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Despite a softer 2025, the outlook for Travel remains strong with attractive

growth hotspots and evolving business models in the face of Al

Executive Summary

¢ Travel has been a structurally attractive, long-term growth sector, underpinned by a sustained shift in , :
consumer spend toward enriching, immersive, and experience-led consumption 1 3 L i —

¢ Following a strong post-Covid rebound, 2025 proved a softer year, driven by heightened macroeconomic ma
and geopolitical uncertainty - including tariff concerns, stock market volatility, and increased consumer \
caution. This softness was felt most acutely in domestic and inbound travel, with air, hotel, and tour =25
operators experiencing slowdowns or declines, particularly between February and July

e Encouragingly, market conditions are now normalizing, and the outlook from 2026 onwards points to
a return to structurally strong growth, broadly in line with pre-Covid trends and supported by enduring
demand tailwinds

e Within this context, performance is diverging by segment. Certain categories are structurally better
positioned to outperform, notably:

Luxury travel operators across verticals, supported by HNWI wealth growth and continued “trading up”

Cruise, benefiting from low penetration, sticky repeat behavior, and strong value propositions

Experiential and asset-light intermediaries, which can flex cost bases and capture premium demand

without heavy balance-sheet exposure

— ‘Next-Gen’ tech and software suppliers into the travel space

¢ At the same time, Al is rapidly reshaping the travel value chain, altering both operational mandates and
competitive dynamics. Efficiency and personalization are becoming table stakes, while agentic search, Al-
native booking tools, and automated planning increase the risk of disintermediation for operators with
commoditized supply or weak customer relationships

e As a result, the industry is entering a decisive phase of offensive and defensive strategic responses -
ranging from investment in proprietary content, technology, and loyalty, to M&A and platform partnerships -
which will play a critical role in determining winners over the next cycle
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After years of strong tailwinds and resilience, 2025 saw a slowdown in travel,

but sustainable demand trends are set to support return to growth

Recent & Future State of US Travel Market
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Structural Pre-Covid Growth § Decline and Rapid Post-Covid

Rebound

Short-Term Challenges Return to Strong Growth?
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¢ The overall US travel market * After the pandemic crash, ® Travel estimated to grow e Despite short-term softness,
grew 5% p.a. 2015-19 travel resurged, supported

« Underpinned by long-term by significant pent-up declines in domestic & trends persist and are
structural shifts, including demand and trading up on inbound int’l. and most of expected to provide
reallocation of consumer travel as a key ‘bucket list’ Feb-July flat sustainable tailwinds
spend from goods to experience e Macroeconomic uncertainty e Travel estimated to grow at
experiences ¢ Healthy consumer spending and geopolitical tensions 3-6% p.a. 2025-28

bolstered by stimulus checks have contributed to the

e Certain segments (e.g.
luxury, cruise, active) are
well-positioned to outperform

decline

Focus of this report

Source: Euromonitor, OC&C analysis | © OC&C Strategy Consultants 2024
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Short-Term 2025 Softness

After strong growth post-Covid, travel in 2025 had a bumpier ride, with a flat

domestic market, inbound compression and slower US outbound

Overview of Recent Travel Growth

U A2 i S0 m_arked slov_vdown_ln e e A R Industry sources have noted this softness and ongoing uncertainty
in domestic and inbound travel

Total US Pax Enplanements, 2022-25 YoY Growth, % Reflections on the 2025 Travel Market

“The spending slowdown is real...consumers are stressed,

9% and this is where we’re seeing it first: in domestic flights,

Domestic 4% hotels, and a lot of other service-sector spending”
us » Us . .
Chief Economist, KPMG (Jul. ’25)
YoY Jan-Oct
(Nov/Dec '25 not avail.) -1%

“The US is seeing a significant decrease in international
28% visitors...the future of the US as a top travel destination is
being questioned”

Condé Nast, Traveler (Jul. ’25)

Inbound (Intl.) )
International - US 9%

4% “A new poll indicates nearly half of Americans are
reconsidering international travel due to safety fears...key
anxieties for American travelers include concerns about
personal safety, government policies, perceptions of
American tourists, unfamiliarity with destinations, and
potential travel delays or cancellations.”

