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Executive Summary

Evolutionsin the distribution market between 2013and 2017

A Thisé S I diskribution study of HOTREGhows, that between 2013
and 2017 the dependencyof hotels on Online Travel Agencies(OTA)
wasrisingandthe shareof direct bookingswasdeclining

A The shareof direct bookingshas decreasedacrossEuropeby over 4
percentage points from 57,6% in 2013 to 52% in 2017 (weighted
resultsincludingdatafrom hotel chains)

A Theshareof OTASN hotel room bookingsincreasedoy over 6% points,
l.e. from 19,7%to 26%, overthe last4 years
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Executive Summary

Dependencyon Online TravelAgents

A The study showsthat especiallythe small hotel segments(with less
than 20 rooms)are significantlymore dependenton OTAY29,3%) than
the averagenotel.

A Hotel cooperationsare significantlyless dependenton OTAS(22,5%)
thanthe averageof all hotels

A Yet, the dependencyincreasedbetween 2013 and 2017 both in the
case of smaller hotels and bigger hotels, as well as in the case of
Individualand brandedhotels
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Executive Summary

Who dominatesthe Online TravelAgentmarket?

A The 3 main market playerswithin the OTAmarket remain Booking
Holding(Bookingcom), ExpediaGroupandto alesserextent HRSwith
anaggregatednarketshareof 92%

A These3 playerscould maintaintheir overallmarketshareoverthe past
2years

A Bookingcomis by far the mostinfluential OTA,with a shareof 66,4%
Thedominanceof Bookingcomhasbeenrisingoverthe last4 yearsby
more than 6%between2013and2017(i.e. from 60%to 66,4%).

A Expedia could maintain its 2015 market share (16,6% in 2017
comparedwith 16,8%in 2015, while HRSost marketsharesandranks
third in the OTAmarket with a relative shareof 9%in 2017 compared
to 16,6%backin 2013
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Executive Summary

The OTAC hotel relationship

A Regardingsome aspectsof the relations with OTAs,the majority of
hoteliers (50%) feels pressuredoy OTAd0 acceptplatformsterms and
conditions (e.g. regarding cancellationpolicy, specialdiscounts)that
hotels would otherwise voluntarily not offer. Smalland independent
hotelsfeel more pressuredhan big hotelsor hotel chains

A When havingdisputeswith OTAS(6 out of 10 hotels!), the majority of
concernedhotels (70%) considerthat there is not a fair and effective
solution to the disagreements Again, small and independent hotels
seem to have more problems with dispute resolution than bigger
hotelsor hotel chains
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The survey: background

A In order to monitor the current situation of distribution (online
aswell asoffline) within the Europearhotel industry, especially
In relation to the role of online travel agencie§OTA, HOTREC
the umbrella associationof Hotels, Restaurantsand Cafésin
Europe, has decided to conduct an online survey between
Februaryand March 2018 together with hotel associations
from HOTRECmember countries across Europe for the
referenceyear2017.

A 9milar studieshavebeen conductedin 2014 for the reference
year2013andin 2016for the referenceyear2015 Thepresent
study allowstherefore to illustrate the evolution of distribution
channelsaandplayersbetween2013 2015and2017.
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The guestionnaire

A Theonline questionnaireaskedfor market shares of different
direct and indirect distribution channels (in terms of
overnighty as well asthe specificmarket sharesof the OTAs
(suchasBookingcom,ExpediaandHR$.

A Further questions queried the hotel-OTA relationship and
analyzedthe way how hoteliers manage online distribution
channelsandinterfaceswith meta-searchengines

A Thefinal part comprisesquestionscovering characteristicsof
the hotel property (star rating, the sizeof the hotel in terms of
rooms offered, amount of overnight stays, its location, main
targetgroup,etc.)

U Seeannexl1 for acopyof the questionnaire
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The survey administration

A The questionnairewas translatedin more than 20 languages
with the help of the respectivenationalhotel associations

A The survey was addressedto the member hotels of the
different hotel associationsaand conductedbetween February
and March 2018 The collecteddata coverthe referenceyear
2017.

A The different hotel associationscontacted their members
either by emailor throughnewsletters

A Inadditionto information of individualhotel owners,data from
hotel chainscouldbe integrated,either on anaggregatedlevel
(country) or a property-level.
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Methodological remarks: Hes.
sampling ot et e Cotn oo

U Overall2(Z44 responsesfrom individual hotels could be collected
through the online survey Yet responserates by country vary
stronglyin the survey(seefollowingslide)

0 Datafrom 2 hotel chainsallowedto integratefurther 18 responses
on a property-levelfor 5 countriesleadingto an overallsamplesize
of 2(262valid observations Forfive countries,aggregateddata for
distribution channelsand OTAmarket sharesfrom 6 hotel chains
comprising 650 hotels with 101Q@81 rooms could be integrated

Into the analysis
A Germany 3 chainswith 456 hotels
A Datafrom one chainin Finland HungaryNorwayand Sweden

U Thestudyis therefore basedon observationsfrom a total of
3@12Europeanhotels.
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Responseates by country
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Source: Survey, Eurostat

Nbe of hotel Nbe of hotel HOTREC aggregated data chain Total Response
establishments establishments survey hotels -> nbe observations rates
(2013/2015) (2016) responses observations
Austria 12 625 12 366 33 33 0.3%
Belgium 1557 1522 44 44 2.9%
Croatia 938 1011 35 35 3.5%
Czech Republic 5992 6 022 73 73 1.2%
Denmark 525 537 32 32 6.0%
Estonia 414 413 7 7 1.7%
Finland 777 772 114 9 123 15.9%
France 18 328 18 424 176 176 1.0%
Germany 33635 33061 622 456 1078 3.3%
Greece 10111 9 987 130 130 1.3%
Hungary 2185 2 202 120 12 132 6.0%
Iceland 402 397 15 15 3.8%
Ireland 2 348 : 31 31 1.3%
Italy 33 202 33 166 376 376 1.1%
Latvia 332 343 39 39 11.4%
Lithuania 418 420 4 4 1.0%
Luxembourg 236 232 3 3 1.3%
Malta 161 164 0 0 0.0%
Netherlands 3525 3585 152 152 4.2%
Norway 1082 : 57 93 150 13.9%
Poland 3723 3 965 30 30 0.8%
Slovakia 1509 1475 20 20 1.4%
Slovenia 681 692 0 0 0.0%
Spain 19718 19524 170 170 0.9%
Sweden 1992 2011 146 80 226 11.2%
Switzerland 5 055 4949 270 270 5.5%
Turkey 3125 : 43 43 1.4%
United Kingdom 40 272 20 20 0.0%
2762 3412



Methodological remarks: Hes.
confidence intervals el e

A As not all hotels have answered all the questions,ititicated total
number of observations changes from one question to another

A Measureof accuracy

o Aconfidence interval gives an estimated range of values which is likely
to include an unknown population parameterthe estimated range
being calculated from a given set of sample data. (Definfomm Valerie
J. Easton and John H. McColl's Statistics Glog&dlry-> Aconfidence
Intervaltell you the most likely range of the unknown population
average.

0 We used théootstrap approach with @&5%confidenceinterval: This
givesthe probability that the interval produced bthe bootstrapmethod
Includesthe true value of thgparameter in the population.

0 We usedWessaP., (2015), Bootstrap Plot for Central Tendency (v1.0.14)
In Free Statistics Software (v1.1-243, Office for Research Development
and Education, URL http://www.wessa.net/rwasp_bootstrapplotl.wasp/
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Methodological remarks: Hes
weighted average Europe o S

A Estimationsof market shares on an Europedevel

V

B Lnazgtlléte of Tourism

In_additionto the average values calculated on overall sample statistics, an
estimation of market shares based amveighted average valuen an
European level is given.

A weighted average is the summation of variables (couspscific averages),
each of which are multiplied by their relative weight.

This approach means that the overall European estimate compensates the
effect of countries having a very high number of observations within the

sample.
Therelative weights in our case are the respectxernightsfor each country

In the sample Countryspecific weighting factors for 12 countries with
sufficient observations in the survey (n>70) have been used.

Forcountries with insufficient number of observationand hence limited
validity of countryspecific estimates, theverall sample mears used.




Weighting factors by country
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Source: Survey, Eurostat

Aggregated Individual weighting
HOr'I;IleJEg:réggvey responses from obsgr(\)/gatlions Overnights 2016 | only for countries
chains with n>70

Czech Republic 73 73 36 492 739 1.9%
Finland 114 9 123 16 628 662 0.9%
France 176 176 203 877 048 10.5%
Germany 622 456 1078 279 596 765 14.3%
Greece 130 130 79 885 024 4.1%
Hungary 120 12 132 22 738 655 1.2%

Italy 376 376 267 566 038 13.7%
Netherlands 152 152 44 589 977 2.3%
Norway 57 93 150 22 483 596 1.2%

Spain 170 170 331 168 945 17.0%
Sweden 146 80 226 35 315 426 1.8%
Switzerland 270 270 35532576 1.8%
Austria 33 33 90 084 612 4.6%
Belgium 44 44 17 183 395 0.9%
Croatia 35 35 23 262 846 1.2%
Denmark 32 32 15 008 216 0.8%
Estonia 7 7 5 054 025 0.3%
Iceland 15 15 5169 466 0.3%

Ireland 31 31 26 264 513 1.3%

Latvia 39 39 3547571 0.2% 29 4%
Lithuania 4 4 3835 278 0.2% '
Luxembourg 3 3 1753 464 0.1%

Malta 0 0 8 700 431 0.4%
Poland 30 30 44 323 448 2.3%
Slovakia 20 20 9 610 588 0.5%
Slovenia 0 0 7 081 194 0.4%
Turkey (2015) 43 43 133 789 181 6.9%

United Kingdom (2013) 20 20 178 225 113 9.1%

2762 3412 1948 768 792



Methodological remarks: He S-S
We I g hted ave rag e CO u ntr&evel Hochschule fiir Wirtschaft & Tourismus E

A Estimationsof market share#n countries whereggregated data from
hotel chainsare available are based on a weighted average.

A The weighting takes into account the market shares (in termsiofber
of rooms) of individual hotels versus branded hotels in the country.
Information from the hotel associations resp. hotel chains are used in
this context.

A The following figures are used in our study:

Germanyindiv. Hotels 55% / branded hotels 45%

Hungaryindiv. Hotels67%/ branded hotels33%

Finland:iindiv. Hotels 61,2 % / branded hote38,8%

Norway:indiv. Hotels20,5% branded hotels79,5%

Swedenindiv. Hotels 56% / branded hotels 44%

To T To To I
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Summary of sample Hes.
characteristics (Europe) W e =

A Overall, the following main observations can be made with
regard to the sample characteristics (further details are in
annex 2):

o Hotel Classificatiog 75,5% of properties in the sample are classified. 3
star (43,5%) and 4 star (33,8%) hotels make up the large majority of the
classified hotels in the sample.

0 Sizec The average size of the hotels in the sample is 38 rooms (median
value), yet one hotel out of four has less than 20 rooms.

o Customersegmentc The leisure segment is the dominant target group
for 57,6%0f hotels, followed by business clients #,9%of properties

o Managemeni Nearly 70% olfiotels are individual properties whereas
19,8%belong to a hotel chain antD,4%to a hotel cooperation.
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Market shares of distribution
channels in Europ2017. overall

sample

Unweighted overall sample (2'593 valid observations for the

Hochschule fiir Wirtschaft & Tourismus el

Hes

Haute Ecole de Gestion & Tourisme =3

Market share 2017

confidence interval

distribution channels) (bootstrap)
Direct - Phone 18.5 18.0 19.0
Direct - Mail / fax 2.0 1.8 2.1
Direct - Walk-In (persons without reservation) 4.4 4.2 4.6
Direct - Contact form on own website (without availabilty 6.0 551 56 6.3
check)

Direct - Email 16.0 15.5 16.7
Direct - real time booking over own website with availabilty 8.2 79 86
check

Destm_atl_on Marketing Organization (DMO) / trade 0.9 05 13
associations 1.3

National Tourism Organization (NTO) 0.5 0.2 0.8
Tour operator / Travel agency 7.8 7.3 8.3
Hotel chains and cooperations with CRS 1.0 0.6 1.4
Wholesaler (e.g. Hotelbeds, Tourico, Gulliver, Transhotel, 19 12.7 15 23
etc.)

Event and Congress organizer 1.9 1.6 2.3
Online Booking Agency (OTA) 26.9 26.1 27.8
Globale Distributionssysteme (GDS) 1.9 29.3 1.4 2.4
Social Media Channels 0.5 0.2 0.8
other distribution channels 1.6 1.6 1.1 2.1

Confidencantervals arestatedat the 95%evel. Market

Institute of Tourism . .
E Page 20 shares in % of overnights.
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Evolution market shares of Hes

Haute Ecole de Gestion & Tourisme ﬁ
>3

dIStrIbutlon Channels In Europe Hochschule fiir Wirtschaft & Tourismus [l
2013 to 2017 overall sample

Market share 2017| Market share 2015 | Market share 2013 | DELTA (2017-
(n=2'593) (n=2'188) (n=2'221) 2013)

Direct - Phone 18.5 18.7 21.1 -2.5
Direct - Mail / fax 2.0 2.3 3.1 -0.9
Direct - Walk-In (persons without reservation) 4.4 4.8 6.0 -1.2
Direct - Contact form on own website (without availabilty 6.0 551 6.1 55 2 6.1 594 0.0 42
check)
Direct - Email 16.0 16.7 16.1 0.5
Direct - real time booking over own website with availabilty 8.2 6.8 6.9 0.2
check
Destination Marketing Organization (DMO) / trade )
associations 0.9 1.3 0.9 1.4 1.0 1.7 0.2 -0.2
National Tourism Organization (NTO) 0.5 0.6 0.6 -0.1
Tour operator / Travel agency 7.8 8.0 9.6 -1.6
Hotel chains and cooperations with CRS 1.0 2.6 1.4 1.2
\é\t/(tx))lesaler (e.g. Hotelbeds, Tourico, Gulliver, Transhotel, 19 12.7 26 16.3 58 15.7 0.2 0.6
Event and Congress organizer 1.9 3.1 1.9 1.2
Online Booking Agency (OTA) 26.9 22.3 19.3 3.0
Globale Distribution Systems (GDS) 1.9 29.3 2.7 25.5 2.0 21.8 0.7 3.7
Social Media Channels 0.5 0.5 0.5 0.0
Other distribution channels 1.6 1.6 1.5 1.5 1.5 1.5 0.0 0.0

E Institute of Tourism Market shares in % of overnights. OTF@C
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Market shares of distribution Hes so
channels in Europ@017 weighted e B
values

5 Slo | w 2 |la|2 g c |2 iah Un-
5 |6 35| S o c o | & -~ | 3|3 c|g|Z8 Weighted weighted
w L S| ®© c = O] ()] o — E @ oo} ) Val
= |8 2| © 5 1S i 215 8‘ = | N alues Values
a L | & olz| ~ |5|=z o | = 2017
@ - © 2 & 2017
weigthing] 29.4%| 1.9% [0.99 10.5%] 14.306]4.194 1.29%] 13.7%|2.3%| 1.20¢] 17.0%] 1.8%4 1.8%4
Direct - Phone 154 | 15.128.6| 26.3 | 20.8 |17.6| 9.2| 18.1 |12.4]11.8| 7.9 |16.5/18.3 165 185
Direct - Mail / fax 33| 06|02 16 | 21 |09| 05| 1.4 | 60| 1.8] 13 |02| 17| 21 2.0
Direct - Walk-In (persons without |, /1, o1 s ol g5 | 37 | 56| 34| 43 | 27|28 32 |35|51] 45
reservation) 4.4
Direct - Contact f bsi s2d |55
rect - Lontact form on ownwebsl) -, | 931 49| 37 | 53 |44|62] 102 26| 80| 33 |35|69]| 53
(without availabilty check) 6.0
Direct - Email 146 | 188|15.7| 10.3 | 18.0 | 8.4|15.5| 24.7 |11.7]20.0] 6.4 |19.0/18.9 14.6 16.0

