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One marketplace, endless
opportunities for our partners.

Lodging &
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Brand power that drives more stays




Quality seekers

Groups & families

Packages & bundles

Simplified planning

Complete marketplace




Families & groups

Big trips

Early planners

New services




Frequent travelers

Internationally diverse
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that puts brands in front
of travelers everywhere
they are
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Why work with us?

Reach Target Stand out Collaborate

Tap into the Create effective Attract travelers and EGA's media experts
unparalleled reach of campaigns built around shape decisions from support our partners'

our travel media network traveler behavior using inspiration to purchase campaigns from start to
to connect with travelers precise targeting and with our full suite of finish, with creative+
everywhere they are. measurement. advertising solutions. localization services free

of charge.



+58%

more likely to extend a trip
during their stay

+50%

more likely to splurge on
vacations they book

+22%

more likely to be undecided on a
destination when booking a trip

17%

more spent in market than other
travelers, including 9% more on
meals, 9% more on shopping,
and 37% more on activities in a
destination

101%

more likely to state that
Expedia is the brand they trust



Search for Hotels

Istanbul, Tlrkiye

Beach Resort

Istanbul

Discover luxury
in Kumandra

J:R: ] Excellent
Display advertising Sponsored listings
Stand out with high-impact, Show up higher in search results
integrated placements along — hotels and airlines can boost
the traveler journey across our visibility with travelers who are

brand sites and apps. ready to book.

Wanr's Travel Picks
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Offsite advertising

Expand brand presence
and stay top of mind
during travelers’ daily
decision-making moments.

£ Brett Conti

A paloce in the center of Ammaon™

Fairmont Amman

E Studio

Create breakthrough
campaigns that run across
our travel media network with
our in-house creative studio.
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Travel Nevada Co-Op
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Hike the trails less
traveled

Nireacia s moey than 5 miion 20w of LSl
et et e i ez

B S napes gl
TG G woh ng oo e o wichgaee
B e
e e
g bt AR o i S
= whery g i hrated e

Henderson

e

Dttt Fipndarite, Nieads st b the L Veget e Bapty 2o of
Font t e and S e e kg By e 2% and
ot weehn st of the Lis Vegas S Hendenon 1 comenetncr and
P make 240 0N M0t 4o yot et AIROn

Select offers in Nevada

expedia group

advertising

South Lake Tahoe

Cout dapn. marm srparmmen
The memperstums may be gong dows. bt the enengy on Lake Tabaes Soumh Do

ammon. advertre sodal 1oz ol pee e Pen some

Carson Valley

A pisce meary pricesind Eanruoe: spear b daky e mpediny
AN a1 corron, Wher the Fonter St 1t 200 i Noriat o
e Whem wide-c0m 10200 3rd 1l 19w Carm peat piur dacavery & s
45 et south o Rena and oy T mies it of Soum Lke Tohoe Depioe now

Logting for 3 place Bt checks ol T Bowrc? Jmg e pienty of ek 3r and 4 bare
ram e Thiem you 10 n e gt 1ot Memutes o wedkt -5 et spaces and
Lane Tahor 1 urgarmieed teauty Sens othe Ses b or 1o e aderte o 03
3l Aed 30 can o

g e



Reporting ana
measurement



Reporting and measurement is at the
core of our travel media network

Pre-campaign planning Campaign duration support Post-campaign recap
Leverage data to plan media Offer media & conversion reporting Determine future strategy



Traveler insights
and research
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The Path To Purchase

elers plan

Path To Purchase

Explores how travelers move from
inspiration to booking, analyzing the
channels, content types, and timelines that
influence decision-making. The findings
offer valuable insights for brands looking
to engage travelers throughout the
planning journey.

-

Un

The Trends in Travel

[T

Unpack 26

Shares the latest trends that partners
should pay attention to — and this year,
our report includes actionable
recommendations for how partners can
leverage the trends to better connect with
travelers.

THE SCIENCE OF WANDERLUST

How to create the
perfect travel content

FROM EXPEDIA GROUP ADVERTISING

The Science of Wanderlust

These findings reveal a formula for
identifying different traveler archetypes,
their unique content preferences, and
how to build the perfect travel content to
reach them, redefining travel marketing in
an ever-changing world.
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Unpack ‘25 key data highlights

Q?Q

THE ALL-INCLUSIVE ERA
IS HERE

+00%

increase in searches using the "all-inclusive"
filter on Hotels.com

Source: Expedia Group Unpack '25

N =

SET-JETTING IS BACK AGAIN

of travelers shared that movies, streaming
Services, and TV shows have influenced
their travel choices.

DETOUR DESTINATIONS
ARE ON THE RISE

03%

of consumers say they are very likely to visit
a less well-known destination on their
next trip.
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TRAVELER INSIGHTS AND RESEARCH

Nevada Outperforms
Compset Interest

Indexed Searches

2025 Q1

2025 Q2 2025Q3

asmCompset =emNevada

2025 Q4
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TRAVELER INSIGHTS AND RESEARCH

Top Nevada Searchers
reflects demand in both
drive and fly markets.

Top 10 Domestic IP Origin Search Share

I 24%

2%

Source: Expedia Group Data, Last 4 Quarters
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Key
takeaways



Key takeaways

TAKEAWAY 1

Expedia Group is a globally relevant and trusted travel partner
with an extensive B2B + B2B Network and high value travelers.

TAKEAWAY 2

We offer a wholistic strategies, complete with hands-on creative
support for simplified campaign collaboration, development
and execution.

TAKEAWAY 3

We consult on campaign planning and optimizations
leveraging data driven insights.
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