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Executive Summary

Evolutions in the distribution market between 2013 and 2017

« Thisy e a dissribution study of HOTREGhows, that between 2013
and 2017 the dependencyof hotels on Online Travel Agencies(OTA)
wasrisingandthe shareof direct bookingswasdeclining

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

« Theshareof OTA3In hotel room bookingsincreasedoy over 6% points,
l.e. from 19,7%to 26%, overthe last4 years
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Executive Summary

Dependency on Online Travel Agents

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

« Hotel cooperationsare significantlyless dependenton OTAs(22,5%)
thanthe averageof all hotels

* 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 dominates the Online Travel Agent market?

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

« These3 playerscouldmaintaintheir overallmarketshareoverthe past
2years

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

 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 OTA - hotel relationship

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

 Whenhavingdisputeswith OTAS6 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 cabe e et T [
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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 agencieqOTA, HOTREC,

the umbrella associationof Hotels, Restaurantsand Cafésin

Europe, has decided to conduct an online survey between
Februaryand March 2018 together with hotel associations

from HOTREC member countries across Europe for the

reference year 2017.

Smilar studieshave beenconductedin 2014 for the reference
year 2013 andin 2016for the reference year 2015. Thepresent
study allowstherefore to illustrate the evolution of distribution
channelsaandplayersbetween2013 2015and2017.

Europe



[ ] [ ]
The questionnaire et Etedo Gesion oo g
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 Theonline questionnaireaskedfor market shares of different
direct and indirect distribution channels (in terms of
overnights) as well asthe specificmarket sharesof the OTAs
(suchasBookingcom,ExpediaandHR$.

« Further guestions queried the hotel-OTA relationship and
analyzedthe way how hoteliers manage online distribution
channels

« Thefinal part comprisesquestionscoveringcharacteristicsof
the hotel property (star rating, the sizeof the hotel in terms of
rooms offered, amount of overnight stays, its location, main
targetgroup,etc.)
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The survey administration

« The questionnairewas translated in more than 20 languages
with the help of the respectivenationalhotel associations

« The survey was addressedto the member hotels of the
different hotel associationsand conducted between February
and March 2018. The collecteddata coverthe reference year
2017.

« The different hotel associationscontacted their members
either by emailor throughnewsletters

* Inadditionto information of individualhotel owners,data from
hotel chains couldbe integrated,either on an aggregated level
(country) or a property-level.
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Methodological remarks: Hes.
sampling ottt e o oo

0 Overall2’744 responses from individual hotels could be collected
through the online survey Yet responserates by country vary
stronglyin the survey(seefollowingslide)

U Data from 2 hotel chains allowedto integratefurther 18 responses
on a property-levelfor 5 countriesleadingto an overallsamplesize
of 2’762 valid observations. Forfive countries,aggregated data for
distribution channels and OTA market shares from 6 hotel chains
comprising 650 hotels with 101981 rooms could be integrated
Into the analysis

« Germany 3 chainswith 456 hotels
« Datafrom onechainin Finland,HungaryNorwayand Sweden

U Thestudyis therefore basedon observationsfrom a total of
3’412 European hotels.
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Methodological remarks: Hes

Ecole de Gestion & Tourisme E

confidence intervals WL L

« As not all hotels have answered all the questions,itilicated total
number of observations changes from one question to another.

* Measure of accuracy

0 Aconfidence interval gives an estimated range of values which is likely
to include an unknown population parameter, the 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% confidence interval: 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

Haute Ecole de Gestion & Tourisme E

Weighted average Europe o A R

 Estimations of market shares on an European level

V

B IIDnaz';itlugte of Tourism

In_additionto the average values calculated on overall sample statistics, an
estimation of market shares based anveighted average value on 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 respecivw@rnights for 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 observations and hence limited
validity of countryspecific estimates, theverall sample mean is used.




Methodological remarks: ~Hes:s
weighted average country-level o

 Estimationf market shares countries whereaggregated data from
hotel chains are available are based on a weighted average.

 The weighting takes into account the market shares (in ternrmunfber
of rooms) of individual hotels versus branded hotels in the country.
Information from the hotel associations resp. hotel chains are used in
this context.
« The following figures are used in our study:
« Germanyindiv. Hotels 55% / branded hotels 45%
 Hungaryindiv. Hotels67%/ branded hotels33%
 Finland:indiv. Hotels 61,2 % / branded hot€38,8%
« Norway:indiv. Hotels20,5% branded hotels79,5%
« Swedenindiv. Hotels 56% / branded hotels 44%
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Summary of sample Hes.
characteristics (Europe) oo e e et S T

