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2 Major Trends in Online Travel

1. Desktop: The Rise of the Meta

2. Mobile: App vs. Browser Use
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Booking.com Mobile AppKayak.com Desktop Meta Website

Source: Kayak.com, Booking.com mobile application, SFG Research
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1. The Rise of Meta

• Meta is fastest growing channel in online travel
– Meta traffic CAGR: 6%

– OTA traffic CAGR: 1%

– Hotel/Brand.com CAGR: -3%

• 3 major meta players with familiar owners
– TripAdvisor (independent)

– Kayak (owned by Priceline)

– Trivago (owned by Expedia)

• TripAdvisor largest meta player, 3X more traffic 
than Kayak and 16X more traffic than Trivago
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'07-13

M eta T ravel A ugust  2007 A ugust  2013 C A GR A bs. Var

TripAdvisor 7,395 16,134 14% 8,739

Kayak (owned by Priceline) 4,210 5,820 6% 1,610

Trivago (owned by Expedia) 0 1,008 na 1,008

M eta M edian 4,210 5,820 6% 1,610

OT A

Expedia Inc. 27,034 19,394 (5%) -7,639

Priceline.com Incorporated 6,939 15,409 14% 8,471

Orbitz Worldwide 12,014 7,776 (7%) -4,238

Travelocity 10,189 6,249 (8%) -3,940

OT A  M edian 11,102 11,593 1% 491

H o tel C hain

Hilton Worldwide 4,385 5,563 4% 1,178

M arrio tt 5,013 5,529 2% 516

Choice Hotels International 3,087 2,545 (3%) -542

Wyndham Worldwide 4,141 2,704 (7%) -1,437

Intercontinental Hotels Group 4,339 3,953 (2%) -386

Starwood Hotels And Resorts 2,411 1,880 (4%) -530

Global Hyatt Corporation 1,526 1,402 (1%) -124

BestWestern Hotels 1,530 1,261 (3%) -269

Accor 970 578 (8%) -392

H o tel C hain M edian 3,087 2,545 (3%) -542

Unique Visito rs (000)

Source: Comscore, SFG Research

Online Travel Unique Visitor Web Traffic Comparison, US 
Desktop – August 2007 vs. August 2013
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OTAs Favoring their own Meta Platforms

• The OTAs increasingly using their own prime meta shelf space to drive bookings 
– Expedia on Trivago (and TripAdvisor)…Priceline on Kayak

– Priceline most aggressive on Google Hotel Finder…in line with global strategy of using Google to grow 
brand awareness and market share

• Brand.com: largest presence on TripAdvisor, smaller in other channels
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OT A / T ravel T ripA dviso r Kayak T rivago Go o gle

Expedia 36.4% 19.0% 39.2% 22.5%

Priceline 24.3% 32.1% 24.3% 29.0%

Orbitz 0.0% 4.0% 0.0% 15.4%

Travelocity 11.2% 10.1% 10.5% 12.1%

Brand.com 8.9% 3.5% 4.8% 6.4%

Other 19.1% 31.3% 21.2% 14.6%

T o tal 100.0% 100.0% 100.0% 100.0%

Meta Channel % of Meta Links from Each OTA/Travel Partner 

Source: TripAdvisor.com, Kayak.com, Trivago.com, Google Hotel Finder, SFG Research
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And on TripAdvisor, Brands Outbidding OTAs

• Despite OTAs’ higher conversion Brand.com and wholesalers top TripAdvisor bidders
– 54% of total number 1 bids on TripAdvisor from non-OTA channels

• Bid Experimentation?  

• OTAs bidding for brand presence rather than “top spot”?

• Should come down to conversion and ad ROI…process dynamic, so evaluate carefully
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Source: TripAdvisor.com, SFG Research

OTA Bids on TripAdvisor by Rank as Percentage of Total Meta Slots

Sept . 2013

B id R ank Other Expedia.co m B o o king.co m T ravelo city H o tels.co m P riceline.co m

Rank 1 54% 21% 8% 7% 5% 5%

Rank 2 7% 36% 23% 13% 8% 1%

Rank 3 10% 18% 24% 13% 13% 4%

Rank 4 13% 2% 4% 4% 5% 6%

Other* 16% 23% 41% 64% 69% 85%

T o tal 100% 100% 100% 100% 100% 100%

*bid lower than top 4 or did not bid at  all
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2. Mobile App vs. Browser Use

6

Google Click-to-Call Ad in 
Mobile Browser

Marriott Booking Screen 
in Mobile Browser Booking.com Mobile App Starwood Mobile App

Source: Google.com, Marriott.com, Booking.com mobile application, Starwood mobile application, SFG Research
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2. Mobile App vs. Browser Use (con’t.)

