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Based on our travel industry forecast, online travel sales
will generate $77 billion in revenue or 29 percent of
travel revenue in 2006. This will grow to $104 billion or
34% in 2010. (TRAVEL INDUSTRY FORECAST)

At its most opportune, the internet and online technolo-
gies are about distribution - distributing information,
distributing product to wider audiences, and distributing
at lower costs. Today, the online travel industry is highly
competitive, with low margins and very little consumer
loyalty. It is an industry that has experienced significant
changes in all its relationships — between travel provid-
ers and their customers, travel providers and distribution
technology partners, and suppliers and third party sites,
and these changes continue to evolve. Currently, some
of the key industry trends going forward include —
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1. Alternative Consumer Distribution Channels

The ongoing competition for the consumer between suppliers and third parties
shows no sign of subsiding. We’ll continue to see best rate guarantees and loyalty
programs leveraged to affect consumer behavior. Going forward, we’re also see-
ing emerging alternative consumer distribution channels. Travel meta search—
while still small—has the potential to impact travelers’ research and booking
choices. We will see travel information providers move into more commercial
spaces (i.e. tourism boards including booking engines) and travel providers
distributing through new and traditionally non-travel partnerships. (US TRAVEL
CONSUMER SURVEY 2005)

2. Focus on Differentiation

We are now seeing an increase in customer service messaging, RSS offerings,
and rich media. Whether in products or marketing, we are seeing online travel
providers attempt to prove their value in an industry that is increasingly commod-
itized. (US TRAVEL CONSUMER SURVEY 2005; CONTENT TECHNOLOGIES

— BLOGS, PODCASTS, RSS;)

3. Social Networking

This trend has a triple impact — how should travel providers incorporate so-

cial networking into their sites, how can this content provide insight into target
markets, and how can companies manage their reputations and SEM around this
consumer-created content. (DYNAMIC ATTITUDE ANALYSIS)
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TRAVEL/HOSPITALITY SITES—
KEY PERFORMANCE INDICATORS

(Travel/Hospitality will be referred to as Travel in this document)

OVERVIEW

In the established online Travel market, with many con-
sumer-facing distribution channels and few barriers to
entry, it is essential to understand what drives success.
There are hundreds of moving parts in any travel Web
site, and understanding which are and aren’t perform-
ing optimally requires a clear, high-level view of overall
performance. What are these Key Performance Indica-
tors (KPIs), and how can you leverage SiteCatalyst to
measure them and take action? This document will
outline just a few of the many KPIs for the Travel/Hos-
pitality market, and help you improve your marketing
effectiveness.

TRAVEL SITE OBJECTIVES

Travel sites are often built of several business compo-
nents including commerce, self-service, content/sub-
scription and in some cases, lead generation. With this
mix, sites are complicated, and strategic KPIs can vary
depending on the focus of individual business units within
each travel Web site. Adding customer dynamics to the
equation makes monitoring and optimizing travel sites
even more complicated. So, what do you measure, and
how do you optimize the site to meet corporate goals?

Start by setting strategic measures, analyzing them,
then digging in to take action. Strategy is critical to
success. It is easy to get too tactical, too quickly, focus-
ing on specific site elements and losing track of the big
picture. By setting a strategic measurement strategy at
the outset, you can monitor important metrics which
indicate change and identify and optimize the elements
which contribute to success.

KEY PERFORMANCE INDICATORS (KPIS)

Key Performance Indicators are the critical gauge of a
site’s success or failure. Monitoring and acting on infor-
mation from these metrics will allow you to steer your
business from a point of informed authority. If you have
SiteCatalyst deployed correctly, you’ll notice (or even be
automatically notified) as metrics shift, and can make
necessary adjustments to compensate and improve
performance.

