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Qualifying and
defining activities




How do you qualify an ‘activity’ or ‘experience’?

Activity group Activity type

Activities and tours

Activities

Amusement parks

. Museum, zoo or aguarium
Atfractions Cultural/historical attractions
Natural attractions

Source: Taxonomy from Phocuswright: Experiences 2019: US Travel activities Market Opportunity & Consumer Behavior, March 2019

Activity sub-type

Sightseeing tours by land, water and air
Cultural tours

Shore excursions

Active/adventure activity
Sporting activity, class or lesson
Cultural activity, class or lesson
Fishing

Skiing

Spa and wellness



Activities are why we itravel and what we remember

Discover

Where should |
go¢

What can | do
theree

What do others
do there, what
do they enjoy?

What
neighborhood or
airport should |
choose?¢

How long should |
spend in this
place?

Shop/Book
flight + hotel

What can | do
near this hotel?

What are the
excursions on this
voyage?

What fits my
expectationse

Shop/Book
things to do

What's available
and within my
budget?

How far ahead
should | plan,
what can |
decided there?

What fits my
needse¢

What can | do
and how can |
get around?

What's
happening while
I'm there?

Who can give
advice about
what to do?¢

How can | share
what | learned
and experienced
with others2

What will |
do/experience
nexte




Activities impact
on customers




Activities is the third largest segment of the travel market

Rail, 9%

» Activities segment is
worth $] 29B and 9% Other*, 9%
of the travel market

Activities, 9%

« AcCtivities are growing
faster than the fravel
Industry as a whole

Airlines, 40%

*Other includes car rental
and cruise and package
tour operators in select
markets



Enabling customers to go places and do things

Activities are among the top reason for choosing a destination

Nightlife 48% 20% 31% %
Peer-to-peer experiences available 33% 26% 3° D%
Active travel activities 38% 23% 3° %
Shopping KA 23% VA %
Familiarity with location 26% 27% 46% %
Destination popularity/reputation 20% 26% 53% %
Appeal of local culture 12% 25% 61% 2%
Natural features/landscapes 12% 25% 61% D%
Landmarks and sightseeing options 12% 23% 64% %
Ease of travel within a destination 8% 23% 68% %
Food and dining 7% 22% 69% 2%
Available tours and activities A 19% 71% 2%
Ease of travel to the destination I 2 s

0% 10% 20% 30% 40% 50% 60% 70% 80% ?0% 100%

m Not important  mModerately important  mImportant Not sure

Source: Phocuswright: Experiences 2019: US Travel activities Market Opportunity & Consumer Behavior, March 2019



How customers
buy activities




How do customers
shop for activities?

It's a “Fragmented” marketplace
with a variety of channels for 24% 27%
purchase

4%
5%

55% 509

Source: Phocuswright: Experiences 2019: US Travel activities Market Opportunity & Consumer Behavior,
March 2019

31%

6%

49%

2020

Fragmented Marketplace - Channel Share 2016 - 2022

34%

38%
7%
8% . . :
Activity provider website
Online intermediaries
Direct to provider offline
44% 399, WTravel agencies/Tour operators

m Concierges

m Destination pass

2021 2022



When do customers book activities?

Customers prefer to book activities pre-trip!

Natural attraction 61% 39%
Museum 61% 39%
Indoor amusement 69% 31%
Spa and wellness 70% 30%
Ground transportation services 71% 29%
Active/adventure activity
Festival
Shore excursion
Multi-attraction pass
Culinary tours
Performing arts events
Cultural activity/lesson
Sporting events
0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

m Pre-frip  mIn-destination



Expedia Group Activities customers shopping behavior

« Expedia Group helps customers discover a
around the world

« Activity purchasing is particularly popular with

« Unlike the overall trend for activity buying in-destination, online
customers tend to shop

as connectivity
reduces booking cut-off windows

« Customers often during a single trip,
especially for longer trip durations



Shopping for
activities with
Expedia Group




Expedia Local Expert is the customer
facing brand for the activities business
in Expedia Group, helping customers
discover activities and experiences in
destination of their choice.

Drive-Thru Wedding
By A Special Memory Wedding Cha

Dujiangyan Panda Base with
Private Guide
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@ Expedia e

| Expedia Group’s activity
business is multi-faceted

Dual presence

/ N\

Restoring an Old Painting 1 -
By Rome and Italy Group Onllne In
person

®© v

Free cancellation Features No booking or
available animals credit card fees

Dual product line
If you would like to get your hands dirty, play with
colors and learn to restore something wonderful like a / \

paint, do not hesitate and book the workshop with us!

This workshop is half learning, half practicing. Our A .l.‘ '.I.' G d

many visitors find it fascinating and fun! This is the most C IVI Ies rOUn

particular workshop because it is based on theory and °
fransportation

$213 | Check availability
per traveler




Expedia Group’s online
activity business by the
numbers

A ‘, = 210,000+ products (195K
;i?iticst(dMakingWorkshop ACTIVITIGS, ]5K GI’OUﬂd
Transport)

Q) 7

1Th 30m No booking or

INn 4,000+ destinations

Well, at Token studio, you can attend London’s very
first lipstick making workshop, with edible, natural
ingredients - you will never have to worry about what's

on your lips! From 8'900+ Suppliers
o,

Source: Expedia Core Data, Dec 2019




