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1. PhoCusWright #t TRAVstats, March 23, 2004

Amtrak Now Selling 25% Online
TALNT w7, T4 MR 25%IZHEK

Amtrak &N, A 74 VHEANCESTND, 2003 ZFHEE (2003 429 AKT) @
Amtrak UIFFIRIGED A > T A ALFIL, ML THL 24%IEL TS, ZOFH 7
A AERIE, I A—REROENE LRS- TWS,  # LT, Amtrak |%, 2005 4EE TiZ
X, IEARESCRE T 2T E, XA L7 WY U7 ZEEF7Z,  Amtrak @ 2008 45
DIREFINALL, 14 & Fv (1,640 (EM) T, ZONA T A VIRGEITK 3 (&3 T4 Fv
(363 fEM) &72>Tu%, PhoCusWright #:OFHIIZ LA, Amtrak OF 7 A Uik
FEiE. 2004 4F121 $ 430M (473 f8F). 2006 4E1Z1X $ 700M (770 fEH) Z#ET 5 & Tl
ENTWD, A TAALFRIE, 2004 412 30% & B 2, 2005 4EI21F 40%3L< I272 57
5 9e 2004 FEEFHEEORAID 5 4 A T, Amtrak 1% 225,000 A DO HIRGRHE 2 5 L,
B ERITI 3 B HAEBZT, (2003 FEOER O P RERE % 517,800 A)

Amtrak (X, FTAS% DA T4 LEBTrE—Ta yE2EMLT, 74 VRFTEOIR
KERA TS, % LT Expedia X Travelocity |2 Bz #itTWH28, Xk
—EHIIAALTITY, 2ROV A M TOUFRFIRIEIZEM L T, L2,
Travelocity Business Z i U T, {EARZERICOIERZ S EFIZEHE, 2005 FI213IE AR
RRREATHE DX A VI ) 7 BFERT D TER.,  ZOFEICHLIELE R D ERIT,
Amtrak @ 2005 FOERFHEIITIAF 2 TH L0, BUFOKBRLIEL Shb,

Table 1 - Amtrak's Passenger Sales, Table 2 - Amtrak.com Sales, 2002-
by Segment, 2003 2003, and Projected 2004-2006 (/554)
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2. Forrester Research, March 26, 2004

Business Traveler Attitudes And Behaviors
I T AENKITE OB M (Y

BEANFAITHEEOEEOIL BEXDTHL) PRABDTND, REOELIIL 4F
X, HIEZHEMEE 2 TETHIN, PTHEMMIEL2HILRY, ZORKE, A7
AN L DHEMOZNHIEN, LB D7-59, Forrester LD L AR— h D3
MELUTICE LD D,
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@ L<DEVXANTINT—E, CAPPSIR, RITHICR T 2EXF2VF 41— 221
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MANAGED AND UNMANAGED TRAVELERS

Since 2002, managed travelers nave

gone from 53% of business travelers to 41%,

Az you'd expect, managed travelers are more likely to use
a company offline agency than unmanaged travelers —
yor 18% of managed travelers also use a Web agency like
Travelocity Business to research a trip, Like a trusted
newspaper, business travelers will use the infermation
they gather from a Web agency to frame what the “real”
price should be for their business trip.

Regardless of the number of trips they take, booking
business travel online is popular. What's impressive is that
bath managed and unmanaged business Bookers are
o researching and buying a solid majority of their
business trips anling — which will accelerate the decline
of call centers,

2-2

Unmanaged Travelers Exploit The Web

“Which of the following resources have you used
to research business travel in the past 12 months?*

2.1 The Majority Of Business Travelers

Are Unmanaged Travelers’

“Which of the following statements best describes
your company's business travel booking policy™

2002 4 53%

Base: LS business travelers

Managed Travelers Gravitate Toward Their Designated Offline Travel Agent, While

“Which of the fallowing resources have you used
to book business travel in the past 12 months?™

Web travel agency 1 . — N
Company-dasignated ]
offline travel agent [ =000 T \<
Web travel supplier ———— — —'m,_.....J |
Independent offline |- Unmanaged I+
travel agent | i e
Offline travel supplier —————1 —_— ’ I 7 A YR
Consolidator Web site =" [[] Managed travelers = [] Managed travelers
Portal site =1 [ Unmanaged travelers - [Junmanaged travelers
0% 100 200 305 40% L] 10% 20% 300 4054
Base: US business travelers Base: US business travelers

{multiple responses accepted)

2.3 Unmanaged Travelers Book Slightly

More Than Managed Travelers

“How much of your business travel have you researched
or booked online in the past 12 months?™

[ Managed travelers
"] Unmanaged travelers
| 53%
Research® 57%
| 55%
Book! 575

*Base: Us online Bookers and Lookers
'Base: U5 online Bookers

Call Center & DI/ B H D

(multiple responses accepted)

Almaost Half Of Online Moderate

2-4 Travelers Are Bookers

[ Booker []Looker []Sideliner

e i)
Hoduve =
s )
v =

Base: U3 online business travelers
(percentages may not total 100 because of rounding)



3. Forrester Research, March 31, 2004

Web Travelers Respond To Best Rate Guarantees
B®IK L — MRIE~DHEEEZE OXR ()