Direct - real time booking over own
. . o 8.1 | 82 |11.6/ 125 | 109 | 6.5| 5.8 5.5 |10.5/13.2 9.9 |12.0| 8.2] 9.0
website with availabilty check 8.2

Destination Marketing Organization
BHD), el sesaaRTne 07| 03|05| 07 | 04 |01]02| 19 |05|03| 1.3 |08]|1.4] 0.9 0.9

13 13

NationalTourismOrganization(NT:))O'4 01(00f 04 | 02 (02|07| 10 |01]00| 01 |0.1|11] 04 05

Tour operator / Travel agency 10.7( 10.0) 45| 3.8 | 2.7 |255/13.7] 8.1 [3.2[12.7| 153| 7.2]| 3.8] 9.5 7.8

ggg'Cha'”sa”dcoc’perat'o”sw'th 09| 06|16| 25| 04 |00| 06| 02 |04]|01| 22 |13|06| 1.1 Lo

: 16.3—12.7
Wholesaler (e.g. Hotelbeds, Tourici | 1 1911 11 | 10 |31|29] 1.2 |09 11| 7.8 | 04| 07] 32

Gulliver, Transhotel, etc.) 1.9
Event and Congress organizer 32| 32 |23| 19 1.8 |04]| 34| 06 |09]|18| 51| 16| 1.3] 26 1.9

Online Booking Agency (OTA) 25.7 | 25.6 (18.2| 22.4 | 27.8 |23.6/32.3] 20.3 [44.8|15.8] 30.8 |24.7|27.7] 26.0 26.9
Globale Distributionssysteme (GD$) 2.2 | 1.2 (33| 20 | 34 | 08| 11| 03 | 1.8| 95| 42 | 78| 1.1] 2.5 |29. 1.9|29.3
Social Media Channels 05) 08|05 03 | 03 (11|/04| 09 |06]|0.1| 0.2 [05|02] 05 0.5
other distribution channels 1.3 ] 05 (29| 22 1.1 | 20|41 15 (11])10| 11 |09]|29] 14 |14]16]|16

E ‘ Institute of Tourism Market shares in % of overnights. OTreC
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Evolution of market shares of Hes

Haute Ecole de Gestion & Tourisme

distribution channels in Europe i B
2013- 2017 weighted samples

Weighted Weighted Weighted DELTA (2017
market share market share | market share 2013)
2017 2015 2013
Direct - Phone 16.5 17.2 205 [ 4.0
Direct - Mail / fax 2.1 2.4 3.2 -1.1
Direct - Walk-In (persons without reservation) 2 2 e L3
Direct - Contact form on own website 52.0 52.9 57.6 -5.60
(without availabilty check) o 2 SHE 05
Direct - Email 14.6 15.6 14.9 -0.3
Direct - real time booking over own website
with availabilty check 9.0 5t & e
Destination Marketing Organization (DMO) / [
trade associations 0.9 1.3 0.9 1.4 11 1.6 -0.2 03
National Tourism Organization (NTO) 0.4 0.5 0.5 0.1
Tour operator / Travel agency 9.5 9.1 10.3 [ 08
Hotel chains and cooperations with CRS 1.1 2.4 1.6 -0.5
Wholesaler (e.g. Hotelbeds, Tourico, Gulliver, 3. 16.3 e 17.9 - 17.2 e -0.9
Transhotel, etc.)
Event and Congress organizer 2.6 2.9 1.8 0.7
Online Booking Agency (OTA) 26.0 23.1 19.7 [ 6.3
Globale Distributionssysteme (GDS) 2.5 29.0 2.9 26.4 2.0 2221 05 6.8
Social Media Channels 0.5 0.4 0.4 0.0
other distribution channels 1.4 1.4 1.4 1.4 1.5 1.5 r -01 |-01
E Institute of Tourism Market shares in % of overnights. O'I'rec
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Distribution channels for L
selected countries (n>50) B

CzeclRepublic
Finland
France
Germany
Greece
Hungary
Italy
Netherlands
Norway
Spain
Sweden
Switzerland

o T Jo To To T Io T Io I» Io I
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Market shares of distribution .. Hes S0
channels 2017Czech Republic

Hochschule fiir Wirtschaft & Tourismus Kl

Unweighted sample: n=65 Market share confidence interval
(bootstrap)
Direct - Phone 15.1 12.2 19.3
Direct - Mail / fax 0.6 0.4 0.8
Direct - Walk-In (persons without reservation) 4.3 3.5 5.1
Direct - Contact form on own website (without availability 93 56.3 59 126
check)
Direct - Email 18.8 15.6 22.3
Dlrgct : .real time booking over own website with 8.9 6.2 10.3
availability check
Destln_atl.on Marketing Organization (DMO) / trade 03 01 05
associations 0.3
National Tourism Organization (NTO) 0.1 0.0 0.2
Tour operator / Travel agency 10.0 6.5 13.6
Hotel chains and cooperations with CRS 0.6 0.4 0.8
Wholesaler (e.g. Hotelbeds, Tourico, Gulliver, Transhotel, 16 15.4 19 20
etc.)
Event and Congress organizer 3.2 2.6 3.8
Online Booking Agency (OTA) 25.6 21.0 30.0
Globale Distributionssysteme (GDS) 1.2 27.5 0.8 1.6
Social Media Channels 0.8 0.4 1.2
other distribution channels 0.5 0.5 0.3 0.8
E Institute of Tourism Market shares in % of overnights. OTF@C
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Market shares of distribution Hes
channels INCzeclRepublic e e
2013 to 2017

Market share 2017| Market share 2015 [ Market share 2013 DELTA (2017-
(n=65 (n=52) (n=82) 2013)
Direct - Phone 15.1 12.1 17.4 -2.28
Direct - Mail / fax 0.6 0.8 0.9 -0.31
Direct - Walk-In (persons without reservation) 4.3 5.2 6.1 -1.79
Direct - Contact form on own website (without availabilty 93 56.3 81 534 83 58.0 101 165
check)
Direct - Email 18.8 22.2 18.8 0.01
Dlre_ct s real time booking over own website with 8.2 50 6.5 171
availabilty check
Destination Marketing Organization (DMO) / trade
associations 0.3 0.3 0.3 0.7 0.8 0.9 0.48 -0.52
National Tourism Organization (NTO) 0.1 0.4 0.1 -0.04
Tour operator / Travel agency 10.0 13.1 12.7 -2.67
Hotel chains and cooperations with CRS 0.6 0.3 1.7 -1.06
\é\::())lesaler (e.g. Hotelbeds, Tourico, Gulliver, Transhotel, 16 15.4 20 19.0 20 19.9 .0.44 -4.51
Event and Congress organizer 3.2 3.6 3.6 -0.34
Online Booking Agency (OTA) 25.6 23.7 18.1 7.46
Globale Distributionssysteme (GDS) 1.2 27.5 1.6 25.6 1.1 19.6 0.06 7.91
Social Media Channels 0.8 0.3 0.4 0.39
other distribution channels 0.5 0.5 1.4 1.4 1.7 1.7 -1.24 -1.24
_ _ Unweighted samples. Market shares in % of O'I'rec
E Institute of Tourism overnights. - S
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Market shares of distribution ..., H€SSO

C h a-n n e I S 20 1 7F I n | an d Hochschule fiir Wirtschaft & Tourismus el

confidence interval

Unweighted sample: n=109 Market share (bootstrap)
Direct - Phone 28.8 25.3 32.1
Direct - Mail / fax 0.2 0.0 0.4
Direct - Walk-In (persons without reservation) 4.3 3.7 5.0
Dlrgct s Qontact form on own website (without 57 62.9 42 24
availability check)
Direct - Email 14.7 12.2 16.6
Direct - real time booking over own website with
availability check 2l 74 1 108
Destln.atllon Marketing Organization (DMO) / trade 0.6 03 0.9
associations 0.7
National Tourism Organization (NTO) 0.1 0.0 0.2
Tour operator / Travel agency 5.5 4.1 6.8
Hotel chains and cooperations with CRS 1.7 1.3 2.0
Wholesaler (e.g. Hotelbeds, Tourico, Gulliver, 10 10.8 07 13
Transhotel, etc.)
Event and Congress organizer 2.7 2.3 3.1
Online Booking Agency (OTA) 19.2 16.5 21,8
Globale Distributionssysteme (GDS) 2.6 22.3 2.2 3.0
Social Media Channels 0.5 0.2 0.8
other distribution channels 3.3 3.3 2.9 3.7
2] Institute of Tourism Market shares in % of overnights. OTreC
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Market shares of distribution

channels inFinland 2013 to

2017

Hes

Haute Ecole de Gestion & Tourisme =3
Hochschule fiir Wirtschaft & Tourismus K=l

Market share Market share | Market share DELTA
2017 (n=109) 2015 (n=50) 2013 (n=66)
Direct - Phone 28.8 27.9 32.9 -4.01
Direct - Mail / fax 0.2 0.6 1.0 -0.73
Direct - Walk-In (persons without reservation) 4.3 4.9 5.0 -0.64
Dlrgct g Contact form on own website (without 57 62.9 6.4 652 | 59 | 608 -019 | 633
availabilty check)
Direct - Emall 14.7 17.4 18.9 -4.18
Dlrgct . real time booking over own website with 9.1 79 6.2 292
availabilty check
Destination Marketing Organization (DMO) / trade
associations 0.6 0.7 0.6 00 | 23| 25 | 2| 184
National Tourism Organization (NTO) 0.1 0.3 0.2 -0.13
Tour operator / Travel agency 5.5 5.3 5.7 -0.20
Hotel chains and cooperations with CRS 1.7 3.1 1.3 0.36
Wholesaler (e.g. Hotelbeds, Tourico, Gulliver, 10 10.8 16 13.6 59 12.8 193 -2.00
Transhotel, etc.)
Event and Congress organizer 2.7 3.5 2.9 -0.23
Online Booking Agency (OTA) 19.2 16.2 11.1 8.10
Globale Distributionssysteme (GDS) 2.6 22.3 2.0 184 | 1.8 | 13.2 | 0.76 9.14
Social Media Channels 0.5 0.2 0.3 0.28
other distribution channels 3.3 3.3 2.0 2.0 1.8 1.8 | 1.53 1.53
Unweighted samples. Market shares in % of O—hrec

E ‘ Institute of Tourism overnights.
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Weighted market shares of Hes
distribution channels 2017: it St €
Finland

SME hotels Chain hotels Weighted

2017 (n=78) 2017(n=38) average
weighting 61.2% 38.8%

Direct - Phone 33.1 215 | [28.6
Direct - Mail / fax 0.3 0.1 0.2
Direct - Walk-In (persons without reservation) 4.4 3.4 4.0
Dlrgct ; Contact form on own website (without 65 66.9 o5 622 | a9 | 651
availabilty check)
Direct - Email 15.5 16.1 15.7
Direct - real time booking over own website with
availabilty check vz g 1LE
Destination Marketing Organization (DMO) / trade 07 0.2 r [ 05
associations j 0.7 ' 0.2 ' 0.5
National Tourism Organization (NTO) 0.0 0.0 0.0
Tour operator / Travel agency 47 | 41 | [ 4.5
Hotel chains and cooperations with CRS 0.0 4.2 1.6
Wholesaler (e.g. Hotelbeds, Tourico, Gulliver, 8.3 11.6 9.6

0.4 2.3 11
Transhotel, etc.)
Event and Congress organizer 3.2 1.0 2.3
Online Booking Agency (OTA) 179 | 188 | 182
Globale Distributionssysteme (GDS) 1.6 20.2 5.9 249 | 3.3 | 220
Social Media Channels 0.7 0.2 0.5
other distribution channels 3.9 3.9 1.2 1.2 r 29 | 2.9

Market shares in % of overnights. Data from survey and O—I—rec

2] 'P”azgtzlgte of Tourism  zggregated data from hotel chains.



Weighted market shares of
distribution channels In
Finland 2013 to 2017

Hes

Haute Ecole de Gestion & Tourisme ™5
Hochschule fiir Wirtschaft & Tourismus Kl

Market share Market share |Market share

2017 (n=116) 2015 (n=77) 2013 (n=66) DELTA
Direct - Phone 286 | 247 | 300] [ 14
Direct - Mail / fax 0.2 0.5 1.2 -1.0
Direct - Walk-In (persons without reservation) 4.0 4.5 5.6 -1.5
Dlrgct ; Contact form on own website (without 4.9 65.1 55 63.2 55 | 6761 -03 26
availabilty check)
Direct - Email 15.7 15.1 18.5 -2.8
Direct - real time booking over own website with
availabilty check 1E 123 7 Aud
Destination Marketing Organization (DMO) / trade 05 04 20 I [ 15
associations ' 0.5 ' 0.5 ' 2.2 ' -1.7
National Tourism Organization (NTO) 0.0 0.1 0.3 -0.2
Tour operator / Travel agency 45 | 40 | 51 | [ 0.7
Hotel chains and cooperations with CRS 1.6 4.4 1.9 -0.3
Wholesaler (e.g. Hotelbeds, Tourico, Gulliver, 11 9.6 36 14.5 33 13.2 29 -3.6
Transhotel, etc.)
Event and Congress organizer 2.3 2.5 2.8 -0.4
Online Booking Agency (OTA) 182 | 160 | 123 [ [ 59
Globale Distributionssysteme (GDS) 3.3 22.0 4.1 20.2 25 | 15.0| 0.8 7.0
Social Media Channels 0.5 0.1 0.2 0.3
other distribution channels 2.9 2.9 1.6 1.6 20 | 2.0 r 0.9 0.9

Institute of Tourism
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Market shares of distribution

channels 2017Erance

Hes

Haute Ecole de Gestion & Tourisme
Hochschule fiir Wirtschaft & Tourismus

Unweighted sample: n=158

Market share

confidence interval

(bootstrap)

Direct - Phone 26.3 23.6 28.7
Direct - Mail / fax 1.6 1.3 1.9
Direct - Walk-In (persons without reservation) 8.5 7.2 9.6
Direct - Contact form on own website (without availability 3.7 628 29 55
check)
Direct - Email 10.3 8.9 12.3
Direct - real time booking over own website with availability

12.5 10.9 13.8
check
Destm.atllon Marketing Organization (DMO) / trade 0.7 04 10
associations 1.1
National Tourism Organization (NTO) 0.4 0.2 0.6
Tour operator / Travel agency 3.8 2.9 4.6
Hotel chains and cooperations with CRS 2.5 1.8 3.2
Wholesaler (e.g. Hotelbeds, Tourico, Gulliver, Transhotel, 11 9.2 07 15
etc.)
Event and Congress organizer 1.9 1.4 2.4
Online Booking Agency (OTA) 22.4 20.2 25.1
Globale Distributionssysteme (GDS) 2.0 24.7 15 2.5
Social Media Channels 0.3 0.0 0.6
other distribution channels 2.2 2.2 1.7 2.7

In SME hotels, the OTA market share is 25% whereas in

hotels from chains the proportion is 18.11%.