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

o Hotel Classificatior 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 Size-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 Customersegment—The leisure segment is the dominant target group
for 57,6%0f hotels, followed by business clients #,9%of properties

o Management-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 Europe 2017: 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 17 shares in % of overnights.
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Evolution market shares of

distribution channels in Europe

2013 to 2017: overall sample

Hes

Haute Ecole de Gestion & Tourisme [E3R
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Market share | Market share 2015 | Market share 2013 | DELTA (2017-
2017 (n=2'593) (n=2'188) (n=2'221) 2013)
Direct - Phone 185 | 187 | 211 | 26
Direct - Mail / fax 2.0 2.3 3.1 -1.2
Direct - Walk-In (persons without reservation) 4.4 4.8 6.0 -1.6
Dlrgct - Contact form on own website (without 6.0 55 1 6.1 552 6.1 5904 | -02 | 43
availabilty check)
Direct - Email 16.0 16.7 16.1 -0.1
Direct - real time booking over own website
with availabilty check e el 25 13
Destination Marketing Organization (DMO) / 09 r 0.9 r 10 r I 0.2
trade associations ' 1.3 ' 1.4 ' 1.7 ' -0.3
National Tourism Organization (NTO) 0.5 0.6 0.6 -0.2
Tour operator / Travel agency 78 | 80 | 9.6 I 18
Hotel chains and cooperations with CRS 1.0 2.6 1.4 -0.3
Wholesaler (e.g. Hotelbeds, Tourico, Gulliver, 19 12.7 26 16.3 58 15.7 0.9 -3.0
Transhotel, etc.)
Event and Congress organizer 1.9 3.1 1.9 0.0
Online Booking Agency (OTA) 269 | 223 | 193 | 7.7
Globale Distribution Systems (GDS) 1.9 29.3 2.7 25.5 2.0 21.8 | -0.2 7.5
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 0.2 0.2
Market shares in % of overnights. OT(@C




Market shares of distribution Hes so

channels in Europe 2017: weighted et B
values

“g_ 2l o @ 2 |la|2 g > c |2 : Un-
5 |6 35| S o c o | & -~ | 3|3 c|g|Z8 Weighted weighted
b |83 8 @ £ 3|1 2| ® T | 2 S | @] S| values
3 |0l | I g |g|2| = |s|2|v |28 o017 | Vales
i o © 2 & 2017
weigthing| 29.4%| 1.9% [0.9% 10.5%| 14.3%|4.1%| 1.2%| 13.7%]2.3%| 1.2%| 17.0%)| 1.8%] 1.8%
Direct - Phone 15.4 | 15.1|28.6] 26.3 | 20.8 |17.6] 9.2| 18.1 (12.4{11.8 7.9 |16.5|18.3] 16.5 18.5
Direct - Mail / fax 33| 06 (02| 1.6 21 | 09| 05| 14 |6.0(18| 1.3 (0.2]|1.7] 21 2.0
Direct - Walk-I ithout
irect - Walk-In (persons without |-, | s 5| 40| g5 | 37 |56|34| 43 | 27| 28| 32 |35|51| as
reservation) 4.4
Direct - Contact form on own websi 52.0 55.1
y act WNWebSI 46 | 93| 49| 37 | 53 |44|62| 102]26|80| 33|35|69] 53
(without availabilty check) 6.0
Direct - Email 14.6 | 18.8|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| 10.9 | 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 |0.8|1.4] 0.9 0.9

13 13

NationalTourismOrganization(NT:))O'4 01|00 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|o06| 02 |04|01| 221306 11 Lo

- 16.3 12.7
Wholesaler (e.g. Hotelbeds, Touric) , | 1 51 11| 11 | 10 [31|29] 12 |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] 2.6 1.9
Online Booking Agency (OTA) 25.7 | 25.618.2| 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 |29.0] 1.9|29.3|
Social Media Channels 05| 08|05 03 | 03 (11{04| 09 |06]|01| 02 |05(0.2] 0.5 0.5
other distribution channels 1.3 | 05|29 22 11 (20|41 15 |11|10| 11 (09|29] 14 |14]| 16|16

‘ Institute of Tourism Market shares in % of overnights. OTreC
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Evolution of market shares of
distribution channels in Europe
2013 - 2017: weighted samples

Haute Ecole de Gestion & Tourisme 'y |
Hochschule fiir Wirtschaft & Tourismus el

Hes

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 gL 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, 16.3 17.9 17.2 -0.9
Transhotel, etc.) S £ e SO
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

B i

‘ Institute of Tourism
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Distribution channels for e el de o
selected countries (n>50) o

« CzeclRepublic

 Finland

« France

« Germany

« Greece

* Hungary

« ltaly
 Netherlands
* Norway

« Spain

« Sweden

« Switzerland

B Institute of Tourism OTreC
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Market shares of distribution Hes

Haute Ecole de Gestion & Tourisme =3

Ch a n n e I S 20 17 : Czec h Re p u b I ic Hochschule fiir Wirtschaft & Tourismus el

