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I. Introduction

In the tourist industry to date there has never been any neutral, multi-tour
operator information system for analysing trends in demand. Every year many
market research organisations are given the task of finding out trends in demand
by means of consumer surveys.

The problems of these analyses and surveys are common knowledge:
- A lack of topicality. Consumer surveys are usually prepared once a year
and are already out of date when they go to print. Current developments
(such as an increase in country or hotel descriptions on TV, terrorist
attacks and the like) cannot be included. GIATA Statistics allows you to
obtain an analysis which is updated on a daily basis.

- A lack of precision. In the surveys consumers tend to give an inaccurate,
i.e. an exaggerated, description of their true economic situation. Low-
income consumers especially tend to answer the question "In which hotel
category will you be spending your next holiday?" by answering "In a hotel
with three stars or more", although they can only afford a two-star hotel
at the most. The same phenomenon also occurs with the question of the
destination. GIATA Statistics records every hit neutrally and gives an
objective view of which countries, tourist destinations, towns and hotels
are actually looked at.

- A lack of comparison. The answer to the question "How high is the
market share in the country, tourist destination, town or hotel?" has not
been answered correctly thus far. With GIATA Statistics you can determine
accurately your market share at country, tourist destination, town or hotel
level on a daily basis.

A Word to Users:

In presenting GIATA Statistics we have tried to go by the real-time information
and chart systems used by banks and brokers. GIATA Statistics therefore counts
hotel views and allows you various types of analyses in graph and table form. It
therefore gives no information as to why the hits took place — only you can
analyse this.
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A. Types of Analysis

- About which hotels in the towns identified are the subject of an
increasing number of enquiries? How does this trend change compared to
the previous year / month / week / day? All competitors (including the
form of presentation) can be presented immediately in an easily
understandable form. For example, the daily hotel analysis shows whether
a competitor has reduced the prices in his hotel or run a special deal for a
given hotel in the last few days.

- Which countries are the subject of an increasing number of enquiries?
Which countries are the subject of a lesser number of enquiries? How does
demand change compared to the previous year / month / week / day?

- Which destinations in these countries are developing disproportionately
well / badly? How are they developing compared to the previous year /
month / week / day?

- Which towns at the tourist destinations are developing better / not as
well? How are they developing compared to the previous year / month /
week / day?

- Which categories of hotels are seeing increases in bookings?

- Where is my market share of the above-mentioned views of the countries
/ destinations / towns / hotels? You can always analyse your market share
in relation to the whole market over a given period of time. (Companies
with several common brands and compared to the overall market)

-  How is demand developing in the travel agencies and with the consumer?
- When are individual hotels being looked at?
B. Source and Scope of Data

1. Hotel Views

GIATA Statistics counts so-called hotel views and not page-hits (so-called page
impressions), i.e. it doesn't count thumbnails. (Thumbnails are little preview
pictures [approx. 2 x 2 cm] shown by many booking machines in so-called
results lists.) Only hotels whose detailed information is specifically called up by
the travel agency or the consumer go into the database.

Example: A hit on a hotel which has six pictures is counted as one hit (one hotel
view), not as six. If this hit were to show six hits, the statistical basis would be
distorted to the advantage of this hotel.
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2. Multi-Tour Operator Platforms

The system counts only hotel views of multi-tour operator platforms (see 3.),
i.e., platforms offering several operators. If we were to include in the database
the data from platforms showing only one operators' tours, this would only
distort the statistical base (in favour of certain operators) in the analysis of
market share.

3. Joint Hotel Names

As identical hotels of various operators are advertised with different names, we
combine identical hotels under a so-called joint hotel name and code. In all we
record over 42,000 joint hotels offered under more than 70,000 different names.
This data is updated and added to on a daily basis.

4. Hits
The hits on the following platforms are recorded for the analysis:

- reservation systems: DCS / Sabre, Start / Amadeus, Galileo

- travel agencies / chains: Schmetterling / RTK, Karstadt / Quelle, Thomas Cook,
TUI-Reisecenter, Otto Freizeit, Alltours Reisecenter, West-Lotto and others, as
well as a total of over 10,700 independent travel agencies

- IT providers: booking machines, Cologne Systems, Traffics, Travel-IT, ITO,
Bistro, tours managers, ...

- websites: Expedia, Ferien.de, lastminute.com, Travel Channel, T-Travel,
Travelocity, ...

- television stations: TV-Travelshop, lastminute.tv*

Overall this means that the hotel views of all CRS, all important travel agency
chains and co-operative organisations, all relevant booking machines, websites
and television stations are included in the statistical base in anonymous form.
The statistical base began in August 2000 and thus also permits long-term
studies.

5. Percentages
For reasons of clarity percentages are rounded off to two decimal places — which
is why percentages such as 0.01% are actually 0.0042%.