• Mobile now between 10% to 20% of online hotel bookings

• Mobile favors travel companies with established “beach-front” property one “thumb-press” away
– OTAs have ~2X more reach on mobile than both Hotels and Airlines

7

Source: Comscore, SFG Research

T ravel C o . July 2013, U.S. Only H o tel July 2013, U.S. Only July 2013, U.S. Only

Intermediaries M o bile  UVs (000) C hains M o bile  UVs (000) A irlines M o bile  UVs (000)

TripAdvisor Inc. 15,408 M arrio tt 3,577 Southwest Airlines Co. 6,888

Expedia Inc. 12,208 Hilton Hotels 3,224 Delta Airlines 3,917

Priceline.com Incorporated 7,511 Choice Hotels International 2,128 JetB lue Airways 2,081

Orbitz Worldwide 4,014 Intercontinental Hotels Group 2,041 American Airlines 2,008

Kayak.com Network 3,198 Wyndham Worldwide 1,648 United Airlines 1,883

Travelocity 2,563 Global Hyatt Corporation 1,139 US Airways Group, Inc. 1,182

Trivago 915 Starwood Hotels And Resorts 741 A irline M edian 2,044

T ravel Int . M edian 4,014 BestWestern Hotels 693 OT A  R each A dvantage 1.8X

OT A  M edian (ex T ripA dviso r) 3,606 Accor 251

H o tel M edian 1,648

OT A  R each A dvantage 2.2X
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2. Mobile App vs. Browser Use (con’t.)

8

Source: Comscore, SFG Research

• OTA mobile edge comes down to app install base

• 8 of 9 hotels don’t have mobile app presence at all

• Airlines better due to popularity of mobile check-in apps

T ravel C o . B ro wser

Intermediaries M o bile  B ro wser M o bile A pp vs. A pp

Expedia Inc. 8,837 5,258 1.7X

Priceline.com Incorporated 5,565 2,640 2.1X

TripAdvisor Inc. 14,756 2,067 7.1X

Orbitz Worldwide 2,940 1,368 2.1X

Kayak.com Network 2,030 1,255 1.6X

Travelocity 2,320 170 13.6X

Trivago 801 na na

T ravel Int . M edian 2,940 1,717 1.7X

OT A  M edia (ex T ripA dviso r) 2 ,630 1,368 1.9X

Unique Visito rs (July-2013)

H o tel B ro wser B ro wser

C hains M o bile  B ro wser M o bile A pp vs. A pp A irlines M o bile  B ro wser M o bile  A pp vs. A pp

M arrio tt 3,317 664 5.0X Delta Airlines 2,101 2,499 0.8X

Hilton Hotels 3,224 na na Southwest A irlines Co. 5,721 1,655 3.5X

Choice Hotels International 2,128 na na JetB lue Airways 1,989 371 na

Intercontinental Hotels Group 1,939 na na American A irlines 1,922 na na

Wyndham Worldwide 1,648 na na United A irlines 1,851 na na

Global Hyatt Corporation 1,139 na na US Airways Group, Inc. 1,182 na na

BestWestern Hotels 693 na na A irline M edian 1,956 1,655 1.2X

Starwood Hotels And Resorts 673 na na OT A  R each A dvantage 1.3X 0.8X 1.6X

Accor 164 na na

H o tel M edian 1,648 664 2.5X

OT A  R each A dvantage 1.6X 2.1X 0.8X

Unique Visito rs (July-2013)Unique Visito rs (July-2013)
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This Document Is Intended Solely For The Use Of The Party To Whom SFG Has Provided It And Is Not To Be Disclosed (In Whole Or In Part), Summarized, Reprinted, Sold, 
Redistributed Or Otherwise Referred To Without The Prior Written Consent Of SFG. All References To “SFG” Refer To Susquehanna Financial Group, LLLP, And All References To 
“SIG” Refer To Susquehanna International Group, LLP And Its Affiliated And Related Entities, Including SFG. SIG Is Comprised Of A Number Of Trading And Investment-related 
Entities Under Common Control That Provide Sales, Trading, Research, Private Equity And Broker-dealer Services. As A Result, SIG May: (I) Be A Market Maker Or Specialist In 
Securities Issued By Companies Mentioned Herein, (Ii) Publish Research  Regarding Companies Mentioned Herein Or (Iii) Effect Transactions And/or Hold Long Or Short Positions In 
Securities, Derivatives Thereof Or Other Related Financial Products Of Companies Mentioned Herein. 

