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Digital: Overview, Project Objective, &
Model




Overview

Leading UK online travel agent 9 Expediacouk

Average > 1.5 Million Visitors
to the website every week ' )

Be inspired
New to Expedia? Learn more about Expedia

Four main Lines of Business (LOB) Retstored soert s nen P
9 Fantastic savings when you book
'm your flight + hotel together. Limited
time offer.

Las Veaqas, Flight + 6 nights from £497

Create your trip

sz O Flight only Tailor-make & SAVE!
© Flight + Hotel

Middle East
deals
from£325

4=y ) Hotel only Travel calendar

Not sure where to go on your next trip? K
Use our interactive travel calendar to
plan your next getaway.

Choose a month [+]

Hot hotel deals ﬂ\\
Every Friday, we will bring you the u
hottest hotel deals in a variety of

destinations at extraordinary prices. For 1 Week Only!
View our hot hotel deals

© Flight + Hotel + Car

&= O caronly
“m © Packages

New York

Specials
from£71

© Flight + Car

Leaving from: Going to:
London (LON - All Airport|
(e.g. London or LGW) (e.g. Costa del Sol or AGP)

Easter breaks
from£41

Flight
9 Hotel

Departing: ~ Time: Returning:  Time:
ddimmiyy || Anytim[v] [daimmyy || Anytim [+]

Last minute

Adults  Children Seniors
Rooms: (19+) (0-18)  (65+)

1|z| Room 1 2E] DE' DE

more flight + hotel search options:
More destinations...

Ski holidays
from£229

Car

City breaks
from£140

Save up to 25% or
Get a Free Night*
Book now and save

Package

Chaan daale

Note: Size of box represents the size of shopper
volume by line of business

Expedia has sophisticated attribution methods that primarily focus on the direct impact of
marketing and distribution channels
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Project Objective
Advertising effectiveness models for Expedia.co.uk

Online Display/
Economy Advertising
Key Project Objective

MSP was asked to build econometric :
p s . Paid
models quantifying the drivers Share of [l Competition
Voice

& synergies of Expedia’s advertising
resources in driving ‘Shoppers’ and online o

Partnerships
brand search. IAffiliates

Why model Shoppers?

The shopper metric was selected as it
represents a pure measure of how

Seasonality

Expedia
marketing is driving consumers with intent to Shoppers _%
purchase L
What is a Shopper? Shopper Visual Total Shoppers across all lines of business (Jul 07 — Nov 09)
Create your trip
sze. OFlightonly ~ Tailor-make & SAVE!
/B Ototelony © Flight+Hotel
& © Caronly @Fligm+Hotel*car
A shopper is a somebody & oo | ST
who specifies travel criteria e e ] |
on the Expedia home page e e oy
and then selects search sz | el (R
TR ot 2] (o] (o
. more figh ot search aptios: 2007 || 2008 || 2009
>

thinkdigital
with Google

Source: Google/Expedia/Marketshare Partners, How Expedia Drove More Shoppers to its Website, UK, April 2010



Model Structure: Direct and Indirect Paths to 'Shoppers’

/ Expedia Advertising \ _
Google

—
TV [ Press J [ OOH J [ Radio }
Measure how the drivers Expedia
indirectly affect/drive Google Search || Im Feeling Lucky |

Search: © the web © pages from the UK

intermediate outcomes

O&Ijine EE}% Dits_tribu
. Click o0

< > |

Direct

Relationships

Expedia Shopper

> By Line of Business by

Measure how the drivers directly Source of Traffic
affect/drive the outcome

[ \
[ Base Level ] [ Season J

thin kdlg'tal Control for and extract the Season and Trend

with Google
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Digital: Results




Evident correlation between media channels and
brand search

Print Adverting Driving Online Search

Television ‘Burst’ Adverting and the impact on Online Search

Print

Advertising Brand Search

on Expedia

l

Brand Search l
on Expedia
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Source: Expedia & Google UK
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After modeling, the results are surprising....

The combined Direct and Indirect media effects and contribution to driving shoppers (Credit Where Credit Is Due)

3.50%
3.00%
— Indirectly Driving Shoppers

5 2.50% Y g >nhopp
&
< The way Expedia are
22 00% - ] viewing and
= evaluating the
© performance of their
C -
S 150% - media has been
5 . (o]
2 changed as a result
= of understanding the
8 100% - direct and indirect
x 1.00% effects

0.50%

0.00% -

TV Press Outdoor Radio
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Moving from thinking about the past to thinking about
the future

PAST 00 > FUTURE

Despite uncovering indirect For future investment decisions, measuring
effectiveness of Expedia’s media, this  these indirect paths simply allows the right
doesn't mean the recommendation is level of investment to be allocated to each
to invest more in those mediums as a medium to deliver back optimal return
result.
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Modeling enables optimal budget setting by media

channel

Historical allocation vs.

Paid Search
29% 4

1 |

Partnerships

8% 14

(Same Budget)

Optimal allocation

Outdoor _ Historical allocation
-50% ‘ -
Radio -
25% 4
Negative values
doesn't mean the
Press : medium isn't effective.
_ It simple infers that the
33% t . optimal investment
7 level versus the past
should be lower
TV
40 § —
% T T T T T 1

o

2

4 6 8

Indexed Optimal Budget Allocation
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Historical allocation vs.

PPC Brand

13% %

PPC Flight

25% %

PPC Car

50% 4

PPC Hotel

133%§

PPC Package

20% %

I |

2 4 6 8
Indexed Optimal Budget Allocation

o

8% increase in
shoppers for same
budget

Source: Google/Expedia/Marketshare Partners, How Expedia Drove More Shoppers to its Website, UK, April 2010
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Shopper response to PPC Marketing

The response curve illustrates how ‘shoppers’ respond to increases in PPC investment.
The optimal point on the curve is where marginal response across each medium is equal.

Expedia Branded Clicks Response Curve Generic Clicks by Line of Business
120 - 1.35 -
PPC Package (underspending)
. ] ___®_—-®
100 - Optimal <l 1.3
o an 1.25 1 PPC Flight (underspending)
s 80
o 14
3 4 :
@ L §12 - S ——
= %]
% 60 - Current (underspending) < e el Dot
5 §1.15 1 T
> (]
40 - .
1.1 PPC Hotel (overspending)
20 -
1.05
0 - 1 -
£ Investment £ Investment
Investment period Jan 2008 — Oct 2009 Investment period Jan 2008 — Oct 2009

Important Note:
Maximums on paid search been applied to constrain the optimization - Hitting inventory constraints by LOB
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Quantify the payback from marketing
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ROl is derived in three steps:

1) Sum the additional shoppers

2) Multiply the additional shoppers by their value to Expedia
3) Take the total additional value and divide by cost
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Digital: Summary




Summary

Modelling direct and indirect paths to purchase helps uncover
additional effectiveness of offline media — especially for TV in this case

Reallocating the same budget to the optimal mix could drive an extra
8% shoppers for Expedia

for Expedia over and above organic search

The models confirm that AdWords is even more effective than last click

3 Branded PPC search is very effective in driving incremental shoppers
4 attribution schemes typically measure

5 Expedia is using these models to reallocate their marketing
investments to extract maximum value for money
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