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

Haute Ecole de Gestion & Tourisme =3

channels in Czech Republic:
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 Hes

channels 2017: Finland

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 in Finland: 2013 to

2017

Hes

Haute Ecole de Gestion & Tourisme =8
1 . , y A
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

‘ Institute of Tourism overnights.
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Weighted market shares of Hes

distribution channels 2017: Hochschale fi Wirtschart & Tourtomus 3
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”azgtzléte 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 2017: France

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 2017: Germany

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
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Market shares of distribution
channels in Germany: 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
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Weighted market shares of Hes s

Haute Ecole de Gestion & Tourisme L@g]
e

distribution channels in
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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Weighted market shares of
distribution channels in
Germany: 2013 to 2017

Hes

Haute Ecole de Gestion & Tourisme ™5

Hochschule fiir Wirtschaft & Tourismus i

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
Page 32
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Hes

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

Market shares of distribution
channels 2017: Greece

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 in Greece: 2013 to ] -
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 2017: Hungary

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 'y |
M)

channels in Hungary: 2013 to ol s A
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
Dwept . 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. OT(@C

Page 36



Weighted market shares of Hes

Haute Ecole de Gestion & Tourisme =3

d iSt ri b UtiO n Cha 1] ne I S in Hochschule fiir Wirtschaft & Tourismus Rl
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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Weighted market shares of Hes

distribution channels in e ——
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 | 125
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"'(ec
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Market shares of distribution

channels 2017: Italy

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

Haute Ecole de Gestion & Tourisme =3

channels in Italy: 2015 to 2017 e iviemnme B

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 2017: Netherlands

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 2017: Norway

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: s(

Haute Ecole de Gestion & Tourisme L@g]

channels in Norway: 2013 to
2017

o

Market share Market share Market share DELTA
2017 (n=53) 2015 (n=102) 2013 (n=55)
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
Page 43 ITOpE



Weighted market shares of Hes

distribution channels 2017: Lo L
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
> B

distribution channels in fochschul 0 Wirschr & Toursmus 3
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 HEESEI
channels 2017: Spain

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 in Spain: 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 2017: Sweden

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
availability check) S4 |30 29 | 4l
Direct - Email 17.6 15.7 19.5
Direct - real time booking over own website
with availability check 57 6.2 9.0
Destination Marketing Organization (DMO) / 13 11 15
trade associations : 1.4 ' '
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 05 0.9

Institute of Tourism
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Market shares of distribution Hes

Haute Ecole de Gestion & Tourisme 'y |

channels in Sweden: 2015 to tocachl it Wirchl  Tourmus B
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 sufficient. Unweighted sample.
3] | Institute of Tourism  Market shares in % of overnights. O-hrec
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Weighted market shares of Hes

2 2 : ° Haute Ecole de Gestion & Tourisme =3
dlstrlbutlon ChannEIs 2017. Hochschule fiir Wirtschaft & Tourismus el
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 Hes

Haute Ecole de Gestion & Tourisme =8
> B

distribution channels in fochschul 0 Wirschr & Toursmus 3
Sweden: 2013 to 2017

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 2013/2015 -> results on evolution not O‘I‘rec

‘ Institute of Tourism

Page 51 reliable! Market shares in % of overnights.



er e Hes
Market shares of distribution ot Eoede Gesi s Toursme £

channels 2017: Switzerland T s

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 0.5
other distribution channels 29 2.9 25 3.3
Confidencantervals arestatedat the 95%evel. Market
=] Institute of Tourism  ghares in % of overnights. OTreC
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Market shares of distribution Hes

Haute Ecole de Gestion & Tourisme ﬁ
» i

ChannEIS in SWitzerIand: 2013 Hochschule fiir Wirtschaft & Tourismus Kl
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
E Institute of Tourism Unweighted samples. Market shares in % of overnights. OTF@C
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Distribution Trends in the Swiss

Hes-so/// Vi
Hotel Sector 2002-2017

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//

Haute Ecole de Gestion & Tourisme

H Ote I SECtO r 2002-20 1 7 Hochschule fiir Wirtschaft & Tourismus

* 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)

o
S

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

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

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

'Pnasgteig%te of Tourism and in % obvernightsin 2013 and 2015 !
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Hes
Distribution channels for selected Haute Ecole de Gestion & Tourisme 53

countries with 20-50 valid responses

 Austria
 Belgium
 Croatia

« Denmark
 Jreland

« Latvia

« Poland
 Turkey

 UnitedKingdom

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 56
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Market shares of distribution HesE

channels 2017: Austria

Unweighted sample: n=32 Market share confidence interval
(bootstrap)
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 2017: Belgium