With the many business models within the travel verti-
cal, it is a daunting task to set KPIs. This document will
describe some the common, high-level KPIs that are
meaningful to the majority of travel sites. It is important
to note that these metrics are primarily strategic rather
than tactical, and that this document is not suggesting
that these KPIs can be leveraged for your particular
business model. For more information on the listed
KPIs, and on specific metrics for tactical applications,
please contact Omniture Best Practices at bestprac-
tices@omniture.com.
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HIGHLIGHTED IN THIS DOCUMENT
Key Performance Indicators

Revenue per Booking

Look-to-Book Ratio

Sales Cycle

Origin & Destination Reporting

Campaign Affinity Variance

agrwnNBE

For each KPI, this document will describe —

= How to Setup and Measure
= Quick Wins (What to Look For and Actions to Take)

REVENUE PER BOOKING

Many travel analysts look at revenue on more granular levels, such as REVPAR
(revenue per available room) in the hotel business and revenue per passenger
mile for airlines. But revenue per booking is a pertinent KPI for nearly all travel
business models. It will take the average SiteCatalyst user roughly 15 seconds

to create this most important of KPIs. Once you’ve added it to your SiteCatalyst
interface, you’ll easily be able to visualize how Revenue per Booking is affected by
seasonality, destination, day of the week, search engine and many other external
factors. Run year-over-year and quarter-over-quarter reports to identify trends and
maximize profitability during shoulder seasons.

HOW TO MEASURE

« Calculation — Create a calculated metric in Commerce by dividing revenue
by bookings.

Sample Reports:

It is suggested that once you configure the date range and reporting style to your
liking, you create a dashboard view of this report and save it under the category
of “Strategic KPI” for easy viewing. You may also consider creating an alert to
notify you and key stakeholders of any significant changes in this metric.
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QUICK WINS

Obviously, the goal is to increase revenue over time.
Revenue per Booking will vary by season, by product type
and by how many days in advance the booking is made
(booking pace). Because of the daily variations, it is
important to look at both trended and historical data and
to cross-reference Revenue per Booking with your other
KPIs to understand the reasons for fluctuation.

As a leading indicator, Revenue per Booking is a KPI,
but not the type of KPI that is completely transpar-
ent. When it fluctuates, further analysis will reveal the
reasons why. To understand factors affecting Revenue
per Booking, look at the following —

= Campaign Activity — Are there any promotional
campaigns in progress that are extending a
discount? This may explain a dip in revenue per
booking.

= Legacy Data — While Revenue per Booking may
be falling compared to last week, how does it
compare to the similar day of the week a year ago?
When doing comparisons to legacy data, make
certain that you’re looking at the same type of day,
not just the same calendar day. Nearly all travel
companies see vastly different KPIs on the week-
ends then what is observed on weekdays.

= Up Selling — As margins shrink in the Travel
vertical, simply converting visitors to customers is
not enough. The easiest way to increase top-line
revenue and provide added value for your custom-
ers is to offer add-ons. For an airline, these might
be discounted Business Class seats that otherwise
would’ve gone empty. For a consolidator, it may
mean an area on the Web site where customers
can add tour and attraction tickets to their trip
purchase. Whatever the means, providing conve-
nience and perceived value for your customers will
certainly help your Revenue per Booking and may
have the ancillary benefit of increased loyalty.

LOOK-TO-BOOK RATIO

The Look-to-Book Ratio is the percentage of visitors
(looking) who actually make a purchase (booking).
Why is this valuable? The travel industry is notorious for
disloyal customers. As travel has become more com-
moditized and customers have become empowered

by the Internet, the common perception is that travel
products and services are interchangeable from one
Web site to the next. Many customers will defect from a
site with which they’ve previously purchased—and had
a positive experience—for just a few dollars. Because of
this, Look-to-book Ratio helps site operators understand
if theire customers are satisfied with their shopping
experience. It also can shed light on how qualified the
traffic to their Web site really is. Look-to-Book is a pow-
erful metric on its own, but when tied to unique visitor
information, it can measure loyalty over time (across
sessions), giving an indication of how purchase intent,
trip type (business or leisure) and sales cycle affect
Look-to-Book.