Independent (Jun. '25)

24%

9%
3%

22-23 23-24 24-25

1. Enplanements on domestic (US > US) scheduled passenger flights by US carriers 2. Non-citizen arrivals 3. US citizen departures

Source: US Bureau of Transportation Statistics, US International Trade Administration, Yahoo, Condé Nast, PBS OC&C analysis

| © OC&C Strategy Consultants 2024
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Short-Term 2025 Softness

Air: Disruption began in February for domestic & inbound travel; domestic has

somewhat stabilized while inbound continues to struggle

Passenger Enplanements, 2025 vs 2024 (Monthly % YoY) Indicative, Percentages Rounded

Industry leaders in aviation have noted the

decline amid a challenging macro environment

1% 2%

Domestic' 0% nd.  nd “The first three quarters of the
— UNITED | ]
uS 2 US A% 1% . 1% 0% 1% AIRLINES m year were an economic
59 2% downturn for airlines”
A “l think the third quarter was
S clearly disappointing [for the
o 3% DELT Atlantic division]”

Inbound (Intl.)?
International 2 US

“It goes without saying that

- we’re in a challenging
American economic environment
Airlines . .
. -9% which has had a significant
-10% impact on the industry”
7% 6% 6% 59, . “For the fourth quarter, we
° expect unit revenues to be
3% 3% 3% J tBl
2% 2% o - . 1% e ue between flat and down 4%
YoY”
0%
- = “Spirt Airlines to furlough
sp"‘,t” 1,800 flight attendants amid
Jan Feb Mar Apr May Jun Jul Aug  Sep Oct Nov Dec second bankruptcy”
1. Enplanements on domestic (US > US) scheduled passenger flights by US carriers 2. Non-citizen arrivals 3. US citizen departures
Source: Bureau of Transportation Statistics, US International Trade Administration, OC&C Analysis | © OC&C Strategy Consultants 2024
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Short-Term 2025 Softness

Hotels: Hotel chains have seen occupancy decline in 2025, offset by only

marginal increases in rate, resulting in struggling RevPAR growth

2025 US Hotel Performance
(Avg US" Occupancy & ADR, 9 Mos through 9/30, 2023-25)

2023 2024 2025

“U.S. RevPAR decreased...largely

driven by pressure across business

70.0% 70.8% 70.8%  69.9% 70.2% 70.0%  734% 73.3% 72.8% @ transient and group, as holiday shifts,

58.3% 57.4% 57.0% - - declines in government spend,

HlltOl’l portfolio renovations, and softer
international inbound demand

weighed on performance”

Occupancy

“Our U.S. third quarter RevPAR
CHOICE | declined...primarily reflecting softer
e LSt government and international

. inbound demand”

$248 $254 $264

$2102 $210 $210 $166 $168 $170

$99  $97  $96 ‘RevPAR declined...reflecting

continued consumer caution in an
uncertain economic environment,

@ M especially within the select service

H T DN ! CHOICE segments here in the United Stétes,

IYAL /\\a"’l()tt Hilton oreLs where our guests are more price
sensitive”

1. Marriott includes US and Canada 2. Due to reporting changes, 2023 value is only available as an inflation adjusted number

Source: OC&C analysis, Company 10-Qs | © OC&C Strategy Consultants 2024
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Short-Term 2025 Softness

Experiences: Tour operators have seen slowdowns or declines in web traffic

this year, and major players have highlighted softness in the market

US Experiential Travel Segment Performance

Experience Provider US Web Traffic Spelises o aggregators
(%, YoY Change 23-25, 10 Mos through 10/31, Total Page Visits") have also felt the headwinds

87%

819% M 23-24 “We experienced
. 24-25 < stronger than
. . . anticipated traffic
NB — The rise in agentic search may explain a headwinds that
portion of this decline (~5-10%pt), but the tripadvisor
magnitude of change suggests weakened accelerated throughout
consumer demand in the dominant factor the quarter”