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 in % of overnights.
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Market shares of distribution

channels 2017: Croatia

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, 25.4
Transhotel, etc.) e 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 [E38
Hochschule fiir Wirtschaft & Tourismus Kl

Market shares of distribution
channels 2017: Denmark

Unweighted sample: n=31 Market share confidence interval
(bootstrap)
Direct - Phone 146 | 104 | 194
Direct - Mall / 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 2017: Ireland

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 Hesa

channels 2017: Latvia

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 31 396
check) ' ' 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

=] 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 2017: Poland

Unweighted sample: n=30 Market share confidence Interval
(bootstrap)
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 r
associations 0.2 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 2017: Turkey

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

Institute of Tourism
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Market shares of distribution

channels 2017: United
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// Vi

Haute Ecole de Gestion & Tourisme E

mar 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 by segment Hes

Haute Ecole de Gestion & Tourisme
2017 (ove ra | samp | e Euro pe) Hochechule ar Wirtschatt & Touriomus 23
one season
open all year two seasons one season i
) ) . ) business Total
Seasonality round business business (winter
(summer)
53.9% 65% 36.3% 54.0% 55.1%
1* o 3¢ 4 5 other | . al
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
segments of hotels

g 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 67 average. Cells marked in red are significantly lower. Europe



: Hes so// Vs
Analysis of OTA market shares ...

Hochschule fiir Wirtschaft & Tourismus E

Intermediary Business

Source: http://lwww.brackenrothwell.com/services/intermedtasginess
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OTA market shares by segment Hes

Haute Ecole de Gestion & Tourisme
2017 (ove rall sam p le Euro pe) Hochschule far Wirtschaft & Tourismus B2l
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% 0% 3+ 4 5+ other | rotal
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
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OTAs in Europe Hes so/// Vi

Haute Ecole de Gestion & Tourisme E
Hochschule fiir Wirtschaft & Tourismus
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Unweighted relative market

Haute Ecole de Gestion & Tourisme E

Shares Of major OTAS in Europe Hochschule fiir Wirtschaft & Tourismus

// /
/ /] / v
/] / Y.V, -~

Hes:so, )

Booking.com
65.6
Expedia Agoda 0.86
- Booking.com 65.55
11.9 Booking Holding 66.41
HRS 10.0
e HRS 7.82
| 2l Hotel.de 1.17
other platforms - 5.9 Tiscover 0.04
| > HRS (total) 9.03
1.8 Expedia 12.59
Hotels.com '2.37'6 Hotels.com 2.66
’ e eBookers 1.13
Hotel.de 17 Orbitz Travel 0.25
i 12 Expedia Group 16.63
_ 05 | 92.07
eBookers (Orbitz) Loi51 |
1o 2013 (n=1736) ®2015 (n=1879) =2017 (n=2062)
Agoda lo'.s ‘ ‘ ‘ ‘ ‘
0.9
0.0 10.0 20.0 30.0 40.0 50.0 60.0 70.0
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Relative market shares of top 3 Hes so/)/ ks
OTAs in selected countries oo e ot T

Norway 2017 FE i iee.56 I 2977,
Greece 2017 M0 I s igsam
France 2017 I ie863 i ETIIIm2z322mmm,.

Germany 2017 F 5905 I I I 223,
Sweden 2017 FE e 2 Iz o~
Switzerland 2017 FE N se I 1ziezm
ltaly 2017 S s3I s ge13izom
Finland 2017 F e i Emm2zmmmm.
Spain2017 e 03T I T 2eem
Czech Republic 201 78 70073 T e gnsm
Netherlands 2017 T 066,96 1219500
Hungary 2017 B ie4 s rmsae

0 10 20 30 40 50 60 70 80 90 100
m Priceline mHRS m Expedia
e
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OTA — Hotel Relationship o

Booking
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Do you feel pressured by OTA to Hes so/// Vi
accept their terms & conditions that i B
you otherwise would not offer?

Do not know - 9%

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

E ::nasgtei%te of Tourism Based on unweighted (raw) sample data I_IO-I-re

(n=2627). Hospitality Europe



Do you feel pressured by OTA to Hes
accept their terms & conditions that .l s B
you otherwise would 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
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In case of a dispute with.an O'!'A, do H.es_oso// VALAIS
you consider that there is a fair and .Gaissisas @
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 I_I -I-
' ~ Institute of Ti i = 0 re
E Pnasgel 7% e o fourism (n=2598). Hospitality Europe



In case of a dispute with an OTA, do Hes
you consider that there is a fair and  .iiisiesie B
effective solution to the

disagreements?
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

B Institute of Tourism  unweighted (raw) sample data. OTreC
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ContaCt Haute Ecole degig‘gjrisme

Hochschule fiir Wirtschaft & Tourismus E

Prof. Roland Schegg

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
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