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Going Beyond Geo-Fencing

° We enter the Iocation name Or address Create Geoframe @ 69,734 TOTAL DEVICES
then manually draw a frame around s
the area to use.

« Frame does not have to be a perfect
circle as geo-fencing campaigns
require.

« We then gather information on current
visitors, with the ability to see up to a
year in the past.

« Multiple frames or locations can
combined be used for one or more
campaign strategies.
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Buyers Journey Report

This report allows us to look at multiple locations and see cross over visits.

» Did a visitor go to multiple restaurants in a certain time frame, or do they only go to one.
* Have they visited multiple car dealerships or just one?
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Polygonal Targeting DATA

What Kind of Info Can We Get?

« Devices that have been in that “frame” and
how frequently they visit

« Demographics for the devices within that area

« Heat Maps for where people are inside your
location

« Home addresses of visitors

+ Build Look-A-Like modeling based on
previous visitors/devices

« Ability to see cross location data (Buyers
Journey Report) - if a device has been to
more than one location in the same time
frame.

« You can use this data to run display
campaigns, video campaigns, OTT campaigns
and social media campaigns. This is your
custom audience, 15t party data. It's not
weighted and not assumed.
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Foot Traffic Attribution Report
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Real World Examples

Quick Serve Restaurant — Multiple Locations Orlando Area

Grand Opening Strategy

» For new locations, we targeted devices that have
been in the nearby Publix at least 2 times in the
previous month — as well as the households
associated with those devices.

» We also included pulling the devices from the
nearby high schools and colleges to target their
student customers.

» As aresult of the plans we have in place, the
client has seen 20% increase in sales and
opening more locations each quarter.
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Real World Examples

Toyota Dealership — Texas

Target Competitor Locations

» Our strategy with one of our car dealerships
is to pull devices from their competitor
locations.

* We've used these devices to send service
ads to promote the best Toyota service
from our client’s dealership.

* We also use the device information from
their competitors to build look-a-like
audiences.

 After starting our program they’ve had their
best sales months!
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Real World Examples

Casino - California

* In the competitive world of casinos — we've
used this technology for multiple strategies.

» We target visitors of the actual casino to
promote upcoming events, new machines and
to encourage more Visits.

* We also target their competitor visitors to
persuade them to visit our casino and all the
benefits the casino has to offer.
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expedia group

® media solutions

TURNING INSIGHTS INTO ACTION
IN'AVIATION & TRAVEL MARKETING

Leah Garey, Senior Business Development Manager



Connecting With
~ ADVERTISERS

OO0 144M+ Marketing partners in
T T Unique monthly visitors' 170 countries
Monthly page views! I 2 G gxpedlqgroup Targeting types
\ ‘® media solutions
200+

Audience segments

200+ sites

in /0+ countries

20 Unique advertising
solutions

30

Reporting KPIs

150+ mobile sites
in /0+ countries

Notes: Expedia, Group data shown as of Q3'18, unless ofherwise noted. 'Expedia Group
Global - comScore, July 2018.



TRAVELERS TURN TO
OTAs THROUGHOUT THE
PURCHASE JOURNEY

Expedia Group brands welcome
nearly 145 million unique monthly
visitors a month*

Travelers make billions of annual
flight searches across Expedia
Group brands around the world —
which means more than 165 million
flight searches per day**

/_/F’I:I 10% growth year over year

in air tickets sold on Expedia
Group sites**

il
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DATA OFFERS COMPETITIVE
ADVANTAGES

Competitive Searches: When searching
for your airport, travelers are also
searching for airports A & B

Leakage: Nearby airport is growing
YoY while yours is showing -X% decrease

Market Share: How your airport is
losing market share to its competitors

Stopover: What airports are most
frequently used as a stopover

Targeting: With more than 5K TLAs,
there are tens of thousands
of O&D combos

expedia group-
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Promote New &
Existing Routes

Promote routes to Expedia
Group’s 144M unique monthly
users™®

o Utilize first party data to identify
O and target the right travelers, at

point of intent

exped ia g rou p ) *ExpediaGroup Global —comScore, July 2018.