“The recent and ongoing
uncertainty in global

m B =. .. 4499944 4 3%avg &, 0 affairs has had an
21% . 23-24 unexpected yet real
. 20% 17% KENSINGToN | impact on travel in
. o 11% TOURS 2025...and there are
8% 9% 5% 29, +5% avg definite shifts in traveler
I B BN B O I Ol aEm e T - <o) behavior”
3% 1% “IGet Your Guide CEQ]
1% 11% 11% GET ;_)ointeq to challenges,
& a2 " 7% é\a?[;QE including U.S market
(K GET ftening and limited
)( q @ INSIGHT . k sortening ana limite
v TAUCK® #BACKROAD YOUR GLOBUS. .
kensingron Scott Dunn Stuvrey Aherc:;iemm CAdeturos vacations Viator GUIDE brand awareness
1. Only company homepage considered
Source: OC&C Analysis, Similarweb, Desk Research | © OC&C Strategy Consultants 2024
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Short-Term 2025 Softness

Softened travel performance was primarily been due to macroeconomic

turbulence and related factors contributing to an uncertain environment

Select Relevant Macroeconomic Factors Not Exhaustive, Select Relevant Factors

Trend Select Evidence Point

¢ Due to rapidly changing policies & dynamics in the US under the current
administration, uncertainty indices remain well above historical averages —
though they have stabilized after reaching record highs earlier in the year

Economic Policy
Uncertainty

Stock Market ® Negative returns in the S&P 500 each month February-April was followed These dynamics are all key
Volatility up with 5%+ returns in May & June, signaling uncertainty is driving indicators of economic

volatility (although with signs of recovery) wellbeing — uncertainty in the

1st half of the year may have
translated into trips being
canceled, postponed, or
scaled back

e Strong dollar to start the year depreciated consistently through July due
Weakening Dollar primarily to tariff announcements & expected retaliation, before appearing
to stabilize around 2024 averages more recently

¢ Job growth has slowed, with a monthly average growth at ~1.1% over prior
year vs ~1.4% on average for 2024. This is driven by several factors
including uncertainty around tariffs / trade restricting hiring, Immigration
slowdown hurting supply & demand, and DOGE-led reductions

Job Market Slowdown

Source: FRED, IMF, World Economic Outlook Database, OECD, U.S. Bureau of Labor Statistics, OC&C analysis | © OC&C Strategy Consultants 2024
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Short-Term 2025 Softness

Indicators show that turbulence accelerated around February, underpinned by

tariff-driven economic policy uncertainty

Macroeconomic Indicators February-June
Key Travel Underperformance Period

2025 Actuals = = 2024 Average

Tariff-driven Economic Uncertainty 7
US Economic Policy Uncertainty Index, 2025 Index Values' Uncertainty was at all time S&P 500 Average Monthly Return, 2025 (%) While the S&P index has
highs in H1 2025 after a outperformed 2024 average
Initial tariff discussions Sweeping tariff Temporary US-China series of tariff every month since May,
/ announcements overhaul announced reduction announcements February- negative returns in February-
600 - April, before settling down 8% 1 March are indicative of ongoing
500 - (albeit, remaining well 6% - uncertainty-driven volatility
above standard) once US- 4% |
400 - China tariffs were °
temporarily reduced 2% 1 = 2024 Monthly
300 - Average = 1.8%
0% -
200 -_ — e —— — —— — — — — R 2% 1
100 - Average = 131 4% -
Sep-24 Nov-24 Jan-25 Mar-25 May-25 Jul-25 Sep-25 Sep-24 Nov-24 Jan-25 Mar-25 May- Jul-25 Sep-25
b Job Market Slowdown
Real Broad Dollar Monthly Index?, 2024-25 The dollar started off the year strong Total Nonfarm Employees, 2025 (% YoY)
relative to other global currencies, but
130 - steady decline through June indicates 14% e e o — — — — — — — o o 2024 MONthIY
128 - depreciation — this may help drive travel - Average = 1.4%
126 - inflows but could further decrease outflows o
124 - 1.2% 1
Total employment
122 1 | growth is decelerating
120 iz Mo:_1thly 1.0% 1 relative to 2024,
118 Average = 117 A :
116 - . dropping and staying
0.8% below 1% vs prior year
Sep- Nov- Jan- Mar- May- Jul-25 Sep- Sep- Nov- Jan- Mar- May- Jul- every month since May
24 24 % % % 25 24 24 25 25 25 25
1. FRED News Based Policy Uncertainty index used — average taken from daily uncertainty values over the course of the month. 2. Measures relative strength of the dollar against all other global currencies
Source: FRED, FED, World Economic Outlook Database, OECD, U.S. Bureau of Labor Statistics, OC&C analysis | © OC&C Strategy Consultants 2024
M=l 10
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Return to Strong Outlook