1.877.722.708

www.omniture.com
info@omniture.com

HOW TO MEASURE
= Calculation — Unique customers / Unique visitors

Sample Reports:

g “isits (Repor...
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Bookings

Revenue

Units

March 2006

It is suggested that once you configure the time basis (e.g. daily, weekly, or
monthly unique visitor) and reporting style to your liking, that you create a dash-
board view of these reports and save it under the category of “Strategic KPI”
for easy viewing. You may also consider creating an alert to notify you or key
stakeholders of any significant changes in this metric.

QUICK WINS

While business travelers will book a trip on a moment’s notice, for the casual
leisure traveler, vacations are a “big-ticket item” with a longer decision cycle. This
means that leisure customers are likely to make multiple visits before purchasing.
For this reason it is important to look at reports over a period of several months.
Consider looking at reports with monthly unique visitor metrics, and view by week.

A drop in look-to-book ratio precipitates a further exploration of several areas of
your Web site, a few of which are listed below —

= Content and usability — In Omniture’s experience working with Travel cli-
ents, customers respond best when presented with a lot of information in an
easy-to-read format.

= Pricing and competition — With the ability to compare literally dozens of
travel sites with just a few clicks, pricing is always the first place to look.

= Search terms — Look at the search terms people used to find your Web
site—are they commensurate with expectations? Or are certain keywords
attracting unqualified leads?

= Improve Content and usability — Compare the low converting products,
routes or properties with those that convert at a higher rate and ensure that
the customer experience is the same for both. Do they both have pictures,
descriptions and content that addresses customer concerns? Usability is
especially important for travel sites where the product can have several de-
grees of variation (e.g — different accommodation classes on a cruise ship;
varying flight times for a particular route) and the checkout process can
be lengthy. Use pathing reports to see where visitors are abandoning the
purchase process—and make note of where they go next.

= Pricing and competition — Many travel companies have begun to use the
meta-search travel sites in much the same way consumers do—to check the
prices from their competition. To take it a step farther, use the “Key Visitors”
report in SiteCatalyst to see which pages on your Web site your competitors
are most frequently accessing. It may provide valuable competitive informa-
tion.
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= Surveys — While SiteCatalyst doesn’t provide a
survey tool, it can match survey responses to site
visitors without exposing any personal information.
A thoughtfully constructed survey will allow you to
determine the true visit intent of customers who
found you from a search engine—or even from a
particular keyword. One hotel site we’re familiar
with used a survey to find out that more than half
of the site’s traffic was looking for city information
rather than trying to book a trip, and was therefore
unqualified traffic.

SALES CYCLE

The number of days before first purchase and days
since last purchase are two ways to identify how long it
takes for customers to make their decision to purchase
from your site for the first time (and hopefully on sub-
sequent occasions). As mentioned earlier in this white
paper, there are vastly different consideration cycles for
Business travelers than for Leisure travelers. But Sales
Cycle reporting also speaks to the future value of a cus-
tomer by highlighting the recency of their last purchase.
It's a long-standing tenant of marketing that recency is
the leading indicator of future purchase intent. While
this isn’t as true in Travel as it is in Retail, recency is still
a strong metric around which to base your remarketing
campaigns. Look at the campaigns that drove a high
percentage of short-time-frame purchases and examine
the acquisition sources of customers who responded

to those campaigns to determine your most valuable
advertising partners.

= Days before first purchase — The number of days
that elapsed between the customer’s first visit and
his or her first purchase.

= Days Since Last Purchase — The number of days
that elapsed between the most recent purchase
and the preceding purchase.

HOW TO MEASURE

= Calculations: Omniture products automatically
calculate the following metrics:

1 Day
Same Day
5 Days

2 Days

Days Before First Purchase

586 Days
1

T T T T
0% 0.3% 0.6% 0.9% 12% 1.5%

Sun. 1 Jan. 2006 - Thu. 2 Feb. 2006

QUICK WINS

Identify the various factors that extend or reduce

the days before first purchase. SiteCatalyst provides

a way to easily break down this report by products
purchased and campaigns. Conversely, one can easily
break down the products or campaigns reports by days
before first purchase.
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= Create actionable user segments — SiteCatalyst provides users with powerful
segmentation tools that allow additional insight into which of your users are
business travelers and which of your users might be vacation travelers.