E Institute of Tourism Market shares in % of overnights.
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Market shares of distribution
channels 2017Germany

Hes

Haute Ecole de Gestion & Tourisme [E3H
Hochschule fiir Wirtschaft & Tourismus Kl

Unweighted sample: n=594

Market share

confidence interval

(bootstrap)
Direct - Phone 22.1 21.1 23.2
Direct - Mail / fax 2.4 2.1 2.6
Direct - Walk-In (persons without reservation) 4.1 3.8 4.5
D|rgct - Qontact form on own website (without 6.7 60.9 59 75
availability check)
Direct - Email 17.2 16.3 18.4
Direct - real time booking over own website with
availability check a /.8 9.2
Destln.atl.on Marketing Organization (DMO) / trade 0.6 0.3 09
associations 1.0
National Tourism Organization (NTO) 0.4 0.1 0.6
Tour operator / Travel agency 3.9 3.3 4.5
Hotel chains and cooperations with CRS 1.1 0.8 1.4
Wholesaler (e.g. Hotelbeds, Tourico, Gulliver, 0.8 7.1 05 11
Transhotel, etc.)
Event and Congress organizer 1.4 1.0 1.7
Online Booking Agency (OTA) 27.7 26.4 29.1
Globale Distributionssysteme (GDS) 1.7 29.7 1.4 2.0
Social Media Channels 0.3 0.1 0.5
other distribution channels 1.3 1.3 0.9 1.7

Institute of Tourism
Page 32

Bl

Market shares in % of overnights.

o’rre_c;



Market shares of distribution
channels inGermany:2013 to

2017

Haute Ecole de Gestion & Tourisme =3
Hochschule fiir Wirtschaft & Tourismus Kl

Hes

: Market share Market share | Market share

Unweighted samples 2017 (n=594) | 2015 (n=485) | 2013 (n=575) | DELTA
Direct - Phone 22.1 26.3 27.7 [-5.51
Direct - Mail / fax 2.4 3.1 4.3 -1.94
Direct - Walk-In (persons without reservation) 4.1 5.5 4.9 -0.79
Dlre_ct s Contact form on own website (without 6.7 60.9 78 65.5 22 673|054 |-6.40
availabilty check)
Direct - Email 17.2 16.6 17.2 0.06
Di el i % e with

|re_ct rea time booking over own website wit 8.4 6.3 6.1 232
availabilty check

v
Destination Marketing Organization (DMO) / trade
associations 0.6 1.0 1.0 1.8 09 1 17 193 |.070
National Tourism Organization (NTO) 0.4 0.8 0.8 -0.42
Tour operator / Travel agency 3.9 3.4 4.4 [-0.51
Hotel chains and cooperations with CRS 1.1 0.7 0.9 0.11
Wholesaler (e.g. Hotelbeds, Tourico, Gulliver, 08 7.1 05 5.7 0.7 7.6 0.06 -0.47
Transhotel, etc.)
Event and Congress organizer 1.4 1.1 1.5 -0.13
Online Booking Agency (OTA) 27.7 24.5 20.6 [7.14
Globale Distributionssysteme (GDS) 1.7 29.7 1.1 25.9 1.6 | 224 | 0.15 | 7.38
Social Media Channels 0.3 0.3 0.2 0.09
other distribution channels 1.3 1.3 1.1 1.1 1.0 1.0 r0.26 0.26
Unweighted samples. Market shares in % of overnights. OT(G‘C

Institute of Tourism
Page 33



Weightedmarket shares of Hes:s:

Haute Ecole de Gestion & Tourisme L@g]
e

d |StﬁbUt|On Chan neIS In Hochischule fir Wirtschaft & Toutismus B
Germany:2017

SME hotels Chain hotels Weighted
2015 (n=431) | 2015 (n=607) average

weighting 55% 45%

Direct - Phone 22.9 18.2 [ 20.8

Direct - Mail / fax 2.5 1.6 2.1

Direct - Walk-In (persons without reservation) 4.5 2.8 3.7

Dlrgct - Contact form on own website (without 81 63.1 19 58.3 53 61.0
availabilty check)

Direct - Emalil 17.6 18.6 18.0

Dlrgct . real time booking over own website with 75 15.1 10.9
availabilty check

Destination Marketing Organization (DMO) / trade 06 01 I 04
associations ' 0.9 ' 0.2 ' 0.6
National Tourism Organization (NTO) 0.4 0.1 0.2

Tour operator / Travel agency 3.5 1.6 [ 2.7

Hotel chains and cooperations with CRS 0.0 0.8 0.4
Wholesaler (e.g. Hotelbeds, Tourico, Gulliver, 04 4.6 18 7.4 10 5.9
Transhotel, etc.)

Event and Congress organizer 0.7 3.1 1.8

Online Booking Agency (OTA) 28.9 26.5 278
Globale Distributionssysteme (GDS) 0.7 29.9 6.7 33.4 3.4 315
Social Media Channels 0.3 0.2 0.3

other distribution channels 15 | 15 | 07 | 07 [ 11 [ 11

Market shares in % of overnights. Data from online
3] Institute of Tourism survey and aggregated data from chain hotels OTreC
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Hes

Haute Ecole de Gestion & Tourisme [E3R
Hochschule fiir Wirtschaft & Tourismus el

Weightedmarket shares of
distribution channels In
Germany 2013 to 2017

Market share Market share | Market share [DELTA (2017-
2017 (n=1038) | 2015 (n=994) | 2013 (n=966) 2013)

Direct - Phone 20.8 22.6 i
Direct - Mail / fax 2.1 4.4
Direct - Walk-In (persons without reservation) 3.7 4.2
Direct - Contact form on own website (without 556 5

o 5.3 61.0 5.3 63.5 63.7 2.7
availabilty check)
Direct - Email 18.0 18.1
Dlrgct . real time booking over own website with 10.9 9.0 8.1 8
availabilty check I
Destination Marketing Organization (DMO) / trade
associations 0.4 0.6 0.6 1.1 07 112 | 93 | 06
National Tourism Organization (NTO) 0.2 0.5 0.6 -0.4
Tour operator / Travel agency 2.7 2.9 4.3 1.6
Hotel chains and cooperations with CRS 0.4 2.6 0.4 0.0
Wholesaler (e.g. Hotelbeds, Tourico, Gulliver, 10 59 0.9 7.3 19 10.7 0.2 -4.8
Transhotel, etc.)
Event and Congress organizer 1.8 0.9 4.8 -3.0
Online Booking Agency (OTA) 27.8 24.1 20.9 [ 6.9
Globale Distributionssysteme (GDS) 3.4 31.5 3.1 27.4 26 | 237 0.8 7.8
Social Media Channels 0.3 0.2 0.2 0.1
other distribution channels 1.1 1.1 0.7 0.7 0.7 0.7 r 0.4 0.4

Market shares in % of overnights. Data from online

Institute of Tourism
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Hes

Haute Ecole de Gestion & Tourisme E
Hochschule fiir Wirtschaft & Tourismus

Market shares of distribution
channels 2017Greece

Unweighted sample: n=121 Marl;eotls?hare conf(lg(()eg]; (irg];()erval
Direct - Phone 176 | 149 | 20.6
Direct - Mail / fax 0.9 0.7 1.1
Direct - Walk-In (persons without

reservation) Al 4.3 6.8
Direct - Contact form on own website 43.2

(without availability check) e 2.9 6.1
Direct - Email 8.4 7.0 10.0
Direct - real time booking over own website

with availability check g 4.9 8.2
Destination Marketing Organization (DMO) / 01 r

trade associations ' 0.3 0.0 0.2
National Tourism Organization (NTO) 0.2 0.1 0.3
Tour operator / Travel agency 255 | 20.7 29.4
Hotel chains and cooperations with CRS 0.0 0.0 0.2
Wholesaler (e.g. Hotelbeds, Tourico, 31 29.0

Gulliver, Transhotel, etc.) ' 2.5 3.8
Event and Congress organizer 0.4 0.3 0.5
Online Booking Agency (OTA) 236 | 20.0 26.8
Globale Distributionssysteme (GDS) 0.8 25.4 0.6 0.9
Social Media Channels 1.1 0.8 1.3
other distribution channels 20 20 1.7 2.3

Institute of Tourism
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Market shares of distribution Hes.
channels inGreece 2013 to e i e
2017

Market share Market share 2015 | Market share DELTA
2017 (n=121) (n=179) 2013 (n=266)
Direct - Phone 17.6 18.6 22.4 -4.80
Direct - Mail / fax 0.9 1.3 1.6 -0.74
Direct - Walk-In (persons without reservation) 5.6 7.9 11.0 -5.38
Dlre_ct s Contact form on own website (without 4.4 43.2 49 47.8 4.7 54.7 038 |-11.44
availabilty check)
Direct - Email 8.4 9.9 9.0 -0.61
Dlrgct g real time booking over own website with 6.5 53 6.0 0.47
availabilty check
Destination Marketing Organization (DMO) /
trade associations 0.1 0.3 0.5 1.0 0.8 13 | 9% | 401
National Tourism Organization (NTO) 0.2 0.5 0.6 -0.39
Tour operator / Travel agency 25.5 19.3 19.4 6.08
Hotel chains and cooperations with CRS 0.0 0.4 0.6 -0.55
Wholesaler (e.g. Hotelbeds, Tourico, Gulliver, 31 29.0 4.4 24.7 39 24.3 0.78 4.76
Transhotel, etc.)
Event and Congress organizer 0.4 0.7 0.4 0.01
Online Booking Agency (OTA) 23.6 22.9 16.3 7.26
Globale Distributionssysteme (GDS) 0.8 25.4 0.7 24.5 0.5 18.1 0.28 7.34
Social Media Channels 1.1 0.9 1.3 -0.20
other distribution channels 2.0 2.0 2.0 2.0 1.5 1.5 0.55 0.55
‘ Institute of Tourism Unweighted samples. Market shares in % of overnights. OT(@C
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Market shares of distribution
channels 2017Hungary

Haute Ecole de Gestion & Tourisme
Hochschule fiir Wirtschaft & Tourismus

Hes

Unweighted sample: n=118 I\élﬁgit conf(lgggfs (:r:;()arval
Direct - Phone 9.2 7.8 11.5
Direct - Mail / fax 0.5 0.4 0.7
Direct - Walk-In (persons without reservation) 3.3 2.1 4.9
Direct - Contact form on own website (without 6.6 415

availability check) ' ' 5.0 8.3
Direct - Email 15.9 13.5 18.1
Direct - real time booking over own website with

availability check e 4.9 7.2
Destination Marketing Organization (DMO) / 0.2

trade associations ' 0.8 0.1 0.3
National Tourism Organization (NTO) 0.6 0.5 0.8
Tour operator / Travel agency 12.2 9.7 14.7
Hotel chains and cooperations with CRS 0.7 0.5 0.8
Wholesaler (e.g. Hotelbeds, Tourico, Gulliver, 3.4 20.1

Transhotel, etc.) ' 2.7 4.2
Event and Congress organizer 3.8 3.1 4.7
Online Booking Agency (OTA) 33.5 30.7 36.8
Globale Distributionssysteme (GDS) 1.2 35.2 1.0 1.5
Social Media Channels 0.5 0.4 0.6
other distribution channels 2.5 2.5 2.1 2.9

E Institute of Tourism
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Market shares of distribution Hes

Haute Ecole de Gestion & Tourisme L@g]

channels inHungary 2013 to o mmstemn
2017

=

Market share 2017| Market share Market share | DELTA (2017-
(n=118) 2015 (n=78) 2013 (n=76) 2013)
Direct - Phone 9.2 9.7 12.8 -3.64
Direct - Mail / fax 0.5 0.6 2.4 -1.88
Direct - Walk-In (persons without reservation) 3.3 3.1 3.5 -0.16
D|rgct . Contact form on own website (without 6.6 415 117 477 11.9 56.7 | -5.30 |-15.23
availabilty check)
Direct - Email 15.9 17.7 20.2 -4.27
Dlrgct . real time booking over own website with 59 48 59 0.02
availabilty check
Destination Marketing Organization (DMO) / trade
associations 0.2 0.8 0.1 0.2 0.8 15 | 099 | o3
National Tourism Organization (NTO) 0.6 0.1 0.7 -0.03
Tour operator / Travel agency 12.2 11.6 9.3 2.89
Hotel chains and cooperations with CRS 0.7 0.7 1.0 -0.31
Wholesaler (e.g. Hotelbeds, Tourico, Gulliver, 34 20.1 55 22.4 46 19.2 119 0.83
Transhotel, etc.)
Event and Congress organizer 3.8 4.5 4.4 -0.56
Online Booking Agency (OTA) 33.5 25.8 19.1 14.40
Globale Distributionssysteme (GDS) 1.2 35.2 0.6 26.9 1.9 21.4 | -0.69 | 13.76
Social Media Channels 0.5 0.6 0.4 0.05
other distribution channels 2.5 2.5 2.9 2.9 1.2 1.2 1.26 1.26
E Institute of Tourism Unweighted samples. Market shares in % of overnights. OTF@C
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Weightedmarket shares of Hes

Haute Ecole de Gestion & Tourisme =3

d iStributlon Chan neIS in Hochschule fiir Wirtschaft & Tourismus Bl
Hungary 2017

SME hotels 2017 | Chain hotels 2017 Weighted average
(n=72) (n=58)
weighting 67% 33%

Direct - Phone 11.6 4.3 [ 92
Direct - Mail / fax 0.5 0.4 0.5
Direct - Walk-In (persons without reservation) 4.8 503 0.7 20.9 3.4 406
Direct - Contact form on own website (without availabilty chec] 7.6 ' 3.4 ' 6.2 '
Direct - Emall 19.1 8.2 15.5
Direct - real time booking over own website with availabilty chd 6.8 3.9 5.8
Destination Marketing Organization (DMO) / trade association§ 0.3 0.0 [ 02

. : —— 1.3 0.0 0.9
National Tourism Organization (NTO) 1.0 0.0 0.7
Tour operator / Travel agency 6.9 27.5 [ 13.7
Hotel chains and cooperations with CRS 0.0 13.7 1.8 34.8 0.6 20.6
Wholesaler (e.g. Hotelbeds, Tourico, Gulliver, Transhotel, etc.] 3.1 ' 2.5 ' 2.9 '
Event and Congress organizer 3.6 3.0 3.4
Online Booking Agency (OTA) 30.4 36.0 [ 323
Globale Distributionssysteme (GDS) 1.3 32.2 0.8 37.0 1.1 33.8
Social Media Channels 0.6 0.2 0.4
other distribution channels 2.5 2.5 7.2 7.2 r 4.1 4.1

E Institute of Tourism Market shares in % of overnights. OTF@C
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Weighte'd market Shar_es of Hes =
distribution channels In e B2
Hungary 2013 to 2017