! Hits on the websites of this station.
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1. System

A. Logging In
Please enter your individual entry data in "User name" and "Password" and select
your language under the following link:

http:/7/www.giata-statistics.de

ana MG Stomaiica - Moudla =]

B. User Interface
You will then come to the main menu with the various types of analysis:

anpd 145 Smaikn - Moadl =
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I111. Functions

A. Top Hotels — A Hotel Analysis
The hotel analysis allows you to make the following statements:
- which hotels in the tourist areas are the subject of more frequent
enquiries?
- How are they developing compared to the previous year / month / week /
day?

Select "Top Hotels" in the navigation bar above or in the main menu and you will
come to the following page:
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At "Date Selection™ you can choose between

- Month — a monthly analysis

- Week — a weekly analysis

- Day — a daily analysis.
The scope of the types of analysis is identical — only the length of the analysis
interval (months, weeks or days) is different.

If you select "Month" 10/2003, a "List of Top Hotels" for October 2003 will be
displayed.
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Tip:

As millions of pieces of data have to be analysed, we pre-calculate the standard
enquiries every day between 0.15-4.00 hours CET (after adding the data from
the previous day). The standard enquiries include monthly and weekly analyses.
The results are stored. If you make one of these standard enquiries the result
will be displayed immediately. Non-standard enquiries (e.g. a daily analysis from
14.9.2003 to 28.9.2003) are calculated online, which means that the enquiry will
take some time.

B. Top Countries — A Country Analysis
The country analysis permits you to make the following statements:
- which countries are the subject of more / less frequent enquiries?
- what is the change in demand compared to the previous year / month /
week / day?
- how high is my market share in these countries?

Select "Top Countries" in the navigation bar above or in the main menu and you
will come to the following page:
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If you select Week (here: the 45" calendar week of 2003) the "List of Top
Countries" for the week you selected will be displayed.
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C. Top Destinations — A Destination Analysis
The destination analysis enables you to make the following statements:
- which destinations are subject to more / fewer enquiries?
- what is the change in demand compared to the previous year / month /
week / day?
- how high is my market share in these destinations?

Select "Top Destinations™ in the navigation bar above or in the main menu and
you will come to the following page:
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Select the desired period (here: Month: 8/2003) and the "Top Destination List"
for August/2003 will be displayed:
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D. Top Towns — An Analysis of Towns
The analysis of the towns enables you to make the following statements:
- which towns at each destination are developing better / worse?
- how are these developing compared to the previous year / month / week /
day?
- how high is my market share at these destinations?

Select "Top Cities" in the navigation bar above or in the main menu and you will
come to the following page:
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Select the desired period (here: Day: 14.10.2003) and the "Top City List" for
14.10.2003 will be displayed:
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E. Top Stars — An Analysis of a Hotel's Stars
The analysis of a hotel's star enables you to make the following statements:
- which categories are developing better / worse?
- how are these developing compared to the previous year / month / week /
day?
- how high is my market share in these categories?

Select "Top Stars" in the navigation bar above or in the main menu and you will
come to the following page:
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Select the desired period (here: Week, 42/2003) and the "Top Star-List” for the
calendar week 42/2003 will be displayed:
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The function of the "Impact Check-Box" is to simplify the display, as it combines
some of the categories. (1 — 1 Y2 stars, 2 — 2 ¥ stars etc.)

IC Stabietien - Maxia =

F. Search Hotel — A Hotel Search
Using the "Search Hotels" function you can look for a hotel directly or analyse
the statistics of hotels which have not been found in the Top Lists for several

days, weeks or months (e.g. no availability, few hits).

Select "Search Hotels" in the navigation bar above or in the main menu and you
will come to the following page:
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Enter part of the hotel name and the country (if applicable). The more precise
your entry is, the more quickly you will find the hotel you are looking for.
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After you click on "Search" the results list will be displayed:
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Click on the hotel you wish to analyse (No. 5 Clube
detailed view of the hotel will be displayed.
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Then click on the "Statistics” button for the following window:
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As the GIATA ID has already been marked, please just click on "Next".

Select the period you want to analyse (here Month: 10/2002 to 10/2003) and

click on "Show List":
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You will then see the total market share for the hotel.
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By selecting an operator (here: VA7) on the "Provider" line you can now
determine an operator’'s market share in the analysis period by clicking on "Apply
Parameters":
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Alternatively you can also (with the corresponding activation) calculate several
operators / operator-brands and their market share.

Page 13/20



1V. Options

A. Month — Monthly Analysis

For a monthly analysis please click on "Date Selection” (Top Countries) in the
white circle in front of "Month". Then select the month you wish to analyse (e.g.
07-2003) and then click on "Show List". The "List of Top Countries" for July 2003
will then be displayed:
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The "List of Top Countries" can be interpreted as follows:

In the month 2003-07 (Current), Spain (1) had the most hits with a market
share of 28.77% (Hits %) compared to all other countries (Current Rank 1).

