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The Brave new world of Hotel Distribution

v Expedia Group & Booking Holding Q1 Results
v" Key Hotels Chains Q1 Results

v" Q1 Thailand International arrivals

v" Thailand Insight & changes pre & post covid
v Thai Resident rates what's next?

v What should you do next?
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Expedia Group & Booking Holding latest Quarterly Results

Expedia Group Key Lodging Metrics Vs. 2019
ao0% » Q12022 Asia was down 35%

21% 23% . . . .
20% - o " = > Cancellation rate in line with 2019
2% 1% 2%

o gm » Constant currency ADR was up 18% vs 2019

-20% -ldg?% ' F% F% F

-40% 0% 33 31w -30%

b o -43%
“60% e ST% sa% BKNG Nights Booked and Gross Bookings vs. 2019
-61%
-80%
-BTHE% 1Q20 2020 3030 4020 1021 2q21 3021 4021 1022 Apr-22
-100% 40% 30%
1020 2020 3Q20 4020 1021 2021 3Q21 4021 1022
o Room Nights Stayed = Lodging Revenue ADR 20% 1 7% m%l
|
0% T T = T
A
-20% - -12% o - 9%
» Lodging bookings were up 1% vs 2019 . e
. . -43 :
> Vbro is estimated +30% vs Q1 2019 o | si% B an a5 535
N . “60% g
> B2B segment is growing faster than B2C 0%
-B7
-100% - -91%

Nights Booked M Gross Bookings

Lource: Company Filings, CRC Estimates

HOSPITALITY SALES & MARKETING ASSOCIATION INTERNATIONAL I I S l I l a

LES # INSPIRE MARKETING # OFTIMIZE REVENU




OTA Marketing Spend vs 2019

($B) Quarterly Marketing Spend & Change vs. 2019
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Hilton Worldwide & Marriott International Q1 22 Results

HILTON WORLDWIDE HOLDINGS INC.
COMPARABLE AND CURRENCY NEUTRAL SYSTEM-WIDE HOTEL OPERATING STATISTICS
BY REGION, BRAND AND SEGMENT

(unaudited) » Direct digital bookings up 14% vs Q1 19
T R S —T » B2B segment is growing faster than B2C

By Region: 2022 vs. 2021 2022 vs. 2021 2022 vs. 2021 > Leisure COI‘ItiI‘IUES tO Iead growth

u.s. 61.8 % 141 % pts.  § 14432 364% § 8912 76.8 %

Americas (excluding U.S.) 50.7 217 126.05 357 63.92 137.0

Europe 479 292 120.70 748 57.77 3488

Middle East & Africa 662 260 158.07 348 105.28 121.4

Asia Pacific 425 (0.4) 10413 12.0 44 28 1.0

MARRIOTT INTERNATIONAL, INC.

KEY LODGING STATISTICS
In Constant $
Comp Company-Operated ional Properties
Three Ended March 31, 2022 and March 31, 2021
. . . . REVPAR O Average Daily Rate
> OTA mix continue to decline 12-13% of mix gl w2 vezont W ve 20 22 w20
. . Greater China $5380  -6.9% 419%  57% opis $12830  57%
» Direct bookings represented 75% of total Q1 Asia Pacific excluding China s5829  66.5% wm ik m smm  ne
Caribbean & Latin America $13079  152.4% 575%  267% pis. $22739  355%
> Loyalty accounted for 60% of Q1 occ% Europe $81.16  401.9% 427%  30.3% pts. $190.20  45.7%
Middle East & Africa $12871  97.7% 86.1%  235% pis. 519482 27.3%
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Thailand Q1 International arrivals

International Tourist Arrivals to Thailand Q1 22
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source: Thailand Ministry of Tourism & Sports
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Germany, 9%
United Kingdom,
8%

» Q1 saw close to 500K International arrivals
» We had 39.9M arrivals in 2019
» Russia impacted by Ukraine conflict
» China impacted by strict restrictions
» Phuket Sandbox + Test & Go + Thai Pass
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Destination Insights

International Travel Demand From 1 Jul 21

TOP 5 DEMAND BY ORIGIN
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Source: Google Trends (Data from 1 Jul 21 — 18 Apr 22) dMaDEUs
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Flight Capacity
Number of scheduled seats coming into Thailand — Looking 9 weeks ahead

Travel Week: Scheduled Capacity Flights per Week
Destination Market: Thailand
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Data Source: Innovata Airline Data
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Thailand Segmentation Mix evolution

Segmentation Mix

Thailand Data: Q1 Current Year vs 2019

Wholesale
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13%
29’5

dMaDEUS

® Amadeus IT Group and its affiliates and subsidiaries

Data as of: 8" May 2022
Data Source: Demand360
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Occupancy Pick Up - Transient

Forward Looking Occupancy Pick Up for Thailand

Asof Month Ago M Asof Week Ago B Transient
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27.9%

25.8%

20.8%

15.8%

16.6% |

5.8%
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Stay Month

Data as of: 8t" May 2022
Data Source: Demand360
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Occupancy Pick Up - Group

Forward Looking Occupancy Pick Up for Thailand

Group Occupancy Pick Up
Market: Thailand
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Data as of: 8t" May 2022
Data Source: Demand360
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Thailand Channel Mix evolution

Channel Mix

Thailand Data: Q1 Current Year vs 2019

© Amadeus IT Group and its affiliates and subsidiaries

dMaDEUS

Data as of: 8" May 2022
Data Source: Demand360
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DESti n atio n I n Sights 2021 Channel Mix By Room Night

