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PhoCusWright’s
Online Travel Overview

Market Size
and Forecasts 2004-2006
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Table 1.1
U.S. Online Leisure/Unmanaged

Business Travel vs. Total Travel —
2000-2003 (US$B)
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Source: PhoCusWright Inc.
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Table 1.2
Purchase Channel Characteristics
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Table 1.3
U.S. Online Travel Market by Segment,
2002-2003 and Projected 2004-2006 (USSM)

2002 2003 2004 2005 2006
Airline 15,603 20,225 25,200 30,300 35,300
Change - 30% 25% 20% 17%
Hotel & Lodging 6,950 10,920 15,500 20,250 24,000
Change - 57% 42% 31% 19%
Car Rental 2,500 3,240 4.070 4,900 5,590
Change - 30% 26% 20% 14%
Traditional Vacation Packager 331 451 (85 1,137 1,763
Change - 36% 52% 66% 55%
Rail 230 330 430 590 700
Change — 43% 30% 37% 19%
Cruise 227 305 486 780 1,119
Change - 34% 59% 60% 43%
International (1) 2,869 3,887 6,400 8,000 10,000
Change - 35% 65% 25% 25%
Total 28,710 39,358 52,711 65,957 718,472
Change = 37% 34% 25% 19%

(1) Refers to U.5. online travel agency sales of products from non-U.5. suppliers

Source: PhoCusWright Inc
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Table 1.4
Percent of Total U.S. Online Travel Market by Segment

2003 2006 (P)
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* Refers to U.S. online travel agency sales of products from non-U.5. Suppliers
Source: PhoCusWright Inc.
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Table 1.5
U.S. Online Travel Market by Channel,
2002-2003 and Projected 2004-2006 (USSM)

2002 2003 2004 2005 2006
Airline Web Site 8,762 11,987 15,400 18,800 22,000
Change - 37% 28% 22% 17%
Hotel & Lodging Web Site 3,250 5,110 1,200 9,350 11,000
Change - 57% 41% 30% 18%
Car Rental Web Site 1,400 1,800 2,300 2,800 3,240
Change — 29% 28% 22% 16%
Trad. Vac. Packager Web Site 331 451 685 1,137 1,763
Change — 36% 52% 66% 55%
Rail Web Site 230 330 430 590 700
Change - 43% 30% 37% 19%
Cruise Web Site 17 25 61 130 219
Change - 47% 144% 113% 68%
Total Supplier Direct 13,990 19,703 26,076 32,807 38,922
Change - 41% 32% 26% 19%
Online Travel Agencies 14,720 19,655 26,695 33,150 39,550
Change - 34% 36% 24% 19%
Total Online
Travel Market 28,710 39,358 52,711 65,957 78,472
Change - 37% 34% 25% 19%

Source: PhoCusWright Inc.
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Internet Channel Mix, Strategies and Outlook, 2003

Strategy Outlook
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Table 1.7

U.S. Online Leisure/Unmanaged Business Travel — Penetration
of Total Travel Market by Segment, 2002-2003 and Projected 2004-2006

2002 2003 2004 2005 2006
Airline 21% 27% 33% 38% 43%
Car 15% 19% 23% 27% 29%
Cruise 3% 4% 6% 9% 12%
Hotel 10% 15% 20% 25% 27%
TVP (1) 9% 14% 23% 349% 44%
Rail 16% 24% 30% 1% 48%
All Online 15% 21% 27% 32% 35%

(1} Including dynamic packages

Source: PhaCusiiright Inc.

72%. managed business travel = corporate travel # il x 7=, 4 71 bR
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Table 1.10

Online Penetration, Total U.S. Travel,
2002-2003 and Projected 2004-2006* (US$B)

2002 2003 2004 2005 2006
Total Travel 186.0 189.8 195.4 203.6 213.8
Total Online a9 58.2 16.1 97.1 115.0
Online Penetration 23% 31% 39% 48% 54%

*leisure, unmanaged business and corporate travel

Source: PhaCusWright Inc.
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