In the previous month (Previous, i.e. 2003-06) Spain (Previous Rank 1) also had
the most hits with 30,51% (Previous Hits %). The last column "Move" shows no
change in position compared to the previous month.

In the month 2003-07 (Current), Turkey (2) had the second most frequent
number of hits with a market share of 15,15% (Hits %) compared to all other
countries (Current Rank 2).

In the previous month (Previous, i.e. 2003-06) Turkey (Previous Rank 3) only
had the third most frequent number of hits at 11.37% (Previous Hits %). The
last column "Move" thus shows via the slightly rising / ascending blue arrow that
Turkey also improved its position compared to the previous month.

B. Week — A Weekly Analysis
C. Day - A Daily Analysis
These types of analysis are carried out parallel to the monthly analysis.
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1. The Move Column

— : position is unchanged compared to the previous analysis period,

# : position has improved by a maximum of 9 positions compared to the previous
analysis period,

+ : position has improved by over 9 positions compared to the previous analysis
period,

% : position has fallen by a maximum of 9 positions compared to the previous
analysis period,

i+ : position has fallen by a maximum of 9 positions compared to the previous
analysis period.

Please note: In the analysis of the number of stars a hotel has the position has
changed by a maximum of / over 1 position respectively.

2. Destination / Country

When searching for a given destination / country you can either search for it
manually by clicking on  # "manual search” or by selecting and entering the
destination / country directly in "Destination™ / "Country"” and start your search
by pressing on "Return” or by clicking on "Show List".

3. Provider

By clicking on "Provider" here you can restrict the selected analysis to only one
provider (tour operator) by clicking on "Show List" (when several operators have
been activated).

4. Source

By clicking on "Source" you can choose between "Travel Agency" (hits from
travel agencies) and "Consumer" (hits from customers).

Example: When carrying out a hotel analysis select "Travel Agency" to check
whether the sending of flyers to the travel agencies has led to a higher number
of hits on the hotel being canvassed with you.

5. Next Day /7 Week/ Month

By clicking on "Next Day / Week / Month" you can call up the analysis of the
following day / week / month directly.

Please note: If you analyse the current month first, an analysis of a subsequent
month will not be displayed.

6. Previous Day /7 Week/ Month
Clicking on "Previous Day / Week / Month” gives you direct access to the analysis
of the previous day / week / month.
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7. Market Share

By clicking on the bar symbol ¥ you can look at the monthly / weekly / daily
market share for the hotel / country / destination / town / star you have
selected.

If, for example, you click on the Symbol in the "List of Top Hotels" in front of the
hotel "Praia da Rocha", the following outline will be displayed after the
calculation:
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The summary shows the market share of the hotel over the last 13 months.

8. Period
To extend or shorten the analysis period, simply select another period (in this
example "Months from™) and then click on "Apply Parameters".

9. Provider

Here you can restrict the analysis you have selected to one or a selection of the
available providers (operators), assuming several operators have been cleared
for access. After clicking on "Apply Parameters” the market share of the
operators you have selected compared to the entire market will be displayed.

10. Source

This menu item allows you to choose between "Travel Agency" (hits from travel
agencies) and "consumer" (hits from customers). Here, you can also click on
"Apply Parameters" after selecting the source.
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11. Analyse

This menu item allows you to choose between "Hour" and "Weekday". You
choose this option to find out whether certain countries / destinations / towns /
hotels are viewed as a matter of preference at a given time of day or on a given
day of the week.

Example: Business hotels are normally viewed in the middle of the day; on the
other hand, more so-called warm-water hotels are viewed in the evening.
Accordingly you could, for example, go to the hotels displayed on your homepage
/ start-page.

12. Comparison
Will be explained in connection with 14. "Stacked View".

13. View

This menu item allows you to change the form of presentation:
- bar graph: (standard)
- line graph:
- pie graph:

14. Stacked View
These are so-called stacked pillars. Here the contributions of individual figures
are compared with the total figure for all categories.

Example: If you select three operators in "Provider" and then "Stacked View",
the combined market share for all three operators in relation to the total market
will be displayed.
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If you also select "Provider"” when in "Comparison”, the levels of the three
operators will then be displayed on top of each other and separated from each
other by colour.
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15. Compare

To obtain a clear comparison of the market share of various hotels with each
other over a period of time, please select in the "Top Hotel List" the hotels to be
compared by clicking in the white box in front of each hotel and then confirm
your choice with "Compare".
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The calculation may take several minutes.
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Here you can change the options described above (Provider, Source, Analyse,
Comparison and View) or change the analysis period. With the help of the
comparative hotel analysis you can also find out shifts in demand between the

hotels — on a daily basis.

In the following example below the analysis period was extended and a line
graph selected:
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16. Hotel Information (this function is only available for "Top Hotels")
To see at the press of a button which hotel it is and which operator is offering it,
please click on the symbol @ in front of the hotel ID. The following window wiill
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If you click on the
displaying the hotel:

hotel name you

will see the

form in
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