Despite 2025 softness, travel outlook remains strong (in-line with underlying

tailwinds pre-Covid), benefitting from a series of long-term trends

US Travel Outlook

Multiple sources agree that while US travel slowed in 2025, it will rebound in 2026 and grow
3-6% p.a. in 2025-28

This return to growth is enabled by favorable tailwinds
expected to continue in the coming years

US Travel Spending Growth

o - i 25-28
(%, US Yearly travel spend 2015-28, indexed to 2025E) CAGR Consumers are continuing to
120 - , 5.7% prefer spending money on
115 - \Mmtel e experiences rather than physical
110 - '\Euromonitoﬂ +5.0% goods
105 - Source Average +4.2%
100 - \Phocuswright2 +3.5%
95 - US Travel Association ~ +2.6% ) . Consumers are investing more in
~g@> Trading up and . .
90 - il s travel experiences and trading up
’ premiumization
85 - on spend
80 -
75 -
70 - f- B Investmentin Tra.vel is incrgasingly
| ek Y . : personalized and diverging from
65 e - F - - immersive and -
60 4 = },.\ S tailored traditional hotspots towards
/PA P p : . ‘authentic’ experiences in off-the-
55 1 s experiences beaten-path destinations
50 -
45 -
40 - Persistence of remote working
35 - post-Covid has allowed for
= blended work & leisure travel,
0 T

facilitating more trips

2014 2016 2018 2020 2022 2024 2026E 2028E

1. Total consist of US Domestic Tourism, Inbound Arrivals and Outbound Departures 2. Estimates are travel purchases made only to U.S suppliers
Source: OC&C analysis, Euromonitor, US Travel Association, Phocuswright, Mintel | © OC&C Strategy Consultants 2024

M=l 1
L=2]




Return to Strong Outlook

While some categories struggled in 2025 (particularly low/mid-market

domestic), outlook for most travel categories is more positive going forward

Recent US Market Performance by Sub-Category Indicative
Select Travel-related Sub-Categories
Bubble size = TTV (Indicative)

2025.30F CAGR Projected growth higher than 24-25 In-Line Projected growth lower than 24-25 Premium/Luxury
13% ~
12% - @ Premium / Tailor-Made Tour Operators
11% - ©® Boutique / Luxury Cruises
10% -
0, 4
9% . Mass Cruises
8% - Two categories stand out as
79 Short-Term Rentals outperformers (deep dive on
° Luxury & Upscale Hotels following pages):
0, 4
6% Full Service Airlines ! ,
5o | Online Travel Agents e Cruise
® Premium/Luxury

4% - ‘ SO ‘ “Mid-Market Hotels

39 | Budget Hotels ‘Traditional Travel Agents
@ TMCs
2% -
1% -
0% - @ Traditional / Packaged Tour Operators
-1% 1 2024-25F YoY

