 5

150+ reviews

Newport Beachside v :
Area: Miami Beach - South Beach 3‘74
avg pernight

Morth:Miami
Beach, FL

‘ Thig nautical-themed beachfront resortis less than 4 miles

ONTIN

| SEEDETALS |

Expedia Special Rate

b Learn more

D Pets allowwed (conditions apply)
(93)

[] Restaurant in hotel (169)

[] Room service (130)

D Spa services on site (50)




Standards &Transparency Enable Collaboration

> The challenge is to show the carriers' products as they want to be

shown, but at the same time to consumers what they want, in a
straight-forward manner

> OTAs must communicate clearly to the end-consumer that one
fare might include attributes that another doesn't

> |deally, OTAs and Suppliers will work together so as to pull

together winning combinations of bundled fares and a-la-carte
products and services



OTA Case Study — Future Requirements
A-la-carte Pricing & Fare Bundling

> Following the amenities
model, Carriers must
enable agents [OTAs] to
break down a-la-carte Content Management

pricing and bundled
fares, even if they only
put them right back Bundled : Ancillary
together agair
> To do so, Carriers and
OTAs must agree to a Content
standardized model by Aggregation
which to test & iterate Manag‘ement
> What is attempted to be
sold online, does not

always translate into the Ancillary Bundled
desired user/customer

response

User Experience

9lelal| § 1S9l

olelal| ¥ 1S9l



Conclusions & Recommendations

> OTAs have a vested interest in adding value to the transaction,
and are best positioned to capture consumer responses to offers
within the marketplace

> Standardized approaches allow for the flexibility necessary to
create a clearly communicated value proposition to the end-
consumer without jeopardizing the supplier shift to value-based
pricing

> Critical to success is adopting an attitude of learning and
collaboration — testing and iterating — in order to fine tune offers
and continue to add value to the end consumer