Market share Market share Market share DELTA
2017 (n=130) 2015 (n=98) 2013 (n=75)
Direct - Phone 9.2 9.0 13.0 | [ 338
Direct - Mail / fax 0.5 0.4 2.5 -2.0
Direct - Walk-In (persons without reservation) 3.4 3.0 3.5 -0.1
Dwgct - Contact form on own website (without 6.2 40.6 120 478 120 | 573 | 59 |.167
availabilty check)
Direct - Email 15.5 18.5 20.4 -4.9
Direct - real time booking over own website with 58 4.9 59 0.0
availabilty check ' ' ' e
¥
Destination Marketing Organization (DMO) / )
trade associations 0.2 0.9 0.1 0.2 0.8 1.5 0.6 -0.6
National Tourism Organization (NTO) 0.7 0.1 0.7 0.0
Tour operator / Travel agency 13.7 154 9.1 4.6
Hotel chains and cooperations with CRS 0.6 1.4 0.9 -0.3
Wholesaler (e.g. Hotelbeds, Tourico, Gulliver, 59 20.6 40 27.8 45 18.8 16 1.8
Transhotel, etc.)
Event and Congress organizer 3.4 6.9 4.3 -0.9
7 F
Online Booking Agency (OTA) 32.3 21.3 19.0 13.3
Globale Distributionssysteme (GDS) 1.1 33.8 0.5 22.4 1.9 213 | -0.8 12.5
Social Media Channels 0.4 0.6 0.4 0.0
other distribution channels 4.1 4.1 1.7 1.7 1.2 1.2 r 2.9 2.9
0 :
E Institute of Tourism Market shares in % of overnights. O'I'rec
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Market shares of distribution

channels 2017ttaly

Hes

Haute Ecole de Gestion & Tourisme
Hochschule fiir Wirtschaft & Tourismus

Market share

confidence interval

Market share 2017

Unweighted sample _ (without South
2017 (n=344) (bootstrap) Tyrol, n=230)
Direct - Phone 181 | 165 | 19.7 | 21.0
Direct - Malil / fax 1.4 1.1 1.7 1.2
Direct - Walk—ln (persons without 43 37 50 48
reservation)
Direct - Contact form on own website 64.1 60.0
(without availability check) 102 9.0 11.4 6.5
Direct - Email 24.7 23.1 26.4 20.8
Direct - real time booking over own
website with availability check = a1 63
Destination Marketing Organization
(DMQ) / trade associations 1.9 2.9 15 2.2 14 2.1
National Tourism Organization (NTO) 1.0 0.7 1.3 0.8
Tour operator / Travel agency 8.1 I 7.1 9.1 9.2
Hotel chains and cooperations with CRS 0.2 0.0 0.4 0.2
: 10.1 12.0

Wholesaler (e.g. Hotelbeds, Tourico,

) 1.2 0.8 1.6 1.7
Gulliver, Transhotel, etc.)
Event and Congress organizer 0.6 0.3 0.9 0.9
Online Booking Agency (OTA) 20.3 18.4 22.2 22.9
Globale Distributionssysteme (GDS) 0.3 21.4 0.1 0.5 0.5 24.4
Social Media Channels 0.9 0.6 1.2 1.0
other distribution channels 1.5 1.5 1.1 1.9 1.4 1.4

Institute of Tourism
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Market shares of distribution Hes
channels intaly: 2015 to 2017 i

Market share | Market share 2015 | DELTA (2017-
2017 (n=344) (n=260) 2015)

Direct - Phone 181 | 204 | [ -2.32
Direct - Mail / fax 1.4 2.0 -0.66
Direct - Walk—ln (persons without 43 51 -0.79
reservation)
Direct - Contact form on own website 64.1 59.3 4.71
(without availabilty check) 10.2 73 2.88
Direct - Email 24.7 18.6 6.10
Direct - real time booking over own
website with availabilty check e alt st
Destination Marketing Organization 19 r 06 r [ 127
(DMO) / trade associations j 2.9 ' 1.4 ' 1.45
National Tourism Organization (NTO) 1.0 0.8 0.18
Tour operator / Travel agency 81 | 9.8 M 163
Hotel chains and cooperations with CRS 0.2 0.9 0.68

: 10.1 15.4 -5.22
Wholesaler (e.g. Hotelbeds, Tourico, 12 59 172
Gulliver, Transhotel, etc.) ' ' '
Event and Congress organizer 0.6 1.8 -1.19
Online Booking Agency (OTA) 203 | 205 | 022
Globale Distributionssysteme (GDS) 0.3 21.4 1.6 226 | -1.23 |-1.17
Social Media Channels 0.9 0.6 0.28
other distribution channels 1.5 15 1.3 1.3 r 0.20 | 0.20

E Institute of Tourism Unweighted samples. Market shares in % of overnights. O'I'rec
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Hes

Haute Ecole de Gestion & Tourisme [E38
Hochschule fiir Wirtschaft & Tourismus Kl

Market shares of distribution
channels 2017Netherlands

Unweighted sample: n=147 Market share confidence interval
(bootstrap)
Direct - Phone 124 | 111 | 14.0
Direct - Mail / fax 6.0 4.3 8.1
Direct - Walk-In (persons without reservation) 2.7 2.3 3.2
Direct - Contact form on own website (without availability 26 45.9
check) ' ' 2.1 3.3
Direct - Email 11.7 10.1 13.7
Direct - real time booking over own website with
availability check RO 01 | 119
Destination Marketing Organization (DMO) / trade r
associations 0.5 0.5 0.4 0.5
National Tourism Organization (NTO) 0.1 0.0 0.2
Tour operator / Travel agency 32 | 2.7 3.8
Hotel chains and cooperations with CRS 0.4 0.3 0.4
Wholesaler (e.g. Hotelbeds, Tourico, Gulliver, 0.9 5.3
Transhotel, etc.) ' 0.7 1.1
Event and Congress organizer 0.9 0.7 1.1
Online Booking Agency (OTA) 448 | 41.9 47.5
Globale Distributionssysteme (GDS) 1.8 47.2 15 2.2
Social Media Channels 0.6 0.5 0.8
other distribution channels 1.1 1.1 0.9 1.3

Institute of Tourism
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Hes

Haute Ecole de Gestion & Tourisme E
Hochschule fiir Wirtschaft & Tourismus

Market shares of distribution
channels 2017Norway

Unweighted sample: n=53 Market share confidence interval
(bootstrap)
Direct - Phone 234 | 189 | 27.3
Direct - Mall / fax 1.4 1.1 1.8
Direct - Walk-In (persons without reservation) e 2.3 3.7
Direct - Contact form on own website (without 55.6
availability check) = 3.3 53
Direct - Emaill 13.3 9.6 16.9
Direct - real time booking over own website
with availability check 10.3 81 | 125
Destination Marketing Organization (DMO) / r
trade associations e 0.7 0.5 0.8
National Tourism Organization (NTO) 0.0 0.0 0.0
Tour operator / Travel agency 121 | 8.5 16.4
Hotel chains and cooperations with CRS 0.3 0.2 0.4
Wholesaler (e.g. Hotelbeds, Tourico, Gulliver, 14.7
Transhotel, etc.) Lo 1.0 1.6
Event and Congress organizer 0.9 0.7 1.1
Online Booking Agency (OTA) 212 | 172 | 258
Globale Distributionssysteme (GDS) 6.4 27.7 4.9 8.0
Social Media Channels 0.1 0.1 0.2
other distribution channels 1.4 1.4 1.1 1.7

Institute of Tourism
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Market shares of distribution Hes

Haute Ecole de Gestion & Tourisme L@g]

channels inlNorway. 2013 to i
2017

o

Market share Market share Market share

2017 (n=53) 2015 (n=102) 2013 (n=55) DELTA
Direct - Phone 23.4 14.3 24.9 -1.53
Direct - Mail / fax 1.4 2.4 5.4 -4.01
Direct - Walk-In (persons without reservation) 2.9 2.9 3.8 -0.88
Dlre_ct g Contact form on own website (without 43 55.6 8 38.8 26 68.3 167 |-1271
availabilty check)
Direct - Email 13.3 14.9 22.9 -9.64
Dlrgct . real time booking over own website with 103 16 8.6 168
availabilty check
Destination Marketing Organization (DMO) / trade
associations 0.6 0.7 0.2 0.3 0.5 0.7 0.13 -0.07
National Tourism Organization (NTO) 0.0 0.1 0.2 -0.20
Tour operator / Travel agency 12.1 3.8 4.2 7.97
Hotel chains and cooperations with CRS 0.3 17.6 3.8 -3.48
Wholesaler (e.g. Hotelbeds, Tourico, Gulliver, 13 14.7 14 36.3 08 12.4 056 2.32
Transhotel, etc.)
Event and Congress organizer 0.9 13.4 3.7 -2.73
Online Booking Agency (OTA) 21.2 12.4 9.1 12.02
Globale Distributionssysteme (GDS) 6.4 27.7 12.1 24.6 8.6 186 | -2.21 9.10
Social Media Channels 0.1 0.1 0.8 -0.71
other distribution channels 1.4 1.4 0.0 0.0 0.0 0.0 1.34 1.34

Unweighted samples. In 2015 there were only 5 SME

E Institute of Tourism hotels in the sample. Market shares in % of overnights. OTF@C
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Weighted market shares of Hes
distribution channels 2017: -
Norway

SME hotels |Chain hotels 2017 Weighted
2017 (n=26) (n=120) average
weighting 20.5% 79.5%

Direct - Phone 17.9 10.2 118

Direct - Mail / fax 2.4 1.6 1.8

Direct - Walk-In (persons without reservation) >-2 2.2 28

Direct - Contact form on own website (without 55.6 58.2 57.6

i 5.6 8.6 8.0

availabilty check)

Direct - Email 19.9 20.1 20.0

Direct - real time booking over own website

with availabilty check “ol LE3 o2

Destination Marketing Organization (DMO) / 01 03 i 03

trade associations ' 0.2 ' 0.3 ' 0.3

National Tourism Organization (NTO) 0.1 0.0 0.0

Tour operator / Travel agency 18.4 11.2 [ 12.7

Hotel chains and cooperations with CRS 0.0 0.2 0.1

Wholesaler (e.g. Hotelbeds, Tourico, Gulliver, 195 14.7 15.7
0.4 1.3 11

Transhotel, etc.)

Event and Congress organizer 0.7 2.0 1.8

Online Booking Agency (OTA) 24.6 135 | [ 158

Globale Distributionssysteme (GDS) 0.0 24.8 12.0 25.5 9.5 25.4

Social Media Channels 0.2 0.0 0.1

other distribution channels 00 | 00 | 13 13 | 10 | 1.0

E Institute of Tourism Market shares in % of overnights. O'I'rec
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Weighted market shares of Hes

Haute Ecole de Gestion & Tourisme =8
, 3

distribution channels In ol ol d s Toursme
Norway. 2013 to 2017

Market share | Market share 2015| Market share | DELTA (2017-
2017 (n=146) (n=185) 2013 (n=55) 2013)
Direct - Phone 11.8 17.1 24.9 -13.1
Direct - Mail / fax 1.8 4.6 5.4 -3.6
Direct - Walk-In (persons without reservation) 2.8 2.3 4.3 -1.5
Dlrgct - Contact form on own website (without 8.0 576 45 52 2 29 639 | 51 113
availabilty check)
Direct - Email 20.0 17.8 23.2 -3.1
Direct - real time booking over own website with
availabilty check — e a4z 50
Destination Marketing Organization (DMO) / _
trade associations 0.3 0.3 0.1 0.1 0.6 0.8 0.3 -0.5
National Tourism Organization (NTO) 0.0 0.0 0.2 -0.2
Tour operator / Travel agency 12.7 2.0 4.4 8.3
Hotel chains and cooperations with CRS 0.1 9.1 3.5 -3.3
Wholesaler (e.g. Hotelbeds, Tourico, Gulliver, 11 15.7 33 21.6 0.7 12.5 04 3.1
Transhotel, etc.)
Event and Congress organizer 1.8 7.2 4.0 -2.2
Online Booking Agency (OTA) 15.8 15.5 8.9 6.9
Globale Distributionssysteme (GDS) 9.5 25.4 10.6 26.1 7.8 17.7 | 1.7 7.6
Social Media Channels 0.1 0.0 1.0 -0.9
other distribution channels 1.0 1.0 0.0 0.0 0.0 0.0 1.0 1.0

Unweighted samples. In 2015 there were only 5 SME

| Institute of Tourism hotels in the sample. Market shares in % of overnights. OT(E‘C
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Market shares of distribution HeSEI
channels 20175pain

Unweighted sample: n=156 Market share confidence interval
(bootstrap)
Direct - Phone 79 | 6.6 9.3
Direct - Mail / fax 1.3 1.1 1.5
Direct - Walk-In (persons without
reservation) s 2.6 3.9
Direct - Contact form on own website 32.1
(without availability check) ok 2.8 3.9
Direct - Email 6.4 54 7.5
Direct - real time booking over own website
with availability check 9.9 8.5 11.3
Destination Marketing Organization (DMO) / 13 r 11 15
trade associations ' 1.4 ' '
National Tourism Organization (NTO) 01 0.1 0.1
Tour operator / Travel agency 153 | 12.3 17.9
Hotel chains and cooperations with CRS 2.2 1.8 2.6
Wholesaler (e.g. Hotelbeds, Tourico, 30.4
Gulliver, Transhotel, etc.) e 6.8 9.0
Event and Congress organizer 51 4.0 6.2
Online Booking Agency (OTA) 308 | 27.9 33.1
Globale Distributionssysteme (GDS) 4.2 35.1 3.4 5.2
Social Media Channels 0.2 0.0 0.4
other distribution channels 1.1 1.1 0.8 1.4
E Institute of Tourism Market shares in % of overnights. OTreC
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Market shares of distribution
channels inSpain 2013 to

2017

Hes

Haute Ecole de Gestion & Tourisme [E3R
Hochschule fiir Wirtschaft & Tourismus el

Market share | Market share 2015 | Market share |DELTA (2017-

2017 (n=156) (n=132) 2013 (n=153) 2013)
Direct - Phone 7.9 10.5 16.7 [-8.82
Direct - Mail / fax 1.3 1.8 2.7 -1.36
Direct - Walk-In (persons without reservation) 3.2 3.7 6.1 -2.88
Dlrgct - Contact form on own website (without 33 321 26 372 33 | 436 | 0.00 |-1158
availabilty check)
Direct - Email 6.4 8.4 6.5 -0.07
Dlrgct - real time booking over own website with 9.9 10.2 83 155
availabilty check I
Destination Marketing Organization (DMO) /
trade associations 13 1.4 1 1.3 0.3 0.4 1.01 0.95
National Tourism Organization (NTO) 0.1 0.1 0.1 -0.06
Tour operator / Travel agency 15.3 12.7 16.0 071
Hotel chains and cooperations with CRS 2.2 2.6 3.6 -1.41
Wholesaler (e.g. Hotelbeds, Tourico, Gulliver, 78 30.4 9.0 28.4 86 30.2 0.79 0.18
Transhotel, etc.)
Event and Congress organizer 5.1 4.0 2.0 3.09
Online Booking Agency (OTA) 30.8 27.6 21.7 [9.10
Globale Distributionssysteme (GDS) 4.2 35.1 3.6 315 19 | 240 | 2.30 |11.09
Social Media Channels 0.2 0.3 0.5 -0.31
other distribution channels 1.1 1.1 1.7 1.7 1.8 | 1.8 r-0.66 -0.66

Institute of Tourism Unweighted samples. Market shares in % of overnights. OT(@C
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Hes

Haute Ecole de Gestion & Tourisme E
Hochschule fiir Wirtschaft & Tourismus

Market shares of distribution
channels 20175weden

Unweighted sample: n=140 Market share confidence interval
(bootstrap)
Direct - Phone 216 | 195 | 241
Direct - Mail / fax 0.2 0.2 0.2
Direct - Walk-In (persons without reservation) 3.2 2.7 3.8
Direct - Contact form on own website (without 3.4 537 29 41
availability check) ' ' ' '
Direct - Email 17.6 15.7 19.5
Direct - real time booking over own website
with availability check 51 6.2 2.0
Destination Marketing Organization (DMO) /
trade associations = 1.4 1.1 1.5
National Tourism Organization (NTO) 0.1 0.1 0.2
Tour operator / Travel agency 53 | 4.0 7.0
Hotel chains and cooperations with CRS 3.1 2.6 3.7
Wholesaler (e.g. Hotelbeds, Tourico, Gulliver, 10.5
Transhotel, etc.) U 0.3 0.4
Event and Congress organizer 1.8 1.5 21
Online Booking Agency (OTA) 296 | 26.5 32.7
Globale Distributionssysteme (GDS) 3.4 33.7 2.6 4.5
Social Media Channels 0.7 0.5 0.9
other distribution channels 0.7 0.7 0.5 0.9

