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%, How We Do It: The World's Leading Travel & Entertainment Data Consortium
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% You Can See More With Adara’s Help

A week in the life of a traveler

Searches your site for
ﬁ a hotel in Las Vegas
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{* A Week in the Life of a Traveler: See More With Adara’s Help

Most individual travel suppliers will only see one or two of these data points. Adara empowers

partners to see the larger picture of travel behavior.

Searches for flight

to Bali @

Makes dinner
reservations

Searches for hotel on

Shops online competitor site in

o ) B-

Bali
=P  Researches beach & Searchesfora == Searches for hotel on Searches for new
ﬁ destinations luauin Bali ﬁ direct site in Bali home

Searches OTA for

== hotelin Bali

Searches for

@ destination activities

Searches for Rental
Carin Bali

Books flight to Bali
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Books hotel on direct
hotel site in Bali

Books sporting event
tickets

Buys clothing for trip
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%~ Which Travel Signals are Available with Adara?

Search Booking
Travel Dates Purchase Amount
Origin/Destination wirw) E Dates & Destination
Number of Travelers — Class of Service
Product Type Ancillary Purchase
Loyalty Identifiers
Member Level ‘@’ Hashed Email
Point Balance — Hashed Phone Number
Hashed Loyalty ID MAID / Device ID
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" Travel Value Score (TVS): Like a Credit Score for Travelers

Basic

Below 300

+ 2-3 Trips/year

+ $IK - $5K per year

» No Loyalty Status

* Primarily Research on
OTAs

Mid

300-600

Elite

* 1-2 Trips/month .
» $15K - $20K per year » $60K+ per year

» Elite Loya'ty Status
* OTAs & Book Direct

Above 600

3+ Trips/month

2+ Elite Statuses
Mostly Book Direct
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%e Leveraging Travel-Intent
over Guesswork
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Guesswork v/s Real Travel-Intent

DMO spends its
marketing budget
advertising to all
origin markets

Adara knows the composition of travelers from the top origin
markets who intend to travel to Indonesia
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., Guesswork v/s Real Travel-Intent

Adara knows the composition of interest-based
travel searches for Indonesia

Places of Interest
4% 2%1%
DMO spends its
marketing budget

advertising all
kinds of locations

82%

m Beach m History & Culture m Sightseeing = Food & Drink Others
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., Guesswork v/s Real Travel-Intent

Adara knows the composition of travel
searches by group size

Booking by Group Size Compared Y-o-Y
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DMO spends its
marketing budget
advertising to all
kinds of travelers

% Share of Bookings

2022 2023 2024 2025
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$ " Guesswork v/s Real Travel-Intent

DMO spends its
marketing budget
advertising to all kinds
of web searchers

% Share of Bookings

Adara knows the composition of nature of browsing

100%

80%

60%

40%

20%

0%

behavior of travel searches for Indonesia

Booking by Trip Browsing Category

compared Y-o0-Y

66% 63% 58% 57%
12% 13%

21% 24%
2022 2023 2024 2025

W Deal Seekers  m Considers Options Strong Loyalty
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. Guesswork v/s Real Travel-Intent

DMO is not sure how
many days travelers
are going to stay

% Share of Bookings
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Adara knows there is a shift in pattern from
long holidays towards a week-long holiday

Booking by Length of Trip Compared Y-o-Y

42% 34%

24%

23%

2022 2023

m1-2 Days ®3-4Days ®m5-6Days

7-10 Days

36%

24%

2024

More than 10 Days

34%

22%

2025
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. Guesswork v/s Real Travel-Intent

DMO is allocating the
ad budgets equally
across all devices

Adara knows which devices and browsers
travel searchers are active on and using

Browser Type

29 194%%%

79%

Chrome = Chrome Mobile =m Safari Mobile = Safari Firefox Opera Others
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. Guesswork v/s Real Travel-Intent

DMOs could be spending their

marketing budgets, targeting anybody .
and everybody. Targeting Travelers

in Your Ads?

Why score a 7 when you

With Adara, you can focus on the can hit the Bull's Eye? | '

travelers most-likely to convert,

reallocate your budgets to high-
spending audiences and increase the
ROAS

That's not all, you can also measure the
impact of your campaigns on the
destination
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%, Media... across channels & devices where your travelers are

&=
@ Native [Z]
Social Media Video
Desktop
-
Audio ) Connected TV
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Mobile
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.‘oTraveI Trends

Booking Dates: Jan 1- Aug 31, 2025 | Travel Dates: Oct 1 - Dec 31, 2025
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* Singapore, Sydney and Moscow are the Top Origins for Travel to APAC

¢

3. Moscow

¢

1. Singapore 9 4. Hong Kong

¢

2. Sydney

5. Melbourne

(1)
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%, Japan, Thailand and Australia are the Top Destinations in APAC

10. India 3%

4. Chinam% 8 South
9 Korea 6%

9 9 9 1. Japan 20%

2. Thailand 17% 9
7. Singapore 7% 9 9. Vietnam 5%

9 6. Indonesia 8%

3. Australia 14% 9
5. New
Zealand 9%
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%, Tokyo, Bangkok and Singapore are the Most Popular Cities

7. Hong
Kong 7% 6. Seoul 8%

1. Tokyo 14%

2. Bangkok 12% Sphuket; 9 9 10. Kyoto 5%

3. Singapore 11% 4. Osaka 9%

9 8. Auckland 6%
9 9. Sydney 6%
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{ " Couples Love Traveling to APAC

Booking by Group Size Compared Y-o-Y
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$" The Booking Window is Narrowing

Advance Period for Searches & Bookings Compared Y-0-Y (In days)
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Indonesia - Market Insights (Last 90days)
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South Korea - Market Insights (Last 90days)
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Malaysia - Market Insights (Last 90days)
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