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The Internet and Google
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The Internet today

Google

118 Billion+

Emails and IMs sent
per day

1 Billion +

Google searches per
day

500Million+

Video playbacks per
day

14 hours

Video uploads every
minute to YouTube



In this fast growing world our company has a

mission... Google

""i

s ‘m &3 )
Wiy -

email ' ‘people

. A - ~ T
mobile i &= s
E:ﬂ i L 2

| 5 sens.
| | health!” catalogs
pediatrics. . education f

sports

===tickets




We’ve grown quickly from small beginnings... Google
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And are becoming a global company Google

Approximately 20,000 full-time employees
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Innovation is at the core of what we do Google
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But some things don’t change (much) Google
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Online data snapshot
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There are 380+ million users online in Europe alone Google

Europe Top 15 Internet Users — Oct 08 M Selected Worldwide Internet Users — Oct 08 M

Germany 52.5 China 253.0
United Kingdom 41.8 United States 220.1
France 36.2 Japan 94.0
Italy 34.7 India 60.0
Russia 32.7 Brazil 50.0
Turkey 26.5 South Korea 34.8
Spain 25.6 Canada 28.0
Poland 16.0
Ukraine 10.0 Asia 579
Portugal 7.8 Europe 385
Sweden 7.0 North America 248
Belarus 6.0 Central/South America | 139
Belgium 54 Africa 51
Switzerland 5.2 Middle East 42
Oceania / Australia 20
Worldwide 1,464

Source: Internet World Stats — Oct 08 Google Confidential and Proprietary 11



European leisure/lunmanaged business travel online market, Bn,
2005-08 and YOY growth rates
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But European purchasing patterns currently lag

the US by three years Google
Leisure/unmanaged business travel online penetration, 2005-08
70%
60%
00% - 25%
49% HUS
50% -
42% 41% @ UK
40% - = B Europe
32% B APAC
30% -
22% 20%
20% - 0 0
15% 1204 15%
9%
10% -
0% -
2005 2006 2007 2008

Source: PhoCusWright U.S. Online Travel Overview Sixth Edition — 2006-2008 projected, PhoCusWright
European Online Travel Overview Preliminary Results — Mar 07



There’s plenty of further growth to come

Country Z"V‘é"r’?’;gf Penetration A"eggflﬁshe?“rs
Russian Federation + 27% 14% 16.0
France +21% 61% 23.3
Spain + 15% 47% 25.1
United Kingdom + 10% 65% 28.5
Italy + 9% 39% 18.8
Germany + 6% 49% 23.2
Europe + 8% 39% 23.3

Internet audience — Unique users, age 15+, home and work locations

Penetration — Of total country population, age 15+

Europe — Based on 16 individually reportable countries in comScore World Metrix

Source: comScore World Metrix — Aug 08
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The challenge for Travel Marketers
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The classic ‘purchase funnel’ no longer applies

Simple and rational but...

TV Awareness

Print
Research

eecsecessscccnssoecssecersesase

Planning
Brochures

Direct Mail Purchase

Google
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The reality is far more complex... Google

Traditional “Analog” New “Digital”

Awareness : - Express
intent

Educate and
evaluate

Purchase Purchase
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The new marketing - chasing travellers’ ‘digital
footprints’ Google

Awareness Express

Intent

Research ®_\__\ . e

Educate and

Planning evaluate

Purchase Purchase
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Visits

Searches

Case Study — “The LastMinute Skier” Google

First Search Purchase
[ Expedia ] [ LastMinute ]
. A : Travel
Expedia BritishAirways lastminute Supermarket  Expedia Lastminute
EasyJet i i i i
Onthesnow.com / . Il |glusk|_ Onthesnow.com Onthesnow.com Onthesnow.com
Ryan Air Onth Expedia _
nthesnow.com Ryan Air EasyCar . . expedia
Hertz EasyJet igluski _
Sidestep Onthesnow.com lastminute
Expedia RyanAir Iglu Travel Currency lastminute
supermarket
. converter _
EasyJet Igluski Hotels expedia
i Car Hire lastminute
CarHire T EasyJet
Ryanair
Day O Day 7 Day 10 Day 20 Day 27 Day 34 Day 35
Source: comScore custom analysis- UK Population, Q1 2007. Travel searchers in January time aligned and monitored over 12 week 'google R aa'é"éroprieta;;"' "

period from first search. Purchases tracked at set of online travel merchants including Ryanair, easyJet and British Airways.