Bangkok 2019, ,2021 Direct

T2%
OTA Brand.com

10% 18%

27 Dec 20—2 Jan 22

Occupancy

® Amadeus IT Group and its affiliates and subsidiaries

Sty Woak dMaDEUS

Source: Amadeus Market Intelligence

HOSPITALITY SALES & MARKETING ASSOCIATION INTERNATIONAL I I S l I l

£S5 # INSPIRE MARKETING # O




Destination Insights

Bangkok Q2 Apr —Jun 2020, ,2022

Occupancy

32K

-1

= 8 5 kE 2 =

& Amadeus [T Group and its affiliates and subsidiaries

24-Apr-22 B1-May-22 9E-May-22 15-May-22 12-Mey-22

Source: Amadeus Market Intelligence (Data as of 25 Apr 22)
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Q1 2022 Channel Mix By Room Night

OTA
14%

Direct
51% GDSs

24 Apr—3 Jul 22

Brand.com
32%

aMaDEUs
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DESti n atio N I n Sights 2021 Channel Mix By Room Night

PhUket 2019, } 2021 Direct g;—;:

56%

27 Dec20—2]an 22

Brand.com
24%

Occupancy

® Amadeus IT Group and its affiliates and subsidiaries

dMaDEUS

Source: Amadeus Market Intelligence
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Destination Insights

Phuket Q1 2020, , 2022

Occupancy

10%

© Amadeus IT Group and its affiliates and subsidiaries

ox
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Source: Amadeus Market Intelligence
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Q1 2022 Channel Mix By Room Night
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Phuket ADR Road to recovery

Phuket ADR Recovery
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How distribution has evolved during COVID

Expedia Q1 results show that one of B2B segment is growing at a faster pace than its
B2C segment

Booking Holdings Inc. today acquired Getarooms in December 2021 to strengthen its
B2B distribution

Agoda launches Beds Network in December 2021. This aims to help properties to
distribute their wholesale rates

Thailand hotels had to shift their mind to domestic market during the pandemic
which helped increase their direct bookings

During Covid Travel tech companies focused even more in developing their solution

OTA have redlized during the pandemic that this is not just a price game but also a
product game

OTA realized that this is not just a rate game

i.



Thai Resident Rates by Channels

Channels

v" Thai Resident driven predominantly from
\Jight:i Brand.com

Brand.com: 45.71% v" Email, Online Chat, Telephone were still very
important

v We Travel Together drove many challenges for
our reservation team

Email: 19.72% -
Online Chat: 8.80% E—

|

Telephone: 25.78%

v' Local Thai influencers were key to drive
awareness
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Thai Resident and booking pattern

| ’
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Thai Resident what’s next: the UAE example

Exclusive UAE Residents" Staycation Speclal
e es of 25%

v Only bookable through brand.com
with a booking code

ngs at 2l our award-winning restaurants, n-room wrmgwsrc included.

JULIUS KING ROOM v" Discount of BAR

Sleeps3 | 1King

Julius King Room ‘/ Added Value beneﬂts

Room details

v" Flexible offer

T FREE WIF Caesars Palace Dubai UAE Residence Promotion AEN 720
coonren PREMIUM OFFER
o Ultimate Staycation Room Only v Subject to availability
Complimentary Wi-Fi THB l I ,2 2 2

ﬁg Complimentary unlimited access to Wild Wadi waterpark™

+ Complimentary access to 2km pristine private beach
 Offer is applicable for UAE Residents on

. s, v Proof of residency required
" Proof of UAE residency required ot check-in or Jumeirah Flexible Rate will

@ jlzz\-;c:nce\l-ationwit"outpe"ol‘ryun:ilﬂ:SQo"r-Dn5J.JNE,2022. \/ Drive Iocal bUSineSS |aSt minUte When
international is slow
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What should you do next?

v Some key source markets such as China & Russia have been recently impacted
you need to review the key source markets based on latest trend

v With recent increase in utilities cost this is very much an ADR game, and you need
to look for any opportunity to optimize

v Guest’'s behavior & expectations have changed during covid. They want flexibility
and very quick answers to their questions

v' With still limited staff hotels needs to invest in technology in order to be able to

cope with customers high increase in chat (Line, Messenger, Whatsapp,
Instagram

v China will eventually re-open and with Super-App or online shop (We Chat,
Fliggy...) it has become easier to start targeting Chinese guest direct

v It is also time to review how to automate Wholesale and move this market
segment to connectivity and ultimately dynamic rates
i
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Example of new technology that can help your hotel
efficiency & revenue

How iOL Pay's BIOS helps Hotels

Single global fintech platform & Payment link for reservations
powering Brand.com QD team to send to your guests

icec, :h;’ oot : " : ‘ \ /
- e ve it more ' Smart revenue iOL Pay Automated check-in
e
-

optimisation technology / check-out
Automate VCC collection and reconciliation < ers with a
processes from Booking,.com, Expedia, frictionles ience
Agoda & other OTAs, Hotelbex @

Webbeds & other direct connec

Digitising Accounts Payables

F&8 orders in Rus!

their hotel on their guests’ phon

QUICKTEXT

#hospitalitytechnology #hoteliers #hospitalitytechnology #hoteltech

Big picture

Hotel website imi Opti
Advertising

econe to 20
ABSOLUTE TWIN
SANDS RESORT &

Generate Email Feed the
Automation Call Center
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WATCH MORE ON
YOUTUBE @

https://www.youtube.com/hsmaid
siapacific

LEARN MORE @ HSMAI

ACADEMY
hitps://hsmaiacademy.org
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