Institute of Tourism
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Market shares of distribution Hes

Haute Ecole de Gestion & Tourisme 'y |

channels inSweden 2015 to o
2017

Market share Market share Market share | DELTA (2017-
2017 (n=140) 2015 (n=74) 2013 (n=17") 2015)
Direct - Phone 21.6 15.5 34.1 6.18
Direct - Mail / fax 0.2 15 1.2 -1.32
Direct - Walk-In (persons without reservation) 3.2 3.4 4.5 -0.17
Dlrgct - Contact form on own website (without 3.4 537 31 395 6.9 247 039 |14.22
availabilty check)
Direct - Email 17.6 16.1 22.2 1.51
Dlrgct : real time booking over own website with 27 01 58 263
availabilty check
Destination Marketing Organization (DMO) / trade
associations 13 1.4 0.0 0.1 2:2 3.5 1.29 1.37
National Tourism Organization (NTO) 0.1 0.1 1.4 0.08
Tour operator / Travel agency 5.3 4.4 4.1 0.83
Hotel chains and cooperations with CRS 3.1 24.2 0.1 -21.10
Wholesaler (e.g. Hotelbeds, Tourico, Gulliver, 04 10.5 0.9 39.6 0.0 4.4 -0.49 -29.09
Transhotel, etc.)
Event and Congress organizer 1.8 10.1 0.2 -8.33
Online Booking Agency (OTA) 29.6 8.8 11.8 20.79
Globale Distributionssysteme (GDS) 3.4 33.7 12.1 20.9 15 13.6 | -8.65 [12.81
Social Media Channels 0.7 0.0 0.3 0.67
other distribution channels 0.7 0.7 0.0 0.0 3.8 38 | 069 | 0.69
Observations for 2013 not sufficiennweighted sample.
3] | Institute of Tourism  Market shares in % of overnights. O-hrec
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Weighted market shares of Hes
distribution channels 2017: ot =l o Gt 3 eateme g
Sweden

SME hotels 2017 Chain hotels Weighted
(n=94) 2017 (n=125) average
weighting 56% 44%

Direct - Phone 21.9 9.7 16.5
Direct - Mail / fax 0.1 0.4 0.2
Direct - Walk-In (persons without reservation) 3.1 4.0 3.5
Dlrgct - Contact form on own website (without 39 551 31 saal| 35 54.8
availabilty check)
Direct - Email 17.4 21.1 19.0
Dlre_ct - real time booking over own website with 86 16.3 120
availabilty check
Destination Marketing Organization (DMO) / trade

. 1.3 0.3 0.8
associations 1.4 0.3 0.9
National Tourism Organization (NTO) 0.1 0.0 0.1
Tour operator / Travel agency 5.6 9.3 7.2
Hotel chains and cooperations with CRS 1.0 1.6 1.3
Wholesaler (e.g. Hotelbeds, Tourico, Gulliver, 0.2 8.3 06 13.4 0.4 10.5
Transhotel, etc.)
Event and Congress organizer 1.5 1.8 1.6
Online Booking Agency (OTA) 31.6 15.9 24.7
Globale Distributionssysteme (GDS) 2.4 34.6 147 |30.7| 7.8 32.9
Social Media Channels 0.7 0.1 0.5
other distribution channels 0.7 0.7 1.2 1.2 0.9 0.9

E Institute of Tourism Market shares in % of overnights. O'I'rec
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Weighted market shares of
distribution channels in

Sweden 2013 to 2017

Hes

Haute Ecole de Gestion & Tourisme =3
Hochschule fiir Wirtschaft & Tourismus K=l

E ‘ Institute of Tourism
Page 54

reliable! Market shares in % of overnights.

Market share Market share | Market share |DELTA (2017-
2017 (n=219) | 2015 (n=157) | 2013 (n=17) 2015)

Direct - Phone 16.5 18.3 33.8 -1.8
Direct - Mail / fax 0.2 0.8 1.8 -0.5
Direct - Walk-In (persons without reservation) 3.5 3.3 3.7 0.2
Direct - Contact form on own website (without

o 3.5 54.8 3.0 439 | 4.8 725 | 05 |10.9
availabilty check)
Direct - Emall 19.0 11.1 22.7 7.9
D|re_ct - real time booking over own website with 120 73 56 47
availabilty check
Destination Marketing Organization (DMO) / trade
associations 0.8 0.9 0.0 0.7 2:5 4.2 0.8 0.2
National Tourism Organization (NTO) 0.1 0.7 1.7 -0.7
Tour operator / Travel agency 7.2 19.5 5.7 123
Hotel chains and cooperations with CRS 1.3 8.1 0.1 -6.9
Wholesaler (e.g. Hotelbeds, Tourico, Gulliver, 04 10.5 15 314 0.0 6.0 19 -20.9
Transhotel, etc.)
Event and Congress organizer 1.6 2.2 0.2 -0.6
Online Booking Agency (OTA) 24.7 18.6 11.2 6.1
Globale Distributionssysteme (GDS) 7.8 32.9 5.4 239 1.0 124 | 2.4 9.0
Social Media Channels 0.5 0.0 0.2 0.5
other distribution channels 0.9 0.9 0.0 0.0 4.9 4.9 0.9 0.9

Bias in samples 2013/201%& results on evolution not O"‘rec



Market shares of distribution ... €5 ° =

channels 20175witzerland

Unweighted sample: n=252 Market share cqnﬂdence
interval
Direct - Phone 183 | 16.7 | 20.0
Direct - Mail / fax 1.7 1.2 2.2
Direct - Walk-In (persons without reservation) 5.1 4.5 5.7
Direct - Contact form on own website (without
availability check) 69 | 9921 59 | 85
Direct - Email 18.9 17.3 20.5
Direct - real time booking over own website with
availability check 2 71 2.4
associations 1.4 r 25 1.2 1.7
National Tourism Organization (NTO) 1.1 ' 0.9 1.3
Tour operator / Travel agency 38 | 2.9 4.6
Hotel chains and cooperations with CRS 0.6 0.3 0.9
Transhotel, etc.) 0.7 04 0.3 1.1
Event and Congress organizer 1.3 0.9 1.7
Online Booking Agency (OTA) 277 | 25.7 | 30.1
Globale Distributionssysteme (GDS) 1.1 29.0 0.8 1.4
Social Media Channels 0.2 0.0 05
other distribution channels 29 2.9 25 3.3

Confidencantervals arestatedat the 95%evel. Market O—I—rec

(2] & 'P”azgtsuste of Tourism  shares in % of overnights.



Hes

Haute Ecole de Gestion & Tourisme [E38
Hochschule fiir Wirtschaft & Tourismus Kl

Market shares of distribution
channels inSwitzerland:2013
to 2017/

Market share Market share Market share DELTA
2017 (n=252) 2015 (n=329) 2013 (n=279)
Direct - Phone 18.3 19.9 20.6 -2.30
Direct - Mail / fax 1.7 2.0 2.2 -0.53
Direct - Walk-In (persons without reservation) 5.1 4.7 5.9 -0.75
Direct - Contact form on own website (without availabilty 6.9 592 50 60.7 6.4 63.7 054 |-457
check)
Direct - Emalil 18.9 21.6 21.2 -2.27
Direct - real time booking over own website with availabilty 8.2 75 75 0.74
check
Destination Marketing Organization (DMO) / trade
associations 14 2.5 14 2.1 14 2.5 0.08 0.04
National Tourism Organization (NTO) 1.1 0.7 1.1 -0.04
Tour operator / Travel agency 3.8 4.6 4.6 -0.77
Hotel chains and cooperations with CRS 0.6 1.1 1.3 -0.68
\é\t/:())lesaler (e.g. Hotelbeds, Tourico, Gulliver, Transhotel, 07 6.4 53 10.3 57 10.0 1.96 -3.64
Event and Congress organizer 1.3 2.3 1.5 -0.23
Online Booking Agency (OTA) 27.7 20.6 19.4 8.31
Globale Distributionssysteme (GDS) 1.1 29.0 3.4 24.3 2.8 225 | -1.72 | 6.53
Social Media Channels 0.2 0.4 0.3 -0.06
other distribution channels 2.9 2.9 2.5 2.5 1.3 1.3 1.65 | 1.65

Institute of Tourism
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Distribution Trends in the Swiss

Hes-so/// Vi
Hotel Sector 2002017

Haute Ecole de Gestion & Tourisme
Hochschule fiir Wirtschaft & Tourismus

Tourism partners (tour operators, wholesaler, DMO national-
local, event & conference organizers, hotel chain, others)

Online booking intermediairies (OTA, GDS, social media)

Direct Bookings (hotel-guest)

0% 10% 20% 30%

40% 50% 60% 70% 80% 90%
m*2017 (n=252) m*2016 (n=243) m*2015 (n=226) 82014 (n=250) ®*2013 (n=279) m2012 (n=200) m2011 (n=196)

m 2010 (n=211) m2009 (n=198) m2008 (n=184) ®2006 (n=100) m 2005 (N=94)

m 2002 (n=202)

Institute of Tourism

Attention: Marketshares ir#%6 of bookingsfor 20022012 & 2014
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Distribution Trends in the Swiss Hes so/// i
H Ote I S e Ct O r 2 O O 2 O 1 7 Hoc}:1aslc]:\eulEeC(f)ilj$ \(Ijv?rtcsi;tal?tn&&Tg?JLrlirslrsnTji

* 2017 (n=252)
* 2016 (n=329)
* 2015 (n=226)
2014 (n=250)
* 2013 (n=279)
2012 (n=200)
2011 (n=196)
2010 (n=211)
2009 (n=198)
2008 (n=184)
2006 (n=100)
2005 (n=94)
2002 (n=202)

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

m Direct Bookings (hotel-guest) m [ndirect Booking (via intermediairy)

ekcq

Attention: Marketshares ir#%6 of bookingsfor 20022012 & 2014

o
Institute of Tourism and in % obvernightsin 2013 and 2015 ! 3@
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Distribution channels for selected
countries with 2850 valid responses

Austria

Belgium
Croatia
Denmark
Ireland

Latvia

Poland

Turkey

United Kingdom

To To To To To Do Do Do Do

U The following results have to be taken with care as the number of
observations is not really sufficient for a reliable analysis! Results are
Indicative.

B Institute of Tourism OTreC
Page 59
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Market shares of distribution ..., 1€S°C

channels 201 7Austria

Unweighted sample: n=32 Market share con?s(e)zgg etr:srval
Direct - Phone 193 | 14.6 24.7
Direct - Mail / fax 1.2 0.9 1.6
Direct - Walk-In (persons without reservation) 3.3 2.3 4.3
Direct - Contact form on own website (without availability 9.1 63.4

check) ' ' 6.1 12.6
Direct - Email 22.0 16.6 26.8
Direct - real time booking over own website with

availability check £ 64 | 10.9
Destination Marketing Organization (DMO) / trade 12

associations ' 1.4 0.8 1.6
National Tourism Organization (NTO) 0.3 0.2 0.4
Tour operator / Travel agency 5.3 3.1 7.9
Hotel chains and cooperations with CRS 0.5 3.8 7.0
Wholesaler (e.g. Hotelbeds, Tourico, Gulliver, 24 10.5

Transhotel, etc.) ' 1.7 3.2
Event and Congress organizer 23 1.6 3.0
Online Booking Agency (OTA) 21.8 16.7 28.3
Globale Distributionssysteme (GDS) 1.4 23.4 1.0 1.8
Social Media Channels 0.1 0.0 0.3
other distribution channels 1.3 1.3 1.0 1.6

2] Institute of Tourism Market shares in % of overnights. OTreC
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Hes

Haute Ecole de Gestion & Tourisme [E38
Hochschule fiir Wirtschaft & Tourismus Kl

Market shares of distribution
channels 2017Belgium

Bl

Unweighted sample: n=40 Market share confidence interval
(bootstrap)
Direct - Phone 113 | 8.2 14.4
Direct - Mail / fax 8.2
Direct - Walk-In (persons without reservation) 3.4 2.4 4.3
Direct - Contact form on own website (without availability 85 62.4
check) ' ' 4.6 12.2
Direct - Email 18.5 13.4 24.6
Direct - real time booking over own website with
availability check 125 9.0 | 16.8
Destination Marketing Organization (DMO) / trade r
associations 0.3 0.8 0.2 0.4
National Tourism Organization (NTO) 0.5 0.4 0.7
Tour operator / Travel agency 0.6 I 0.4 0.8
Hotel chains and cooperations with CRS 0.3 0.2 0.4
Wholesaler (e.g. Hotelbeds, Tourico, Gulliver, 19 3.8
Transhotel, etc.) ' 1.3 2.5
Event and Congress organizer 1.0 0.7 1.3
Online Booking Agency (OTA) 30.3 I 24.6 35.8
Globale Distributionssysteme (GDS) 1.3 31.9 0.9 1.7
Social Media Channels 0.4 0.3 0.5
other distribution channels 1.1 1.1 0.8 1.4

Institute of Tourism
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Market shares of distribution

channels 2017Croatia

Hes

Haute Ecole de Gestion & Tourisme [E38
Hochschule fiir Wirtschaft & Tourismus Kl

Unweighted sample: n=32

Market share

confidence interval

(bootstrap)
Direct - Phone 211 | 13.6 28.6
Direct - Mail / fax 6.7 4.0 9.6
Direct - Walk-In (persons without reservation) 3.3 2.3 4.2
Direct - Contact form on own website (without availability 24 513
check) ' ' 1.1 4.1
Direct - Email 13.4 10.2 16.7
Direct - real time booking over own website with
availability check A 2.9 6.1
Destination Marketing Organization (DMO) / trade 0.3 r
associations ' 0.9 0.2 0.3
National Tourism Organization (NTO) 0.6 0.4 0.9
Tour operator / Travel agency 217 | 14.7 30.3
Hotel chains and cooperations with CRS 0.5 14.1 30.1
Wholesaler (e.g. Hotelbeds, Tourico, Gulliver, 12 25.4
Transhotel, etc.) ' 0.3 0.7
Event and Congress organizer 2.0 0.8 1.7
Online Booking Agency (OTA) 195 | 13.5 25.7
Globale Distributionssysteme (GDS) 1.2 20.8 0.8 1.6
Social Media Channels 0.2 0.1 0.3
other distribution channels 1.7 1.7 14 2.0

Institute of Tourism
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Hes

Haute Ecole de Gestion & Tourisme @
Hochschule fiir Wirtschaft & Tourismus

Market shares of distribution
channels 2017Denmark

Unweighted sample: n=31 Market share confidence interval
(bootstrap)
Direct - Phone 146 | 104 | 194
Direct - Mail / fax 3.0 2.1 3.9
Direct - Walk-In (persons without reservation) 2.7 2.1 3.5
Direct - Contact form on own website (without availability 3.0 499
check) ' ' 2.1 3.9
Direct - Emaill 14.7 11.0 18.7
Direct - real time booking over own website with
availability check 1Le 73 | 157
Destination Marketing Organization (DMO) / trade r
associations 0.5 0.7 0.3 0.6
National Tourism Organization (NTO) 0.3 0.2 0.4
Tour operator / Travel agency 89 | 5.7 12.2
Hotel chains and cooperations with CRS 2.2 1.5 2.9
Wholesaler (e.g. Hotelbeds, Tourico, Gulliver, 12 15.5
Transhotel, etc.) ' 0.9 1.6
Event and Congress organizer 3.1 2.2 4.1
Online Booking Agency (OTA) 25.8 i 20.8 30.8
Globale Distributionssysteme (GDS) 59 32.3 3.6 8.6
Social Media Channels 0.6 0.4 0.8
other distribution channels 1.5 1.5 1.2 1.8