71% of online travel transactions occur after the
initial 2 searches ~ Google

Number of travel searches
prior to purchase

20% ~

18% - 29 days te first

transaction on
16% - average
14% -

12% -
10% A
8% -
6% -
4% -
2% A
0% -

A I T O

QO &0 QO x(
S p

% of total transactions

Source comScore custom analyS|s UK Populatlon Ql 2007 TraveI searchers in January tlme allgned and monltored over 12 Week Google Confidential and Proprietary 20

period from first search. Purchases tracked at set of online travel merchants including Ryanair, easyJet and British Airways.



85% of online travel transactions occur after 2
travel sitevis,is% ~~~ Google

Number of travel sites visits
prior to purchase

25% -
29 days to first
transaction on

20% A average

15% -

10% -

9% ~

% of total transactions

0% -
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\0&0\0
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Source comScore custom analyS|s UK Populatlon Ql 2007 TraveI searchers in January tlme allgned and monltored over 12 Week Gooale Confidential and Proprietar 21
period from first search. Purchases tracked at set of online travel merchants including Ryanair, easyJet and British Airways. 9 | y



Remember - you can’t take your brand for granted! ~ Google

Destination,
15%

-

Brand, 46%

N

Product,
39%

e.g. Brand = British Airways, BA to Tallinn, Product = Cheap flights, flights to Tallinn, Destination = Tallinn

Source: comScore custom analysis- UK Population, Q1 2007. Travel searchers in January time aligned and monitored over 12 week
period from first search. Purchases tracked at set of online travel merchants including Ryanair, easyJet and British Airways.



The role of Search
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Customers tell you what they’re interested in when
they search Google

baltics holidays
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tme Google
‘Paid-for’
search
results ‘Paid-for’
search
results
‘Natural’
search
results
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Google Adwords — how and why? Google

How it works?

Why it works?
* Helps you reach new audiences

e Excellent control
e Highly measurable results
 No minimum spend requirements
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We're the market leader in search

Google

Search engines used to reach web sites in the Baltics — all categories

100% ~

90% -

80% -

70% -

60% -

50% -

40% +

30% -

20% A

10% +

0% -

4%

88%

Estonia

91%

Latvia

Source: rankingee.com, ranking.lv, ranking.lt — Oct 08

Lithuania

B International
visitors

0 Domestic
visitors



Making the most of Search
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Retaining flexibility is important Google
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Make your ads as relevant as possible

Max CPC
(Cost per click)

Ad Rank

Driver of your rank
among sponsored
listings

Max you will pay
for a click

Higher rank
for same max
CPC

Higher click
through

Key driver -

Click through rate

Google



Understand your own site structure Google

All your
products

Domestic

| Hotel ' B&B
| Luxury || Mid-Range 'l Budget 'l Luxury 'l Mid-Range || Budget |
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And match your campaign structure to your site Google

AdWords
account

Ad Groups
by Theme -
Domestic

| |
Hotel B&B

Ad Groups Ad Groups

[ | [ |
Luxury Mid-Range Budget Luxury Mid-Range Budget
Ad Texts & Ad Texts & Ad Texts & Ad Texts & Ad Texts & Ad Texts &

Keywords Keywords Keywords Keywords Keywords Keywords

Google Confidential and Proprietary 32



Exploit Google Analytics, our free web analytics
service, to maximise revenues from your sites Google

Improve your sites and increase understanding of your customer

* Free, hosted, web analytics
service

« Evaluate visitor navigation to
identify site improvements

e Gain online insights to
support your offline media
strategy

 Measure and evaluate the
return on investment of all
your online Marketing
activity
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Looking to the future — Mobile and Geo
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The mobile experience will increasingly reflect (and
exceed) what users are used to on their PC’s Google

Text and images are Mobile search ads are Maps for Mobile estimates
displayed for triggered by relevant where you are improving the
appropriate searches keywords search experience
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Geo products such as Maps and Earth utilise the
best of user-generated content Google
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And imagery and data we acquire or license
ourselves
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‘Mashups’ enable you to combine your travel
product with our technology Google
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All the while, planning tools from the industry will
develop further Google
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In summary
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We believe the opportunities are greater than the
challengest  ~ Google

Mass

Marketing

Niche
! Marketing
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But Marketers need to catch up with consumers Google

Where is it in
Media planning?

Search is at the start of the

consumer process

Media activity?

consumer decision process
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In summary... Google

Google Confidential and Proprietary 44



Thank you!
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Andrew Pozniak - andrewpozniak@google.com

Central and Eastern Europe, Middle East and Africa -
Travel
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