-2% -1% 0% 1% 2% 3% 4% 5% 6% 7% 8% 9% 10% 1% 12% 13% 14% 15%

Source: Euromonitor, Previous OC&C Experience, OC&C analysis | © OC&C Strategy Consultants 2024
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https://occstrategy-my.sharepoint.com/:x:/r/personal/andrew_goldstick_occstrategy_com1/Documents/Passport_Stats_04-11-2025_2012_GMT.xlsx?d=w55ec06c195884eec8d72593440e295ad&csf=1&web=1&e=tiql3q
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https://occstrategy-my.sharepoint.com/:x:/r/personal/andrew_goldstick_occstrategy_com1/Documents/Passport_Stats_04-11-2025_2012_GMT.xlsx?d=w55ec06c195884eec8d72593440e295ad&csf=1&web=1&e=tiql3q
https://occstrategy-my.sharepoint.com/:x:/r/personal/andrew_goldstick_occstrategy_com1/Documents/Passport_Stats_04-11-2025_2012_GMT.xlsx?d=w55ec06c195884eec8d72593440e295ad&csf=1&web=1&e=tiql3q

Return to Strong Outlook

Cruise operators continue to grow ahead of market, being partly shielded from

2025 softness, driven by a resilient customer base and structural headroom

Cruising Outlook

Cruise operators have historically grown well ahead of the market, and The cruise industry benefits from structural dynamics that have allowed
continued to do so in 2025 vs the broadly flat travel market them to see continued growth

Cruise Line Revenues Cruise Market Dynamics

($, 9 Mos through 9/307, 2023-25, NA Only) Cruise travelers are particularly sticky, with 49% of

2023 [0 2024 W 2025 SIS cruisers intending to take a longer voyage in the
Base next year

25% of cruisers in 2024 went on two or more voyages

Only 5% of Americans cruise each year vs >80%
travelling for leisure in general

31% of cruisers in the last 2 years were first-timers,
suggesting growing adoption but low penetration
Cruise only represents 2-3% of the travel industry

Structural
Headroom

$3.8B $4.1B $4.2B Cruises offer experiences and activities for all-ages in a
Family Appeal relatively controlled environment, with 28% of cruisers
traveling with between three and five family
generations
Af . &1 pOYAL 2 . . .
Carnival I CARIBBEAN NORWEGIAN Cruise operators are seeing the strongest growth in

Growth in luxury offerings, expecting to continue in the future
Luxury Offerings Due to the smaller nature of luxury ships, this
segment is typically easier to scale

CRUISE LINE

“As we see really strong demand and people are dreaming more and more
about their vacation experience, and we are also seeing that translate to

onboard spend” Strong Value Cruise offers better value trips to customers, with all-
CEO, Royal Caribbean Proposition vs inclusive amenities and a lower cost per day than land

Land Travel trips
1. Due to reporting Carnival is 9 months ending Aug. 31st) p
Source: OC&C analysis, OC&C Market Model, Company 10-Q, Earnings Call Transcripts, CLIA Report | © OC&C Strategy Consultants 2024
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Return to Strong Outlook

Luxury categories have been outpacing their mass-market counterparts across

travel verticals; travel players are bullish on future outlook for luxury

Luxury Segment Performance

RevPAR Growth for Luxury Brands vs Overall Hotels Revenue Growth for Premium Seating vs Main Cabin Airlines
2025 Q1-Q3 vs 2024 Q1-Q3 2025 Q1-Q3 vs 2024 Q1-Q3

Overall B Luxury

+4.9ppt +2.8ppt

+2.5ppt
@ 5.9 5.3% “[Our earnings are] a pretty powerful @

4.8% illustration of the strength and
i appetite of the luxury consumer.” 10%
CEO, Marriott @ @ 9%!
7%

“Luxury is performing really well, and ° 6%

we're going to continue to focus on o

luxury.” 49,
(o]

5 39, 2.5% CEO, Hilton
. (o]

“Sustained demand for luxury all-

inclusive travel gives us confidence

as we look ahead to 2026... [which is]

0.3%

Main Cabin Tickets B Premium Tickets

supported by strong demand trends
and high-end consumer resilience.”