Institute of Tourism
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Hes

Haute Ecole de Gestion & Tourisme @
Hochschule fiir Wirtschaft & Tourismus

Market shares of distribution
channels 2017treland

Unweighted sample: n=28 Market share confidence interval
(bootstrap)
Direct - Phone 204 | 160 | 245
Direct - Mail / fax 15 1.0 2.0
Direct - Walk-In (persons without reservation) 5.5 3.3 8.2
Direct - Contact form on own website (without availability 3.3 541
check) ' ' 2.1 4.7
Direct - Email 10.2 7.1 13.6
Direct - real time booking over own website with
availability check 1ad 101 | 16.1
Destination Marketing Organization (DMO) / trade r
associations 0.3 0.6 0.2 0.3
National Tourism Organization (NTO) 0.4 0.2 0.5
Tour operator / Travel agency 73 | 4.6 9.7
Hotel chains and cooperations with CRS 0.1 0.0 0.1
Wholesaler (e.g. Hotelbeds, Tourico, Gulliver, 14.0
Transhotel, etc.) Sz 2.4 6.2
Event and Congress organizer 25 1.7 3.3
Online Booking Agency (OTA) 26.7 I 22.1 32.1
Globale Distributionssysteme (GDS) 3.4 31.2 2.3 4.5
Social Media Channels 1.1 0.8 15
other distribution channels 0.2 0.2 0.0 0.4

Institute of Tourism
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Market shares of distribution ..., 1€5.°C

channels 2017Latvia

Unweighted sample: n=37 Market share confidence interval
(bootstrap)
Direct - Phone 110 | 7.3 14.1
Direct - Mail / fax 1.9 1.3 2.4
Direct - Walk-In (persons without reservation) 5.4 3.9 7.7
Direct - Contact form on own website (without availability
check) el 32.6 2.2 4.1
Direct - Email 6.9 5.1 8.9
Direct - real time booking over own website with
availability check e 2.6 5.9
Destination Marketing Organization (DMO) / trade r
associations 0.9 1.8 0.6 1.2
National Tourism Organization (NTO) 0.9 0.6 1.2
Tour operator / Travel agency 123 | 9.4 154
Hotel chains and cooperations with CRS 0.4 0.3 0.5
Wholesaler (e.g. Hotelbeds, Tourico, Gulliver, 27.5
Transhotel, etc.) LA 8.8 17.0
Event and Congress organizer 292 1.6 2.9
Online Booking Agency (OTA) 33.7 i 25.9 41.0
Globale Distributionssysteme (GDS) 0.5 34.9 0.4 0.7
Social Media Channels 0.7 0.5 0.9
other distribution channels 3.2 3.2 2.8 3.6
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Hes

Haute Ecole de Gestion & Tourisme [E38
Hochschule fiir Wirtschaft & Tourismus Kl

Market shares of distribution

channels 2017Poland

Unweighted sample: n=30 Market share con?s(ir;tcs «ir:;?rval
Direct - Phone 202 | 170 | 24.6
Direct - Mail / fax 0.3 0.2 0.4
Direct - Walk-In (persons without reservation) 5.1 3.7 6.7
Direct - Contact form on own website (without availability 23 50.0

check) ' ' 1.6 3.2
Direct - Email 17.7 13.2 22.3
Direct - real time booking over own website with

availability check A 2.9 6.0
Destination Marketing Organization (DMO) / trade 0.2 r

associations ' 0.3 0.1 0.2
National Tourism Organization (NTO) 0.1 0.1 0.2
Tour operator / Travel agency 80 | 3.2 14.5
Hotel chains and cooperations with CRS 0.7 0.5 1.0
Wholesaler (e.g. Hotelbeds, Tourico, Gulliver, 16 18.4

Transhotel, etc.) ' 1.1 2.2
Event and Congress organizer 8.1 4.7 11.6
Online Booking Agency (OTA) 26.4 | 20.9 31.1
Globale Distributionssysteme (GDS) 3.2 30.6 2.2 4.4
Social Media Channels 0.9 0.6 1.3
other distribution channels 0.7 0.7 0.4 1.0

Institute of Tourism
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Hes

Haute Ecole de Gestion & Tourisme [E38
Hochschule fiir Wirtschaft & Tourismus Kl

Market shares of distribution

channels 20177 urkey

Unweighted sample: n=40 Market share con?gsgtcs e;r::S:rval
Direct - Phone 158 | 121 | 20.2
Direct - Mail / fax 5.8 4.3 7.0
Direct - Walk-In (persons without reservation) 7.0 5.6 8.4
Direct - Contact form on own website (without availability 29 501

check) ' ' 2.2 3.5
Direct - Email 14.9 11.3 19.2
Direct - real time booking over own website with

availability check = 3.0 4.8
Destination Marketing Organization (DMO) / trade 23 r

associations ' 3.0 1.7 2.8
National Tourism Organization (NTO) 0.7 0.5 0.8
Tour operator / Travel agency 15.4 r 9.8 14.5
Hotel chains and cooperations with CRS 1.8 1.3 2.2
Wholesaler (e.g. Hotelbeds, Tourico, Gulliver, 56 28.5

Transhotel, etc.) ' 4.3 7.0
Event and Congress organizer 5.8 3.9 7.6
Online Booking Agency (OTA) 148 | 11.2 17.8
Globale Distributionssysteme (GDS) 2.2 17.4 1.6 2.6
Social Media Channels 05 0.4 0.6
other distribution channels 1.0 1.0 0.7 1.3
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Market shares of distribution

channels 2017United
Kingdom

Hes

Haute Ecole de Gestion & Tourisme
Hochschule fiir Wirtschaft & Tourismus

Unweighted sample: n=20

Market share

confidence interval

(bootstrap)
Direct - Phone 127 | 6.9 20.2
Direct - Mail / fax 2.8 1.8 4.1
Direct - Walk-In (persons without reservation) 3.1 1.7 5.0
Direct - Contact form on own website (without availability 55 46.4
check) ' ' 3.3 7.5
Direct - Emall 7.3 4.6 11.1
Direct - real time booking over own website with
availability check Lo 115 | 191
Destination Marketing Organization (DMO) / trade 16 I
associations ' 1.7 1.0 2.2
National Tourism Organization (NTO) 0.2 0.1 0.2
Tour operator / Travel agency 41 | 2.6 5.9
Hotel chains and cooperations with CRS 3.2 2.0 4.6
Wholesaler (e.g. Hotelbeds, Tourico, Gulliver, 27 10.2
Transhotel, etc.) ' 1.7 3.8
Event and Congress organizer 0.3 0.2 0.4
Online Booking Agency (OTA) 37.9 r 29.5 48.5
Globale Distributionssysteme (GDS) 3.5 41.8 2.3 5.1
Social Media Channels 0.5 0.3 0.7
other distribution channels 0.0 0.0 0.0 0.4
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Analysis of direct booking Hes-so/// ki

Haute Ecole de Gestion & Tourisme E

m ar ket S h ares Hochschule fiir Wirtschaft & Tourismus

RESERVEZ G DIREKT

BOOK S EN DIRECT BUCHEN

'<DIRECT

_,‘.| AMNEYOEIAX DOGRUDAN
: KPATHZH REZERVASYON |

Source: http://lwww.brackenrothwell.com/services/intermedtasginess

—
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Direct booking shares for countries

Hes

Haute Ecole de Gestion & Tourisme

Hochschule fiir Wirtschaft & Tourismus

2017 2015 2013 Trend (20132017)
Iceland* (15 / na / na)) 24.4 na
Spain (156 / 132 / 153) 32.09 37.18 43.6 decreasing
Latvia* (37 /12 / 33) 32.62 44.472 50.24 na
Estonia* (6 /12 /19) 33 39.33 32.74 na
Hungary (118 / 78 / 76) 41.4/4 47 .65 56.64 decreasing
Greece (121 /177 | 266) 43.23 48.37 54.86 decreasing
Lithuania* (4 /21 4) 44 72.5 55.71 na
Netherlands* (147 / 6 / 5) 45.9 48.33 66.2 na
United Kingdom* (20 / 5/ 0) 46.35 29.9 na
Denmark (31 /98 / 73) 49.94 56.8 58.73 decreasing
Poland* (30 /33 /0) 50.03 na
Turkey* (40 / 56 / 52) 50.13 42.95 41.69 na
Croatia* (32 /0/ 26) 51.21 52.472 na
Sweden* (140 /73 /17) 53.73 38.9 74.71 na
Ireland* (28 / 55 / 33) 54.07 51.0¢9 59.36 na
Norway* (53 /102 / 55) 55.55 38.43 68.25 na
Czech Republic (65 / 51 / 82) 56.2¢ 54.3¢ 57.95 decreasing
Luxembourg* (3/7 / 39) 56.67 70 53.95 na
Switzerland (252 / 226 / 272) 59.16 60.72 63.74 decreasing
Germany (594 / 485 / 575) 60.91] 65.44 67.3] decreasing
Belgium* (40 /76 / 78) 62.4 50.41 61.17 na
Slovakia* (18 / 23 / 35) 62.5 68.96 70.14 na
France* (158 / 22 | 49) 62.8] 51.95 58.71 na
Finland (109 / 50 / 66) 62.94 65.18 69.771 decreasing
Austria (32 / 130 / 58) 63.39 63.6 67.6 decreasing
Italy* (344 / 260 /101%) 64.06 59.33 na

Institute of Tourism

E Page 70

Number of observations in brackets for 2017, 2015 and 2013 respectively.

indicate countries wherabe of observations are problematic or where we
have problems with a bias in sample. Problem values marked in gray.

ofrec

Europe



Direct booking shares for countries

ltaly* (344 / 260 / 101%)

Hes

Haute Ecole de Gestion & Tourisme E
Hochschule fiir Wirtschaft & Tourismus

Austria (32 / 130/ 58)

Finland (109 / 50 / 66)

France* (158 / 22 / 49)

Slovakia* (18 / 23 / 35)

Belgium* (40 /76 / 78)

Germany (594 / 485 / 575),

Switzerland (252 / 226 / 272)

Luxembourg* (3/7 / 39)

Czech Republic (65 /51 / 82)

Norway* (53 / 102 / 55)

Ireland* (28 / 55 / 33)

Sweden* (140 / 73/ 17)

Croatia* (32 /0/ 26)

Turkey* (40 / 56 / 52)

Poland* (30/33/0)

Denmark (31 /98 / 73)

United Kingdom* (20/5/0)

Netherlands* (147 / 6 / 5)

Lithuania* (4/2/ 4)

Greece (121 /177 / 266),

Hungary (118 /78 /76)

Estonia* (6 / 12 / 19)

Latvia* (37 / 12/ 33)

Spain (156 / 132 / 153)

Iceland* (15 / na / na))

64.1
63.4
62.9
62.8
625
62.4
60.9
59.2
56.7
56.3
55.6
54.1
53.7
51.3
50.1
50.0
499
46.4
45.9
44.0
432
414
330
3256
32.1 2013 = 2015 m 2017
24.4
0 10 20 30 40 50 60 70 80
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Number of observations in brackets for 2017, 2015 and 2013 respectively.

indicate countries wherabe of observations are problematic or where w E OTr ec
have problems with a bias in sample. Hospitality Europe




Direct booking shares by segment Hes

Haute Ecole de Gestion & Tourisme

20 1 7 (Ove ral I Sam p I e E uro pe) Hochschule fir Wirtschaft & Tourismus 23

one season
open all year two seasons one season :
. . . . business Total
Seasonality round business business (winter
(summer)
53.9% 65% 36.3% 54.0% 55.1%
1* 2% 3* 4 5+ other I rotal
Star category category
60.4% 60% 56% 48% 46% 59% 53.6%

Lessthan 20 | From 20to 50 | From 50 to 100{ 100 and over Total

Size of hotel (rooms

62% 59% 51% 44% 54.9%

Main customer Business |Vacation / leisure MICE Other segment| Total
ments of hotel

SEgMENts o1 NOTEIs 58% 53% 59.6% 65% 55.3%

City between City between

gy | 0 | go0ma | TS
Location of hotel . . 250'000 50'000 . .
inhabitants . . : . inhabitants)
inhabitants inhabitants
39% 53% 59% 63% 55.3%
Independant Hotel chain Hotel . Total
Type of hotel hotel cooperation
58% 44% 59% 55.0%

Values highlighted in blue are significantly higher than sampleo‘l‘rec

Institute of Tourism . o
Page 72 average. Cells marked in red are significantly lower. Europe
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Analysis of OTA market shares ... €S 50/

Hochschule fiir Wirtschaft & Tourismus E

Intermediary Business

Source: http://lwww.brackenrothwell.com/services/intermedtasginess

E Institute of Tourism E gOTreC
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OTA market shares 2013 to Hes
2017 for selected countries ochele tir rscron  Tourmos 3

2017 2015 2013 | Trend 2013-201
Turkey* (40 / 56/ 52) 14.8 17.3 12.1 na
Norway (146 / 185/ 55) 17.6 15.5 9.1 increasing
Finland (116 / 77/ 66) 18.3 16.0 11.1 increasing
Italy* (344 / 260 / 101*) 20.3 20.5 stable
Austria* (32/ 130/ 58) 21.8 21.2 15.4 increasing
France* (158 / 22 [ 49) 22.4 28.1 24.8 na
Greece (121/ 179/ 266) 23.6 22.9 16.3 increasing
Sweden* (219/ 157/ 17) 24.7 18.6 11.8 increasing
Czech Republic (65/52 / 82) 25.6 23.7 18.1 increasing
Denmark* (31/ 120/ 73) 25.8 20.9 22.8 increasing
Poland* (30/33/0) 26.4 22.7 increasing
Ireland* (28 / 55/ 33) 26.7 25.7 15.3 increasing
Switzerland (252 / 226 | 272) 27.7 20.6 19.4 increasing
Germany (1038 /994 / 966) 27.8 24.1 20.9 increasing
Belgium* (40/ 76/ 78) 30.4 36.7 27.9 na
Spain (156 / 132/ 153) 30.8 27.6 21.7 increasing
Hungary (130/ 78/ 76) 32.9 25.8 19.1 increasing in %

Number of observations in brackets for 2017, 2015 and 2013 respectively.