media solutions




Route Promotion — New or Existing

Accoort v MyUss B0 MyTrips Support v Espafiol MIS®

gExpedia Add your property

Fights Hotels Bundle and Save Cars Cruses ThingstoDo  Event Tickets Rentais Deals Rewards Mobie

Search Flights

X X B XB® X&
Flight Only  Flight « Hotel  Flight + Hotel + Car  Flight + Car

Roundirp  Oneway  MulsCity

Add ptions ¥

BB Addahotel [ & Addacar

Los Angeles Nonstop April 2019
Add @n Advantage ?
Unlock up to 43% off select hotels when you book a flight on Expedia 9 ? * @

v

J Louisville
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ldentify Leakage
& Attract Swing Travelers

Gain unparalleled insights into
how swing travelers search and
book flights via OTAs

Optimize your marketing to
%E capture swing travelers and

minimise leakage

expedia groups

media solutions




Swing Users Average
Far More Transactions

Swing users average 6X the number of
transactions per account compared to
travelers loyal to the airport.

Small Hub Primary Airports

Swing users average nearly 5X the number
of transactions per account compared to
travelers loyal to the airport.

expedia group-

media solutions

Expedia Group 2018 first party data with airport as origin vs FFA's Passenger Boardi
data range 2018-01-01 — 2018-12-31 for North American airports. Rank order, and
percent change from 2016 report.




Highlight Non-Air Related Revenue Streams

SAVE

S Expedia @) P $100
Mobile  Colled

Home Bundie and Save Hotels Cars Fiights Cruses Thingsto Do Vacation Rentais Deals Rewards
on garoge parking ot

Reagan Kotional Airport

Milwaukee
5 Aug 1 is flight is not booked. Book Now to guarantee price and availabiity al $823.1 m
—

REAGAN
NATIONAL

E » =
_Dillant incoda d i e
Qsoned sbol (haryes

IF YOU BOOK
NOWO
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Maximize stopover
traffic

Understand which feeder
markets and influence visit to
hub airports

Develop smart messaging
designed to extend visitor
layovers in hub airports
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Encourage Travelers fo Extend Layovers

N -
e’

STOP &
BREATHE
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Opportunity

Recenily rebranded
and added new routes

Raise awareness and increase
volume of bookings

expedia group-

media solutions
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Solutions

7

This campaign was
designed to raise
awareness and drive
bookings of specific
routes to southern
cities in the United
States

expedia group-

media solutions

Reach customers at
all phases of the
path to purchase -
from inspiration to
booking

Worked with Expedia
Group Media
Solutions to target the
right audience and
campaign timeframe

A

Targeted travelers in
the Appleton, Green
Bay, Wausau-
Rhinelander, and the
Milwaukee
metropolitan areas
who were traveling to
Las Vegas, Orlando,
Tampa/St. Petersburg,
or Phoenix

APPLETON AIRPORT

I NTERNATIONAI

Placed ads on
multiple pages across
the chosen sites,
from the homepage
to the search results

page



APPLETON AIRPORT
SOlU-I-ionS AT I'NTERNATIONAI

Expedia* Get an extra 10% off or more on select hotels with Member Pricing Join now, it's free!
f

Get DOUBLE points on the app. Learn How

N Search Hotels

B B X Bxa B&

Hotel Only Hotel + Flight ~Hotel + Flight + Car Hotel + Car

Going to
Warm weather

y Harbor International Airport (PHX), Arizona is calling you!
"4 Fly drect o

Check-in Check-out Guests

AUNTER GETAWAYSH u A Addafight  m @ Addacar

Sy Sarbor whwrnatansl Arper) (PHEL Argéns Unind Stes of Amercs

9 propectes

Secure incredible value with Expedia's No Expedia cancellation fee to change
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Results

+40%

Appleton International
Airport (ATW) in Wisconsin
achieved a 40% YOY increase
in demand for air tickets

expedia group

¥ media solutions

Raised awareness of
their airport as a viable and
cost-effective alternative to

other airports in the

surrounding area

K APPLETON AIRPORT
I NTERNATIONAL

The CTR on the marquee ad
exceeded expectations by
performing at two times
above the benchmarked
goal

Campaign ran from February 14, 2017 — March 31, 2017
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THANK TO LEARN MORE
YOU! blog.advertising.expedia.com
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