SIG Does Not Provide Any Tax Advice. Any Tax Statement Herein Regarding Any U.S. Federal Tax Is Not Intended Or Written To Be Used, And Cannot Be Used, By Any Taxpayer 
For The Purpose Of Avoiding Any Penalties. Each Taxpayer Should Seek Advice Based On The Taxpayer’s Particular Circumstances From An Independent Tax Advisor. 

Information Presented In This Document Is For Informational, Educational And Illustrative Purposes Only. While The Information In This Document Is From Sources Believed To Be 
Reliable, SFG Makes No Representations Or Warranties, Express Or Implied, As To Whether The Information Is Accurate Or Complete And SFG Assumes No Responsibility For 
Independent Verification Of Such Information. Facts And Views Presented In This Document Have Not Been Reviewed By, And May Not Reflect Information Known To, Professionals 
Of Other SIG Business Areas, Including SFG’s Research Department. In Addition, The Analyses In This Document Are Narrowly Focused And Are Not Intended To Provide A 
Complete Analysis Of Any Matter. 

Past Performance Is Not Necessarily Indicative Of Future Performance. Estimates, Projections Or Indications Of Future Performance Can Be Identified By Certain Statements, Such As 
“Believes,” “Expects,” “May,” “Will,” “Should,” “Seeks,” “Approximately,” “Plans,” “Estimates” Or “Anticipates” Or The Negative Of Those Words Or Other Comparable Terminology, As 
Well As By Statements Concerning Projections, Future Performance, Developments, Events, Revenues, Expenses, Earnings, Run Rates And Any Other Guidance On Present Or 
Future Periods.  Any Such Statements Are Forward-looking In Nature And Involve Risks And Uncertainties. Any Statements Of Future Performance Are Based On Assumptions That 
Might Not Be Realized And A Number Of Factors, Including Without Limitation, The Volatility Of The Securities Markets, The Overall Environment For Interest Rates, Risks Associated 
With Private Equity Investments, The Demand For Public Offerings, Activity In The Secondary Securities Markets, Competition Among Financial Services Firms For Business And 
Personnel, The Effect Of Demand For Public Offerings, Available Technologies, The Effect Of Government Regulation And Of General Economic Conditions On Our Own Business 
And On The Business In The Industry Areas On Which We Focus And The Availability Of Capital To Us. We Are Under No Obligation To Update The Information Presented In This 
Document Or To Inform You If Any Such Information Turns Out To Be Inaccurate Or Misleading. 

The Information In This Document Is Not, And Is Not To Be Construed As, An Offer Or A Solicitation To Buy Or Sell Any Securities Or Any Other Financial Instruments Or A 
Recommendation Or Endorsement To Engage In Or Effect Any Particular Investment Or Transaction. Moreover, Under No Circumstances Should The Information In This Document Be 
Considered Legal, Tax Or Accounting Advice Or Relied Upon Therefor. The Recipient Is Advised To Rely On The Advice Of Its Own Professionals And Advisors For Such Matters And 
Should Make An Independent Analysis And Decision Regarding Any Transaction Based Upon Such Advice.

You (And Each Of Your Employees, Representatives Or Other Agents) May Disclose To Any And All Persons, Without Limitation Of Any Kind, The Tax Treatment And Tax Structure Of 
The Transactions Contemplated By These Materials And All Materials Of Any Kind (Including Opinions Or Other Tax Analyses) That Are Provided To You Relating To Such Tax 
Treatment And Tax Structure. For This Purpose, The Tax Treatment Of A Transaction Is The Purported Or Claimed U.S. Federal Income Tax Treatment Of The Transaction And The 
Tax Structure Of A Transaction Is Any Fact That May Be Relevant To Understanding The Purported Or Claimed U.S. Federal Income Tax Treatment Of The Transaction. 

The Information In This Document Is Not Intended For Distribution To, Or Use By, Any Person Or Entity In Any Jurisdiction Or Country Where Such Distribution Or Use Would Be 
Contrary To Law Or Regulation Or For Any Distribution Or Use That Would Subject SFG Or Its Affiliates To Any Registration Requirement Within Such Jurisdiction Or Country.