CEO, Hyatt
_40
Marriott US & CA  Hilton Global Hyatt Global 4%
Delta United Alaska
1. Overall revenue growth (main cabin not disclosed)
Source: Company Financials, OC&C analysis | © OC&C Strategy Consultants 2024
M=l 14
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Return to Strong Outlook

This is driven in part by the rising number of high net-worth individuals in the

US and their accumulating wealth

Growth in HNWIs

Wealth Held by High-Net-Worth Individuals in North America

Number of High-Net-Worth Individuals® in North America
($t, 2017-24)

(#m, 2017-24)
9m 7.9m

7.4m

7.0m

6.3m
5.7m 5.7m $20t $20t

~95% of North American
HNW! /’s are in the US

2017 2018 2019 2020 2021 2022 2023 2024 2017 2018 2019 2020 2021 2022 2023 2024

1. High Net Worth Individual defined as >$1m investable assets
| © OC&C Strategy Consultants 2024

Source: Capgemini World Wealth Report, OC&C analysis
15
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Return to Strong Outlook

HNWIs also acted cautiously this year, but still intend to put significant value

towards travel, reflecting the broader shift from luxury goods to luxury services

Travel Trends among HNWIs

Percent of HNWIs Intending to Spend the Same or More on Travel in the N12M US Luxury Spending Growth and Market Size
(%, 2023, 2025) 2024-25 Growth, 2025-30 Projected Growth, 2024 Market Size
2025-30 YoY Growth Goods @ Leisure/Travel
100% 100% 13% 7 Premium / Tailor-Made Tour Operators
o, .
7% 10% Less 12% .. Boutique / Luxury Cruises
1% 1 Luxury Foodservice
10% -
38% g 9%, -
o
50% Same 15 8% 1 Luxury Hotels ‘
€ 79, - Fine Wines/Champagne and Spirits
(0]
|_
> 6% -
S .
- 5% -
41% 2 4% -
.:'C_:D 0 Premium and Luxury Cars
33% More 3% - Personal Luxury
2% -
15% 1% 1
7% Much more 0% 2024-25 YoY
2023 2025 Q1-Q3 0% 1% 2% 3% 4% 5% 6% 7% 8% 9% 10% 11% 129% Crowth
Higher Near-Term Growth >
Source: Altiant GLAM Dashboard, Euromonitor, OC&C analysis | © OC&C Strategy Consultants 2024
M=l 16
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Return to Strong Outlook

Tailwinds in luxury are resulting in increased focus on luxury trade by

operators, as a critical and resilient means to accessing the affluent traveler

Luxury Agent Deep Dive

Operators are responding with initiatives

Luxury travel agents are a critical Luxury agents should benefit from lower

to drive preference with the fragmented

risk of Al / digital disintermediation
landscape of luxury agents

channel to reach affluent travelers

% of Affluent Travelers with a Preferred 5 & .
" | Agent * %k % . Luxury advisor program rolled
ravel Agen — — Hllton out in 2024 offering enhanced o
for L booking portal, support and
259 495 102 Or LUXUrY  client benefits 0
o509, | donot have of luxury travelers believe travel
a travel agent * 4 % K Announced enhanced trade p
L policies for 2026 season, with adVISOI'§ _create:‘ more accurate
~50% SANL {\) IKOS * greater focus on channel travel itineraries than those
~70% parity, inc. complimentary generated by Al
transfers for premium trade
~45% | have a personal
travel agent ik Revamped the Regent Elevate
> 5101 o .
= C?C/%Cfﬁ[ advisor program with
N scvEN SE: CRUISES enhanced incentives to o
~35% ‘ ELEV/ATE strengthen loyalty among top 0
luxury travel advisors
~20% | have multiple
~30% o agemz launched a Global Advisory of !uxury travelers |c_>refer a p(_aogle
~10% ~15% ABERCROMBIE & KENT Board and enhanced digital driven travel-planning experience
A G trad_e portal to give luxury VS a digita|_driven
Affluent HNW UHNW advisors greater influence and
support across its portfolio
Source: OC&C Experience, Desk Research, Internova, Preferred Hotels & Resorts Harris Poll, OC&C analysis | © OC&C Strategy Consultants 2024
Maal 17
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Adapting to Win

Operators will need to respond to several underlying trends — ability to evolve

propositions will likely be a determining factor in who ‘wins’