B Institute of Tourism  indicate countne; whergbe_of observations are problematic or where we O-I_rec
Page 74 have problems with a bias in sample. Europe



OTA market shares 2013 to Hes-so/// Vi
2017 for selected countries s B

Hochschule fiir Wirtschaft & Tourismus

Hungary (130 / 78 / 76) 32.9
Spain (156 / 132 / 153) 30.8
Belgium* (40 /76 / 78)
DSNY I Y& 0 M et 27 5

(oA T SN I Y R e 277

Ireland* (28 / 55 / 33) |y © 5 7

Poland* (30 / 33 /0 s 264

Denmark™ (31 / 120 / 73 | . 75 0
FT S OK S LIdzom e e 75

Sweden* (219 / 157 / 17 ) | s . 7

Greece (121 /179 / 266 ) e 3

France™ (158 / 22 / 49 > —

Austria* (32 1130/ 58) e 0] 8

Italy* (344 / 260 / 101" | 7 3
Finland (116 / 77 1 66 ) | e 133
Norway (146 / 185 / 5 ) | s 1.6 2013 m 2015 m 2017
Turkey* (40 / 56/ 52 | ™
0.0 5.0 10.0 15.0 20.0

25.0 30.0 35.0 40.0

Number of observations in brackets for 2017, 2015 and 2013 respectiv

__ﬂ_r__.___,..-'-"’_
y.
Institute of Tourism  indicate countries Whergbe.of observations are problematic or where Wj—lo-l-rec
Page 75 have problems with a bias in sample.
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OTA market shares by segment Hes

Haute Ecole de Gestion & Tourisme E

2017 (Ove ra_” Sam ple Europe) Hochschule fiir Wirtschaft & Tourismus

one season
open all year two seasons one season :
: . : . business Total
Seasonality round business business (winter,
(summer)
28.7% 20.1% 45.7% 20.8% 27.0%
1% 2% 3* 4 5+ other | ol
Star category category
25.5% 26.2% 28.7% 26.5% 18.8% 26.5% | 27.0%

Less than 20 | From 20to 50 | From 50 to 100 100 and over | Total

Size of hotel (rooms

29.3% 27.5% 27.5% 23.5% 27.1%
Main customer Business |Vacation / leisure MICE Other segment| Total
segments of hotels 530 28.1% 16.8% 18.8% 26.7%

City between City between

50'000 and 10000 and | Smallcity (less

City with more

Location of hotel | &N 250000 1500000 50'000 than 10000 Total
inhabitants . . , . inhabitants)
inhabitants inhabitants
36.4% 29.0% 25.2% 22.1% 26.9%
Independant Hotel chain Hotel . Total
Type of hotel hotel cooperation
27.9% 26.2% 22.5% 27.0%

Values highlighted in blue are significantly higher than sampleo‘l‘rec

Institute of Tourism . o
Page 76 average. Cells marked in red are significantly lower. Europe



OTASs in Europe Hes-so/// Wi

Haute Ecole de Gestion & Tourisme E
Hochschule fiir Wirtschaft & Tourismus

B o

—
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Unweighted relative market

shares of major OTAs In Europe:« i =

Booking.com

/ / / /
(/] / VY
i/ / YR

65.6
Expedia Agoda 0.86
- Booking.com 65.55
11.9 Booking Holding 66.41
HRS 10.0
e HRS 7.82
1 2k Hotel.de 1.17
other platforms - 59 Tiscover 0.04
| > HRS (total) 9.03
1.8 Expedia 12.59
Hotels.com '2.37'6 Hotels.com 2.66
i e eBookers 1.13
Hotel.de ' 17 Orbitz Travel 0.25
miz Expedia Group 16.63
_ 05 | 92.07
eBookers (Orbitz) Loi51 |
1o 2013 (n=1736) ®2015 (n=1879) = 2017 (n=2062)
pavia ) R
0.0 10.0 20.0 30.0 40.0 50.0 60.0 70.0
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Relative market shares of to

OTAs In selected countries (1)

3

Hes <

Haute Ecole de Gestion & Tourisme
Hochschule fiir Wirtschaft & Tourismus

o )
s |5 218 o WS z |2
3 3 3 9 S = a 9 S S c c
g |& & | | > | > I I R N @ ®
x x o] o] < = % % = = @ @
[ I Q ! < < = =
= = C = (&S] (8] © ©
o m|O 1 < © = S @ @ =2 = Cm| LW
© o [JER= c | & | © > e 5|5 25|28
ON|Od [T [ [©) [©) O] O] T T ON |O N
observations (n) 55| 40| 70| 42 39 80 87| 121| 597| 395| 483| 535 163| 141| 68 68| 73| 101| 113| 1736|1870 2062
|Agoda 03] 03] 07/ 0.0/ 0.1 1.6/ 1.4/ 0.4 0.2 03| 04 0.5 05/ 09 08/ 21| 1.7/ 1.8/ 1.6 0.5/ 0.8]/ 0.9
Booking.com 65.0| 60.6| 70.0| 64.6| 63.7| 66.2| 64.6| 68.2| 41.8| 51.5| 58.9| 58.6| 73.3| 73.6| 72.2| 55.7| 56.0| 63.6| 63.2| 59.5| 62.2| 65.6
Booking Holding 65.2| 60.9| 70.7| 64.6| 63.8| 67.8| 66.0] 68.6] 42.0| 51.9| 59.3| 59.1| 73.8| 74.5| 72.9| 57.8| 57.7| 65.4| 64.8) 60.0| 62.9| 66.4
HRS 8.6/ 108/ 6.7] 1.9 09| 15 1.8 3.7 32.4| 31.0| 22.6| 19.9 05/ 08/ 104 6.1 54| 53| 54| 11.9| 10.0] 7.8
Hotel.de 50/ 26/ 08/ 0.6/ 04| 04 04| 0.3 11.0f 53| 3.3 3.6 0.7/ 04| 03| 25/ 05| 04| 05 46| 17| 1.2
Tiscover 0.0/ 0.0/ 0.0 0.0/ 0.0/ 0.0 0.0 0.0 0.1 0.1 0.1 0.1 0.0/ 0.0/ 0.0/ 0.0/ 0.0/ 0.0 0.0 0.2 0.2 0.0
HRS (total) 135 13.3| 7.5 25/ 13| 19| 22| 4.0 43.6/ 36.4| 26.0] 23.6 1.2| 12| 1.4 86| 6.0/ 58/ 59 16.6/ 119/ 9.0
Expedia 8.3 86| 6.0 25| 6.8 10.9] 14.7| 16.7] 3.3] 4.2| 7.1 10.5 8.8| 15.0| 15.9| 8.3| 13.4| 8.2| 9.1 7.5| 11.5| 12.6
Venere 3.5/ 0.5 0.5/ 0.1 1.0/ 04 3.7/ 0.9 1.6| 0.3 24| 0.8
Hotels.com 15| 16| 21| 22| 7.4, 62| 54 42 13 12| 104 0.8 28| 29| 36| 11| 16/ 21| 15 1.8/ 3.6| 27
eBookers 0.1/ 0.2 0.2 05| 504 32 28/ 20 0.2/ 01/ 0.9 0.8 0.2 01| 1.7/ 05| 0.7/ 0.8/ 0.5 1.1] 05| 1.1
Orbitz Travel 05/ 03] 02| 05/ 05/ 0.1 0.1 0.3 0.1 0.1 0.1 0.1 0.1] 0.1| 06| 0.4 0.7/ 0.4 04 1.7 05| 0.3
Expedia Group (tota] 13.7| 11.2] 8.5/ 6.2| 19.8| 20.4[ 23.0] 23.2| 6.0/ 59| 9.1] 12.2| 15.6| 19.0| 21.9] 11.9| 16.8| 11.4| 115/ 14.5| 16.8] 16.6
Total of top 3 92.5185.4|86.8|73.3|84.9|90.0(91.2|95.8(91.6|94.1{94.4|94.9| 90.6|94.7(96.2| 78.280.5|82.682.2| 91.1|91.7| 92.1

zn]=
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Based on mostly unweighted sample data from countries
with more than 70 observations from online survey

2017.
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Relative market shares of to
OTAS In selected countries

3
)

Hes-so//

Haute Ecole de Gestion & Tourisme E
Hochschule fiir Wirtschaft & Tourismus

™ ITo)
S S
™ T} ~ « % %—
i — o) °
o o [92] Lo c c S e
To} N N = = © ] @© @
g > > = = = = 7 )
8 © © () [} = =
2 | 2 S |5 N | B S |2
=) s | & 8| & B 23S
= 2 =z ) ) 0 ([%p] o o
observations (n)| 232| 285| 133 41| 101 44| 121 127| 118| 135 247 202| 186| 111| 190| 1736| 1870| 2062
Agoda 0.8/ 05 1.1 0.2/ 0.1 0.1 0.0 14| 26/ 28 04 09 1.0/ 0.2/ 0.1 05 08/ 0.9
Booking.com 67.1| 75.1] 65.8/ 72.7| 63.1|] 63.3] 66.5| 66.2| 54.9| 58.2| 69.7| 70.3| 74.6] 61.9| 63.1| 59.5| 62.2| 65.6
Booking Holding | 67.9| 75.5| 67.0| 72.9| 63.2| 63.5| 66.6 67.6] 57.5| 610/ 70.1| 71.3| 75.6| 62.1| 63.2| 60.0|] 62.9| 66.4
HRS 3.3 21| 29| 23] 28/ 06/ 02 20 26/ 25 6.7 70 4.4 20 1.1] 119/ 10.0f 7.8
Hotel.de 1.0/ 05/ 0.6 1.4 0.1 0.1 0.0 15/ 09| 0.6/ 3.0 15/ 05/ 02| 01 46 1.7 1.2
Tiscover 0.1/ 0.1f 0.0 00 00| 0.0/ 00 00 00 00 01/ 0.1 0.0/ 0.0 00f 0.2 0.2/ 0.0
HRS (total) 4.3 27 35| 3.7 28/ 07/ 0.2 35 35 31, 98/ 86/ 49 21 1.2| 16.6/ 11.9( 9.0
Expedia 14.3| 11.1| 10.4| 8.5| 11.2| 27.9| 26.5| 10.9| 20.0 22.3] 6.3] 10.8| 11.3| 18.9| 22.8| 7.5/ 11.5| 12.6
\enere 2.4 0.4 0.0 3.9 1.0 26| 0.9 2.4/ 0.8
Hotels.com 1.6 1.6 1.1 57| 21.0 3.8 2.3 1.1 1.5 2.9 1.0 1.5 1.7] 10.2 6.8 1.8 3.6 2.7
eBookers 03] 0.6 1.2| 01| 0.2 1.6/ 09| 0.6 1.0 0.7 1.3 05/ 03 1.2| 04 11| 05 1.1
Orbitz Travel 03| 0.1 03] 0.7 1.1l 0.1 0.0 1.3 1.3] 07/ 03] 05 01 0.2 0.1 1.7] 05/ 0.3
Expedia Group (to] 19.0| 13.4| 13.0| 15.3| 33.6/ 33.4| 29.8| 17.9| 24.8| 26.6| 115/ 14.2| 13.3| 30.5| 30.1| 14.5| 16.8| 16.6
Total of top 3 9121 916(834(1919|996(975]|96.6(89.0|858(90.7|191.4(94.1|193.8|946|945]|91.1(91.7]|92.1

zn]=
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Based on unweighted sample data from countries with
more than 70 observations from survey 2017.
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Relative market shares of top 3 Hes-so/)/ s
OTAs In selected countries B T

Norway 2017 656 i g am.
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Relative market shares (in %) of Hes so/// ks
Booking Holding by country 2012z e om

Croatia* (n=23)
Italy (n=285)
Luxembourg* (n=2)
Switzerland (n=186)
Lithuania* (n=3)
Belgium* (n=26)
Greece (n=68)
Czech Republic (N=40 mm——— e —— | ()
Fran Ce (N= 12 L) ————————— (5.2 3
Latvia* (N=27)  — e (] .81
SloVakia™ (N7 ) ——— (] .G
United King dom ™ (1N1= L 7 ) /————— s (7 .06
NOrway** (N=3 7)) — (.53
N ethe riands (1N=13 =) ————————————— e (552
Poland™ (=25  ——— e —— (5.7 2
Finland* (N=87)  —— e —— ./}, 6
HUNGary** (=1 1.3 ) ——————— e — 3, 4
Sweden™* (1= () /- —— G ] . 3O
EStonia* (N=0) - —————————— e (0 G 7
AUSTFTA™ (11723 1) 1 — 20O
[ reland™ (N="22 () o —— D
Germany** (IN=5 35 o —— 53 5O
SPaiN (N=135 ) e 55D |
Denmark® (N=2 )  mm—m—— e —— 5
Iceland* (N=14) e ————————— 507
Turkey* (N=35) m—————— /|5 57

77.04
75.07
75

74.59

73.67
72.42

72.15

0 10 20 30 40 50 60 70 80 90

Unweighted sample. Number of observations in brackets for 2017.

Institute of Tourism indicate countries wherebe of observations are problematic. ** Data fromE----EOTreC
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Relative market shares of Booking Hes

Haute Ecole de Gestion & Tourisme E

Holding by hotel segment 2017 i

one season
open all year two seasons one season :
. . : . business Total
Seasonality round business business (winter
(summer)
63% 77% 87% 77% 65.6%
1* 2% 3* 4 5 other | rotal
Star category category
72% 75% 67% 60% 56% 68.2% 64.9%

Less than 20 | From 20to 50 | From 50 to 100 100 and over | Total

Size of hotel (rooms

75% 69% 59% 56% 65.5%
Main customer Business |Vacation / leisur¢ MICE Other segment| Total
segments of hotels
J 59% 70% 57% 69.1% | 65.5%
City with more | C'Y Petween | City between |\ o (less
than 2500000 | —ooo0and | 10000and 10000 | Total
Location of hotel ) ) 250'000 50'000 : .
inhabitants . . : . inhabitants)
inhabitants inhabitants
57% 60% 65.7% 72% 65.3%
Independant Hotel chain Hotel_ Total
Type of hotel hotel cooperation
69% 55% 65.8% 65.4%

Values highlighted in blue are significantly higher than sampleo‘l‘rec

Institute of Tourism . o
Page 83 average. Cells marked in red are significantly lower. Europe



Relative market shares (in %) of Hes so/// ks
Expedla Group by Country 2017 HauteEcoledeGestion&TourismeE

Hochschule fiir Wirtschaft & Tourismus

Norway** (n=137) 26.54
Denmark* (n=22) 23.91
Turkey* (n=35) 23.74
Iceland* (n=14) 23.07
Sweden** (n=190) 22.8
Spain (n=135)

22.26
Ireland* (N=20) ————————————— | O 75

United Kingdom* (N=17) e | 0 18
Latvia* (N=27) — e —— | G .7 4
France (NSl ) e ——— | G .7 3

Greece* (N=68) e ——————— | 5 0/
Estonia* (n=6) ——— | 5 83
Austria* (N=31) — — —  ————— ] 503
Finland** (n=87) m—————————————— | /|7
Croatia* (n=23) meess————ssssssss—— 0 3
Poland* (n=25) n—s——————— | 2.08
Belgium* (n=26) —s——————————— ] 1.38
Switzerland (n=186) ——————————————— ] 125
Italy (n=285) m——s——— ] 1.09
Germany** (n=535) n——— 10 .54
Netherlands (n=133) m——————————— | (.38
Hungary** (n=113) m——— 0 . 3
Slovakia* (n=15) m—————— .07
Luxembourg* (n=2) — 7 .5

Czech Republic (n=49 i—— .04
Lithuania* (n=3) 2 33

0 5 10 15 20 25 30

Unweighted sample. Number of observations in brackets for 2017.

Institute of Tourism indicate countries wherebe of observations are problematic. ** Data fromE----EOTreC
= Page 84 hotel chains integrated. 0
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Relative market shares of Expedia Hes

Haute Ecole de Gestion & Tourisme

G ro u p by h Otel Seg m e nt 20 1 7 Hochschule fir Wirtschatt & Tourismus )

one season
open all year two seasons one season :
. . : . business Total
Seasonality round business business (winter
(summer)
13% 8% 3% 11% 13%
1% 2% 3* 4+ 5+ other 1 ol
Star category category
8% 10% 10% 16% 24% 15% 13%

Lessthan 20 | From 20to 50 | From 50 to 100 100 and over | Total

Size of hotel (rooms

6% 10% 17% 20% 13%
Main customer Business |Vacation / leisur¢ MICE Other segment| Total
ts of hotel
SEgMents oT OIS 14% 12% 18% 9% 13%
City with more Clty, between Clty, between small city (less
than 250000 | —ocooand | 10000and | 00000 | Total
Location of hotel ) . 250'000 50'000 : .
inhabitants : . . : inhabitants)
inhabitants inhabitants
21% 15% 11% 7% 13%
Independant Hotel chain HoteI. Total
Type of hotel hotel cooperation
10% 22% 10% 13%

Values highlighted in blue are significantly higher than sampleo‘l‘rec

Institute of Tourism . o
Page 85 average. Cells marked in red are significantly lower. Europe
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Haute Ecole de Gestion & Tourisme E
Hochschule fiir Wirtschaft & Tourismus

Booking

aExpediu

SHRS!