= Remarket — Once you have identified a frequent traveler, use email mar-
keting to reach that person earlier in their decision-making process. Send
offers for cities they’ve recently browsed or purchased. Attempt to recapture
customers who have not made a purchase in over 6 months. Make the offers
relevant and targeted to the particular audience.

TOP ORIGIN AND DESTINATION CITIES

Airlines have leveraged the power of origin and destination analysis for over 20
years. The concept of Origination and Destination (O&D) reporting is to under-
stand how popular city pairs measure up in terms of KPI. Not only does O&D
reporting help answer the question, “What are the most popular destinations

for someone who lives in New York City?”, it also sets a framework by which you
can compare Revenue per Booking, Look-to-Book and other KPI by city pairs.
While airlines have the advantage of collecting explicit origination and destination
airports as entered by the visitor, hoteliers, cruise operators and package resellers
can leverage SiteCatalyst’s geosegmentation and correlation functionality to build
their own O&D reports. These city pairs provide actionable, real-time insight that
can inform both online and offline strategies.

HOW TO MEASURE

Calculations:
= For Hotels — The number of bookings in a certain geographic location from
a geographic location.
« For Airlines — The number of bookings broken down by origin and destination.

QUICK WINS

Look for times where revenue, Look-to-Book ratios or other KPI for specific city
pairs outperform or underperform on a week-to-week basis. This observation
suggests a possible seasonal trend for a specific market. Also, seek out markets in
which the top destination city matches the origination city.

= Remarketing — Much like in sales cycle reporting, O&D reporting provides
a solid foundation on which to remarket via email or direct mail. Identify the
billing ZIP code of the user and populate the offer with deals in that custom-
er’s most likely destinations.

« Get Local - As mentioned in the previous paragraph, it’s not uncommon to
find that the top destination from a particular city is that same locale. Cus-
tomers will often book hotels or rent cars in their own hometown, either for
pleasure or out of necessity. Don’t overlook this highly profitable group.

= Liquidate — Just like food, travel products have an expiration date and if they
go unsold, they have no value. By keeping tabs on seasonal shifts in O&D
results, you can make more informed decisions about when to employ one of
the two previous tactics, such as offering last-minute discounts on Manhat-
tan hotels to a New Jersey customer.

CAMPAIGN AFFINITY VARIANCE

Inherent to every visitor segment definition is a description of the unique differences
in the way they interact with your site. Your visitor segments respond to campaigns
in different ways. For example, the business traveler is likely to purchase on a more
regular basis than a leisure traveler. Business and other frequent travelers may
already understand how to use your Web site, have created a profile, and know
exactly what they need. For them, buying travel is an everyday activity and therefore
a low-involvement purchase. On the other end of the spectrum are vacationers
and people with complex travel needs (such as finding accommodations that are
suitable for families or those traveling with differently abled persons). These varying
triggers each have an effect on your external campaign efforts and by making note
of them you’re less likely to repeat your mistakes.
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HOW TO MEASURE

= Calculation — Short-term campaign revenue as a
percentage of total campaign revenue

Sample Reports:

%of
Attributble
Campaign 1 Month Expiration | 2 Day Expirat Diffi Revenue

Google S5k Vacaton $628,331 $523,191 $106,200 17%
“¥ahoo Fantasy Sports. FITEETT 0,121 $285,556 TES
Oriando Hoels 3342408 segeed | 52837 4%
NCAA Basketbsll Towrr
Hotse Comparatively low response in first 2 %IE& 6%
Ouldoor Retaier Campd days suggests long consideration cycle. | 32178 0%
Fak Ciy Keyworss [ 3252177 | sz | sessazl” 1o
Ormiture Summt Hoise | 3272472 | EEEE
‘Gokf Paim Springs Comparatively high response in first 2 [ 5)#214 33%
‘Comporate Trawel Email days suggests short consideration = 43%
Caribbean Cruise Email cycle. 340,538 20%
Hawsii Vacations. F124697 $62.450 372247 4%
BudgetHatzk 5124125 397820 |  smE 215
Tatal 57454 158 s223a70n | 51014454 a5 ]