Key Consumer Trends

Al discovery &
planning tools

Expectation for
seamless digital
experience

Generational
wealth shift

Personalization &
meaningful
experiences

Sustainable travel

Source: OC&C analysis

Overview

Al tools are becoming mainstream — 30-50% of
travelers used Al-based tools to plan trips in ’25

Consumers expect seamless, end-to-end digital
journeys; friction (clunky UX, siloed apps) is less
tolerated

Millennial & Gen Z travelers are set to inherit $80t
globally — it is important to win loyalty within this
group early

Travelers seek ‘authentic,” emotionally rewarding
experiences; hyper-personalization is crucial to
meet these needs

75%+ of American travelers see sustainable travel as
important, but willingness to pay for it still lags

Urgency to Act

High
Fast pace of Al development & adoption requires immediate

action to remain competitive — risk of disintermediation, erosion
of traditional acquisition channels, & substitution from Al-natives

Med/High

Digital-native challengers pose risks to traditional operators;
increasingly critical as younger generations come into wealth

This trend is gradual, but building habits / loyalty with this group
now will pay dividends long-term

Ongoing trend, but likely to accelerate as Al enables deeper
personalization and thus raises consumer expectations for
tailored experiences

Low

Perception of sustainability is meaningful, but as-of-yet low
WTP means low impact on consumer decisions — though this
may change

Deep dive on
following pages

| © OC&C Strategy Consultants 2024
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Al Discovery & Planning

Al: As Al use cases mature and new opportunities emerge, adoption of Al to

drive operational efficiency and better reach consumers will be table stakes

Al Impact on Travel

/]

Increasingly mature Al use cases

Driving
Back-End
Efficiency

Evolving
Traveler
Engagement

Shifting
Discovery
to Agentic
Channels

Preparing for
Al Booking /

Distribution

Automation of traditional back-office functions, e.g.
customer service (voice/chat bots), revenue management,
coding/engineering support, translation etc. drives efficiency,
which can then be reinvested

Personalization and front-end features, e.g. semantic search
for filtering, image enhancement for inventory, improved
targeting etc. all improve the customer acquisition and booking
processes, providing a competitive advantage to early adopters

Consumer adoption of Al search engines (e.g. ChatGPT,
Perplexity) has potential to erode traditional acquisition tools
(SEO/SEM) and requires optimization of content via Generative
Engine Optimization (GEO) (e.g., PR, forums, Reddit, Wiki)

Nascent Al booking agents could disrupt the value proposition
of providers offering pre-packaged and/or bespoke itineraries,
as well as disintermediate traditional OTAs

Call to Action for Operators

Table stakes today. Most leading operators
are well advanced in deploying Al to drive
cost efficiency and enhance customer
journeys. Lagging players risk structural
disadvantage unless progress is made in the
next 6—12 months

Disruption underway. Early adopters will
see conversion and engagement uplift while
failure to invest risks falling behind on brand

building and acquisition

Medium-term strategic risk. While still
nascent, Al agents are likely to reshape
distribution; operators should begin to define
offensive and defensive responses today

| © OC&C Strategy Consultants 2024
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@ Traveler Engagement

Industry leaders have already integrated Al into back-end processes to drive
efficiency and into consumer interfaces to improve engagement

Al Uses Case Studies
Traveler
Engagement

Traveler Engagement Example Use Cases

UseCase | compary | Emmpe

Al Discovery & Planning @ Back-End Efficiency

Operators have also begun incorporating Al into front-
end interfaces to improve consumer engagement
through personalized experiences

Top travel companies are already adopting Al across
business functions to drive labor efficiencies

Back-End
Efficiency

Back-End Efficiency Example Use Cases

Usecamo | Compary | Empe

o
Expedia

Customer
Service

Al Service Agents that can interact with
customers and provide information/
escalate when needed, now handling
50% of traveler requests

Using generative Al and WebXR to offer

Itinerary
Generation

Trip.com

TripGenie generates custom itineraries for
that can be personally edited and updated
as trips happen, with users seeing a
conversion rate two times higher