E B Institute of Tourism E gOTreC
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Do you feel pressured b@TAto Hes so//%%ﬁ'.é
accept their terms & conditionshat oS e
you otherwisewould not offer?

Do not know - 9%

0% 10% 20% 30% 40% 50% 60%

—

B nsitute of Tourism Ba_sed on unweighted (raw) sample data I_IO'I'reC
Page 87
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Do you feel pressured b TAto Hes
accept their terms & conditionghat i s B
you otherwisewould not offer?

Less than 20 room$&rom 20 to 50 roomb0 rooms and more  Total
Yes 49.10% 52.70% 49.10% 50.30%
No 40.70% 39.00% 43.80% 41.40%
Do not know 10.20% 8.40% 7.10% 8.30%
Total 100.00% 100.00% 100.00%
Indep. SME hotel Hotel chain Hotel cooperation| Total
Yes 51.30% 45.70% 51.80% 50.30%
No 40.20% 43.70% 43.40% 41.20%
Do not know 8.60% 10.50% 4.80% 8.50%
Total 100.00% 100.00% 100.00%

There are slight but significant differences in the perception of the pressure between
independent SME or chain hotels or between small and big hotels. The proportion of hotels
feeling no pressure from OTAs is larger in big hotels (more than 50 rooms) than in other size
classes. Hotels belonging to a chain feel less pressured than SME hotels.

B Institute of Tourism Based onunweighted(raw) sample data. OTF@C
Page 88
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In case of a dispute with a®@TA,do Hes sojjx,f;}mg
you consider that there is a fair and .. s e
effective solution to the

disagreements?

No 41.30%

Do not have disputes with OTAs 40.80%

Yes 17.90%

0% 5% 10% 15% 20% 25% 30% 35% 40% 45%

—

Based on unweighted (raw) sample data
E IpnasgteitBtgte of Tourism (n=2598). I_IO'I'reC
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In case of a dispute with a®@TA,do

you consider that there is a fair and

effective solution to the
disagreements?

Hes

Haute Ecole de Gestion & Tourisme E
Hochschule fiir Wirtschaft & Tourismus

Less than 20 room$&rom 20 to 50 room<s0 rooms and more Total
Yes 12.90% 16.30% 22.00% 17.70%
No 43.30% 46.20% 36.20% 41.40%
Do not have disputes with OTAs 43.90% 37.50% 41.90% 40.90%
Total 100.00% 100.00% 100.00%
Indep. SME hotel Hotel chain Hotel cooperation| Total
Yes 16.50% 23.60% 18.00% 18.00%
No 42.10% 36.00% 45.30% 41.30%
Do not have disputes with OTASs 41.40% 40.40% 36.70% 40.70%
Total 100.00% 100.00% 100.00%

There are strong and significant differences. The big hotels (more than 50 rooms) and chain hotels
do have less problems with OTAs in case of a dispute than other categories of hotels.

Values highlighted in blue are significantly higher than sample
average. Cells marked in red are significantly lof¥ased on

Institute of Tourism
Page 90

unweighted (raw) sample data.
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Have you ever made use of the Hes so/// Wi
various possiblilities offered by OTA ..t
to improve effectively yourranking?

No, nothing of both 59.2%

Yes, preferred Partner Programs 22.3%

Yes, both

12.5%

Yes, ranking booster 6.1%

0% 10% 20% 30% 40% 50% 60% 70%

_'_'_'_._...-"'"-H_

Based ighted le dat
B E B B stitue of Tourism i (raw) sample data Hotre
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Have you ever made use of the Hes
various poss|b|||t|es offered by O T Aveie o aresion b 3
to improve effectively yourranking?

Less than 20 roomd-rom 20 to 50 roomi0 rooms and morg  Total
Preferred Partner Programs 14.00% 19.50% 30.00% 22.40%
Ranking booster 4.50% 5.90% 7.50% 6.20%
Yes, both 7.10% 10.80% 17.00% 12.40%
Nothing of both 74.40% 63.80% 45.50% 59.10%
Total 100.00% 100.00% 100.00%
Indep. SME hotel Hotel chain Hotel cooperation| Total
Preferred Partner Programs 19.20% 32.20% 24.70% 22.30%
Ranking booster 5.90% 7.00% 5.50% 6.10%
Yes, both 10.70% 20.40% 10.00% 12.50%
Nothing of both 64.10% 40.40% 59.80% 59.10%
Total 100.00% 100.00% 100.00%

There are strong and significant differences in the us@A featuresThe PreferredPartner
Programs and Ranking Booster are mainly used by big hotels (more than 50 rooms) and chain
hotels.

Values highlighted in blue are significantly higher than sample
average. Cells marked in red are significantly lof¥ased on

Institute of Tourism  unweighted (raw) sample data. OTreC
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Distribution channel ... Hes s

Hochschule fiir Wirtschaft & Tourismus

management

E B Institute of Tourism OTreC
Page 93
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. . V.
How do you maintain your rates Hessg// WALLIS

and ava||ab|||t|es on the Onllne Hochschule fiir Wirtschaft & Tourismus
booking channels?

1%
others 1%
1%

4%
over an agency r 3%
1%

23%

over a hotel software or reservation system 4
. 0
(CRS interface) .
on several channels at the same time (channel 39%
39%

0% 10% 20% 30% 40% 50%  60%
2013 m 2015 =2017

52%

56%
47%

__‘_'_.___,_..--"'_'__
Institute of Tourism Based orunweighted(raw) sample data. HO'lTeC
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Channel management: Hes

te Ecole de Gestion & Tourisme

summary of overall results o e gt s

A Compared to 2013, the proportion of hotels managing rates and
avallability in a manual way has decreased from 56% to 39%.

A As expected, chain hotelsechannel manager& 7%of
properties) and PMERS systen{d4%)significantly more often
than independent hotel$45%resp.17%) which still manage
channels in a manual manner most of the time (44%).

A In 4* and 5* hotels, the use of channel manag&4%and59%,
respectively) and CRS hotel software (32% Zb¥b, respectively)
IS clearly higher than in other types of hotels. In 1 and 2 star
hotels more than half of propertiestill manage channels
manually.

A Size matters60% of hotels with more than 50 rooms use
channel managers whereas in hotels with less th@nooms,
over 50% of properties manage channels in a manual ="~

B it of Tourism olrec

Europe
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-
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Are your rates and avallabilities Hes so/)/ i
accessible with a@lirect interface .o s e 5

with a meta-searchengine?

49%

22%
23%

No, | do not know this option

21%
No, this is of no interest for our hotel 30%
35%

29%

Yes, with the help of a permanent

0
connection to the own hotel booking system %

0% 10% 20% 30% 40% 50%
2013 m2015 m2017

E Institute of Tourism Based orunweighted(raw) sample data.
Page 97

60%

Lotrec
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- VALAIS
Used metasearch engines Hes-so/// i

Haute Ecole de Gestion & Tourisme
Hochschule fiir Wirtschaft & Tourismus

71%
TripAdvisor 57%

61%

37%
Google (Hotel Ads) 50%
53%

49%
Trivago 45%
55%
12%
Kayak 25%
12%
10%
Others 9%

8%

0% 10% 20% 30% 40% 50% 60% 70% 80%
2013 m 2015 =2017

_'_'_'_._...-"'"-H_

Institute of Tourism Based orunweighted(raw) sample data. HO‘I‘r‘e
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Meta-searchengines summary Hes
of overall results (l) BT Ko Rt

A Comparedto 2013 where nearly half of the hotels did not
know the Integration options with travel meta-search
engines,roughly 80% of respondentsin the presentsurvey
are aware of this distribution channelwhichis usedby 41%
of hotels

A Highest proportions of permanent connection to meta-
search engines can be observed in the following hotel
segments
A chainhotels(61%comparedto independenthotelswith 33%)

A hotelswith morethan 100rooms(59%9
A 4 and5 star hotels (55%resp 62%)

B Institute of Tourism OTreC
Page 99
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Contact ... Hess

Hochschule fiir Wirtschaft & Tourismus E

Prof. RolandSchegg

University of Applied Sciences of Western Switzerland Valais3BB&ilais)
School of Management & Tourism

Institute of Tourism (ITO)

TechnoPoI&

CH3960SierrdSiders Switzerland

Tel: +41 (0)27 606 90 83

Mail: roland.schegg@hevs.ch

Twitter: @RolandSchegg

LinkedIn: ch.linkedin.com/imblandschegf

Web: www.hevs.ch / www.etourissmonitor.ch

Bachelor of Science HE® in Tourism in German, French and English
http://tourism.hevs.ch

B Institute of Tourism OTreC
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. . VALAIS
Annex 1: The Questionnaire (1) HESS// WALLIS

0 I rec The umbrella association of Hotels, Restaurants and Cafés in Europe

Europe

Many thanks for your interest in our survey. The results shall draw a precise picture of the current
situation of distnbution (online as well as offline) within the European hotel industry, especially in
relation to the role of online travel agencies (OTA).

Your responses will be treated confidentially and no individual hotel will be identifiable in any reports or
results generated as a result of this survey due to data aggregation.

Remarks:
- With the arrows you are able to navigate between the pages.
- Please do not forget to save your answers at the end by clicking on the "SAVE"-button.

Hotel chains and cooperations, that wish to deliver aggregated data for several properties, are kindly
asked to contact Dr. Roland Schegg (roland schegg@hevs.ch).

For technical assistance please contact Dr. Roland Schegg

Email: roland.schegg@hevs.ch

Institute of Tourism (ITO)

School of Management & Tourism

University of Applied Sciences of Western Switzerland Valais (HES-S0 Valais)
Sierre, Switzerland

AT

- T

Hes so/ [hs

School :1 -
Management & Tourism ___,_.--""F

Institute of Tourism HOTreC
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Annex 1: The Questionnaire (2)

Country

) Awustria ) Belgium
) Czech Republic ) Denmark
1 Germany 1 Gresce
o ltaly [ Latvia
) Metherdands 1 Morway
) Slowenia () Spain
0 United Kingdom

Institute of Tourism
Page 102

(| Bulgaria
() Estonia
(") Hungary
() Lithuania
i) Poland
() Sweden

Croatia

I Finland

lelamd

I Luzemkbsourg

Portugal

| Switzerand

Hes so/// e

Haute Ecole de Gestion & Tourisme E
Hochschule fiir Wirtschaft & Tourismus

L

SRS

2 0O

Cyprus
France
Ireland
Malta
Slovakia
Turkey

Lotrec

Hospitality Europe



Annex 1: The Questionnaire (3) Hes-so//

Haute Ecole de Gestion & Tourisme E
Hochschule fiir Wirtschaft & Tourismus

A. Distribution channels of hotel

What was the percentage of ovemnight stays in 2017 booked over the following channels?
Please put in data as whole numbers, e.g. for 21.3% it would be 21. Moreover, please make sure that the sum of all direct and indirect
channels amounts to 100%

Direct - Phone

Direct - Mail { fax

Direct - Walk-In {persons without reservation)

Direct - Contact form on own website (without availabilty check)
Direct - Email

Direct - real time booking over own website with availabilty check
Destimation Marketing Organization (DMO) [ trade asscciations
Mational Towrism Organization (MTO)

Towr operator / Travel agency

Cnline Booking Agency (OTA)

Hotel chains and cooperations with CRS

Globale Distributionssysteme (GOS - Amadeus, Travelport incl. Galileo and Wordspan, Sabre)
Wholesaler (e.g. Hotelbeds, Tourico, Gulliver, Transhotel, ete.)
Ewvent and Congress organizer

Social Media Channels

other distribution channels

E B Institute of Tourism OTreC
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Annex 1: The Questionnaire (4) Hes-so/// wkik

Haute Ecole de Gestion & Tourisme
Hochschule fiir Wirtschaft & Tourismus

If "other distribution channels”, which ones:

Optional comments regarding the development of distribution channels in general:

Institute of Tourism HOTre

Page 104 Hospitality Europe



Annex 1: The Questionnaire (5) Hes-so//

Haute Ecole de Gestion & Tourisme E
Hochschule fiir Wirtschaft & Tourismus

B. Online Travel Agencies (OTA)

If your hotel is bookable over Online Travel Agencies (OTA), please indicate the relative distribution (in %)
of these overnight stays for the year 2017.
Please put in data as whole numbers, e.g. for 21.3% it would be 21. The sum should amount to 100%.

Agoda

Bergfex
Booking.com
BockMorway
CTrp

eBookers (Expedia)
Diestinia
ellireams
Expedia.com
Hotel.ch

Hotel de
Hoteliers.com
Hotels nl
Hotels. com
HRS

Hotelzon
Lastminute com

Latebooking.com

E Institute of Tourism OTreC
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. . // VALAIS
Annex 1: The Questionnaire (6) Hess// WALLIS

Hochschule fiir Wirtschaft & Tourismus

Logictrawel

Crbitz Travel (Expedia)

Rumibo

Tiscower

Voyage-Prive

‘ioyage-SNCF.fr (excl. Rail)

ab-in-den-urfaub_ de, hotelreserderung de eic.

other platforms

Lotrec

SITTE= Institute of Tourism s
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Annex 1: The Questionnaire (7) Hes-so/// Vil

Haute Ecole de Gestion & Tourisme
Hochschule fiir Wirtschaft & Tourismus

If "other platforms”, which ones:

Optional comments regarding online booking channels (OTA):

Do you feel pressured by Online Booking platforms (OTA) to accept their terms & conditions {e.g. cancellation
policy, special discounts, etc.) that you otherwise (voluntarily) would not offer?

7 Yas 7 Mo i} Do not know

Have you ever made use of the various possibilities offered by OTA to improve effectively your ranking (e.g.
ranking booster, preferred partner programs)?

~ Yes, preferred Partner

' Programs () Yes, ranking booster ) Yes, both () No, nothing of both

In case of a dispute with an Online Booking platform, do you consider that there is a fair and effective solution to
the disagreements?

1"

) Yes ) No i} Do not have disputes with OTAs
-
Institute of Tourism HOTreC
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Annex 1: The Questionnaire (8) Hes:s

Haute Ecole de Gestion & Tourisme E
Hochschule fiir Wirtschaft & Tourismus

C. Use of Booking Technology and New Media

How do you maintain your rates and availabilities on the online booking channels?
| on several channels at the same time (channel manager)

| over an agency [ | others

| | manual enline

| over a hotel software or reservation system (CRS interface)

If "others”, which ones?

Are your rates and availabilities accessible with a direct junction / interface with a meta-search
engine (e.g. Kayak, Trivago, Tripadvisor etc.) ?

 Yes, with the help of a permanent

() connection to the own hotel booking (1 Mo, this is of no interest for our hotel () No, | do not know this option
system

If you have a permanent connection, with which meta-search engine do you link up?
| Google (Hotel Ads) _ Kayak [ TripAdvisor
| Trvago ~ Dthers

If "Others”, which?

Institute of Tourism E gOTreC
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Annex 1: The Questionnaire (9) Hes

Haute Ecole de Gestion & Tourisme E
Hochschule fiir Wirtschaft & Tourismus

D. General Information about your hotel

Seasonal opening hours
() open all year round ) one season business (winter)
() two seasons business ) one season business (summer)

Is your hotel classified (hotel stars)?

() Yes ) No

Star classification

O N o2 o3
O 4 O 5 ) other category

E Institute of Tourism OTreC
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Annex 1: The Questionnaire (10) HES -SO/// Wik

Haute Ecole de Gestion & Tourisme E
ochschule fiir Wirtscha ft&Tourismus

—
E IPnstitute of Tourism HOTreC
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