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Three Forces of The Perfect Storm

@ Traveler Choice and
Empowerment

@ Blurring Business
Models

@ Traditional Value
Chain Disrupted
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Three Forces of The Perfect Storm

@ Traveler Choice and
Empowerment

@
©

We are in an unprecedented
point in the travel industry, where
millions of consumers worldwide

are clicking millions of times on
millions of sites, creating a
massive “always-on”

phenomenon that’s never before Results 1 - 10 of about 252,304,000 for travel
existed
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Three Forces of The Perfect Storm

@

There’s a proliferation of online ) Blurri ng Business
business models that are blending Models
together — media, referral, ©

booking, itinerary

* Media: Media sites primarily provide or facilitate the
exchange of travel information.

* Referral: Referral sites are those whose primary
business model is based on referring travel
transactions to booking sites.

* Booking: Booking sites are those that process
travel bookings, for both traditional content (e.qg., air,
car, hotel) and niche/Long Tail content (e.g.,
activities).

* ltinerary: Sites that keep track of your itinerary and
provide value add to the integrated components of

( ) the itinerary.
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Three Forces of The Perfect Storm

&) Expedia
@

‘}“ Show hotels |n tlhis area; @ Hotel amenities: Narrow your
i Dallas (and vicinity) (All areas) ¥ m J\ search

Not what you're looking for? Choose a different destinafion

Page 1 of 17 Previous | Next @

Sortby: (9)Expedia picks ()Price (()Hotelname ()City ()Starrating () Traveler opinion

{2 Wyndham Garden Hotel - Dalla,.. ~ ¥rérét Dallas, Tx o @ Traditional Value
. Experience True Southern Hospitality

S —

Q|

g9 This charming hotel is a short drive from downtown Dalas and just C h al N D | Sru p t e d

2-H minutes from the upscale Galleria Mall and Restaurant Row.

e See detais

It's hard to tell who’s who anymore.
Transaction sites look like
advertising sites.

Search portals look like OTAs. 488 4. :
Suppliers look like social media sites. &0~ o
Computers get smaller... > dl
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Losing the battle with the sea
Versus
Winning the battle in the marketplace

Depends on excellent leadership, defined as...

@ Exploiting fantastic advancements in technology
and momentum

@ Avoiding skills-focused decision making and
business model preservation

@ Rededicating businesses to solving big problems
for customers
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“Companies get skills-focused, instead of customer needs-
focused. When [companies] think about extending their
business into some new area, the first question is “why should
we do that — we don’t have any skills in that area.” That
approach puts a finite lifetime on a company, because the
world changes, and what used to be cutting-edge skills have
turned into something your customers may not need anymore.
A much more stable strategy is to start with, “What do my
customers need?”

- Jeff Bezos, Amazon.com CEO
BUSINESSWEEK, April 28, 2008
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