Create a combined report using Omniture’s Excel
Integration functionality that subtracts the same visit
campaign revenue from the 30-day campaign revenue.

QUICK WINS

The first couple of days after a campaign is deployed
are the most telling, but in order to perform this type of
analysis, you must let the campaign run for a period of
time. In the example above, it’s 30 days. Look for cam-
paigns where the percentage of attributable revenue in
the far right column is low. These campaigns realized a
high degree of immediate success. Those with a higher
metric in the far right column are ones in which the
purchase or consideration cycle took longer, but this
doesn’t mean they’re less valuable, just that they ap-
pealed to a different audience.

= “Anniversary” your Campaigns — Over time, savvy
marketers keep track of campaign affinity and
make note of which campaigns are more likely to
drive immediate results. These should be timed to
help meet revenue targets and boost sales during
shoulder seasons when revenue is flagging.

= Build Remarketing Segments — We talked about
segmentation earlier in this white paper and
here is another excellent application for creating
behavior-based user segments. Track those who
purchased from these campaigns as well as those
who responded but didn’t purchase and remarket
to them accordingly.

= Content Optimization — Review the user flow and
depth of content for campaigns at opposite ends of
the early versus late curve of response time. Was the
landing page for the more latent response cam-
paign as solid as the landing page for the campaign
with a short purchase window? Is the messaging
clear? Is the choice of products as broad?
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CONCLUSION

Key Performance Indicators are comparable to the gauges on the dashboard of
an automobile. While they don’t provide all the answers, they serve as effective
leading indicators for you to strategically manage operations. Based on changes
in your KPI, you can quickly diagnose the health of your online business, and if
adjustments are needed you can look to more tactical, granular metrics.

Use KPIs to drive action. Rather than taking a reactive stance toward these
metrics, use SiteCatalyst to proactively affect your KPIs and recognize emerging
opportunities before your competition does.

In addition to leveraging Omniture products, you may want to consider services
from Omniture’s Best Practices Group. This consulting team is made up of indus-
try experts from all ecommerce disciplines. In addition to helping you identify and
set strategic KPIs, they offer a wide breadth of services including periodic report-
ing and analysis, Web site redesign ROI, assistance with setting up and tracking
campaigns and many other services tailored to your business’s unique needs. For
more information, please contact your Omniture Account Manager.

CALL
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TRAVEL & HOSPITALTITY ORGANIZATIONS
RESOURCES ' 1gaveL inpusTRY OF AMERICA

www.tia.org

AMERICAN SOCIETY OF TRAVEL AGENTS
www.astanet.com

US OFFICE OF TRAVEL AND TOURISM INDUSTRIES
www.tinet.ita.doc.gov/

FREE RESOURCES

NEIL SALERNQO’S ARTICLES
www.hotel-online.com/

TRAVEL DICTIONARY
www.hometravelagency.com/dictionary/

HOTEL NEWS RESOURCE
www.hotelnewsresource.com/index.php

TRAVEL WEEKLY
www.travelweekly.com

SUBSCRIPTION RESEARCH

FORRESTER RESEARCH
www.forrester.com

GARTNER RESEARCH
www.gartner.com

IDC
www.idc.com

JUPITERRESEARCH
www.jupiterresearch.com

EYE FOR TRAVEL
www.eyefortravel.com

PHOCUSWRIGHT
www.phocuswright.com

SMITH TRAVEL RESEARCH
www.smithtravelresearch.com
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