BT VEREZ LT, Best rate guarantee (BRG=HAK L — MRFE) 23EEANIZ/2 - THRT
W5, KELVY—FTT7—0D 10 A2 2 AL, 272 BRG OFFE72, HSIET
7y NEEETHLN, BEIC LA T4 LV CORITMAZ LV EFA TV, BRG I,
VT4 =0 =7 —ftF; (3BT 2) ICHIRT D LFERIC, 42T A4 UHRIT
o, BETDFEEE (X T4 UITH) o0y =7 —BRIZLHEENT D,

(E) « ATAERTE.BRGIZEY, Bt A FEREZEMNSETWD, T,
LTOERB® 5,

@O 911 BERICKEDZEEX 2 7287 /Vi%, Expedia X° Hotls.com DN < OF =54
AF e w=F % b RTNVWEBIZZNRy b L—b o X MY =24k L
T (Z22%) O—R|EIIND ., IF a0 —0mn EailAii,

@ BEEHIA M v Fb—MZ, 26~30% (RRICIEZNLLED) ~—27 7 v 7%
HET, A F—Fy DRI —F &ffio T AEANTEEZKLZ L — N T
W,

@ ZoO~x—F v MREEIZRAE, EOME, T, B A MORE RIRGE
Va7 —bfifEoar hr— A HETLEDILTLE S, Expedia X° Hotels.com
WL, 2T LY KREET. AT~ —F ¥ MTHET Travelocity <° Orbitz (3,
FIESEF LR BN EEHICR S,  B=FYVA PAKRMIT Lz, BT VOFRIEN
MHLTLESTZEEIEANH D,

@ THUEO~—F % NOPERITTETAT ViL, BRGHEZEAL, L— FOHE
—EEREA IV REEHICEOH L, BRLEE -EFYA b =7 —0ORVEREL
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BRG ZFIZA %7 +HDHHDICT HT-DI2iE, L TOEEHE O#\V (ambivalence) %
By brE, BEOEEEGILEND,

O YT IA4¥—YA B, U TA AT A PR, IO REREFHREZBEREEZND
BTV EiTnz, ZLOKEL L TA URITIEAZ L, EOY A R, XA ML —
N 22T D i SR D VA havflo Tniany,

Q@ LYy —LEURAMED 19%IE< GRER1Z EEWHE) 2 BRG X, 2R L
BoTna,

@ FEEEAAELTVDLIHOD, £ DL Yy —fiREIEL, BRG ITRITS A OMiE# %t
THLEEoTWND, LT, BRGZWRATLOVA Mo, RALBRWTA MRV AIFA
TW5,

HdELS DA T A LEAE D NED, BRG I

A FOBEBICANTHDL EEZTND DBz EHE S
HENH D
©)
m “Who has the most credibility to offer E Percent of Bookers who agres with the
a‘best price’ or 'best rate’ guarantee?” following @

Leisure Bookers
Business Bookers

Lelsure Business A best rate guarantes 51%
Bookers  Bookers iMproves a campany’s 7
) servie of value Her
Travel agency site T 14%
) best rate guarantes .
Supprlier site 9% 3% Increases a Web site’s T;L
Donit know | 62% 520 crecibiliy )
| would consider booking
somewhere else if 15
| did not see a 8%
best rate guarantes
Best rate guarantsss 19%
are empty promises 19%
Base: U5 anline Bockers Base: US online Bockers
(percentages may not total 100 [multiple responses accepted] ®
because of reunding)

: Forrester’s Consumer Technographics® January 2004 North American Travel Online Study

/ Souree: Fomester Aesearch, Inc, \
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BRG >Fp#i%. ¥
m Hiebrbased ravel wm{ms:::r:?l:l?::;:rtﬂf;k leisure travel / 7TT7A4 X —Tim<

Used Web-based travel agency 7% T, A 74 VT
Called visited travel supplier directly 9% HERALTNHS

Used travel supplier’s Web site 25%

Called/visited offline travel agent 18%
Used consalidator agency’s Wek site 1%
Used a portal's travel site 5%

Base: US online best rate guarantes suppaorters
[multiple responses accepted)

E Meore than one-third of BRG supporters E Hotel layalty programs have strong adeption
are brand-loyal levels among BRG supporters

“When buying travel, de you consider

yourself to be brand-loyal ™ Bekang ta airline

lesyalty programs 4%
ez Belong to hotel
Mo 6% loyalty programs %
5%
Belong to rental car
loyalty programs 2I%
Base: U online best rate guarantes supporters Base: US online best rate guarantes supporters
[percentages do not total 100 [multiple respanses accepted)

because of rounding)
Source: Forrester’s Consumer Technographics® January 2004 North American Travel Online Study

Source: Forrester Aesearch, Inc,
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4. Forrester Research, April 1, 2004

eLearning Takes Off With The Airlines
WMZEEFRICRITD e-TF—=7

Wzettn, HNEBFICT 7 /e —2BALBD TS,  BE10%Da L Ea—F—
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va vk, 200THFEETISE0% (FEHEFHEFLVLY) ICETIHRLE S E LTS,
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Mfir 72 K7 A 3—72,  CBT hL—=r71%, 2007 FE TIZHES 72D, Web <—2 -
No—=U TR AT A — - U4 FT—=IIRDIEAD, MizEsthid, MzEstE LT,
WL CEMOERIERED T o FOIERERADTEA D, LUTIEA Vv —4 1 (US, AA,
DL, UA) O#HBEMEEME A X — L a— LR TH D,
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ZATR-oTWVWD,  flZEStE, EREE~DOT 7 /v —DBANIZLY, BHHEAA O
HIZ X% —5T, aA b=l kD, UTOZ208RE222 LT 5, LMSIZL
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