Integration of ChatGPT that allows users to

- @ personalized and interactive guest- Semantic Mo, input open-ended prompts while trip
Training Hilt services training for employees, saving Search Skyscal nner Planning to receive accurate and personal
1lion money and employee time recommendations
Utilizes Adobe Campaign to automate and Utilizing Adobe to collate customer data
. @ customize email marketing subject lines D DN across channels (bookings, digital
Marketing and content, improving email Personalization Aal'l'lo'l't, interactions while on property, etc.) to build
holidays engagement rates by 4x detailed profiles and improve experiences

Operations

easyJet

Source: OC&C analysis, Desk Research

Offering their Integrated Control Center
staff Al models that have been trained with
operational manuals to assist in the
airline’s daily flight programming

Custom

Bundling and
Pricing

—

BRITISH
AIRWAYS

Using Amadeus Nevio to offer dynamic
products and bundles that are tailored
to specific users with real-time contextual
pricing options

| © OC&C Strategy Consultants 2024
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Al Discovery & Planning Agentic Search

Agentic search is projected to disrupt traditional search tools; travel players

will need to innovate strategically to maintain presence

Agentic Search Impact on Travel

Al is suppressing traditional search and

... which currently drive ~40% of traffic for

Generative Engine Optimization (GEO) will be

clicks...

Share of Domain Visits to Al Platforms (vs
Traditional Search Platforms), US 2024 — 2025YTD

6% 6% Al Tools
5%
2% 3% ?
2% °

Q124 Q224 Q324 Q424 Q125 Q225 Q3225

B an e

Industry estimates agentic penetration has
a plausible path to a~25% of searches

Search Zero-Click Rate

56%

In 2024

69%

In July 2025

travel operators

US Travel Sites Search Exposure
(% of Paid & Organic Search Traffic, avg. '23-25")

" Organic Search Paid Search

|
6% :38%

A DELTA

UNITED § 6% 40%

Booking.com 13% 27%

2 Expedia 21% | 42%

10% 33°:A,
I

MARRIOTT

Hilton 12% 3:7%
viator 2% s
GU3DE A

3 41%

the new SEO
¢ Agentic search visibility is driven by optimized
content on Al's most cited domains

Most Cited Domains by ChatGPT (Share of
Citations, Oct 2025)

Wikipedia 19%
Reddit 13%
Medium 9%
Forbes 7%
LinkedIn 7%

¢ Players such as Wix and Adobe are launching
Generative Engine Optimization (GEO) tools
for their brands / websites to boost brand
visibility in Al services and browsers

¢ LLM optimization will be an important step to
maintain visibility as search shifts

1. Desktop traffic only
Source: Similarweb, Datos/Semrush State of Search Report, Semrush, OC&C analysis

| © OC&C Strategy Consultants 2024
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Al Discovery & Planning Al Booking & Dist.

Not all travel businesses face equal Al disintermediation threat; defensibility

varies depending on uniqueness of content and brand strength

Drivers of Al Defensibility

Proprietary inventory but poor
brand equity could be
commoditized

Need to Invest
A

Specialist DMCs
Niche experience
providers
Local operators

Exclusive supply, complex

planning, strong relationships What drives Al defensibility?

Most Defensible ; .
— Proprietary or exclusive content (owned

Luxury advisors assets, unique inventory, privileged access)

Tailor r_n_ade trayel — High-touch, complex trip design where
Expedition cruise human judgment still matters
Iconic resorts

Inventory owners — Strong brands and deep customer

relationships that Al cannot easily displace

Uniqueness
of content &
supply * More exposed models:
) — Rely on commoditized supply (flights, hotels,
MComtmodlty OT;As standard packages)
ass tour operators :
Lower-touch agents Loyalt_I)_(NII((a:c; OTAs — Have low differentiation in product or service
Metasearch engines — Depend heavily on search/SEO-driven
Brand protects acquisition
Least Defensible but content weak . )
— Offer low-touch, transactional planning that
Fully substitutable, high price- Strength of > Product is commoditized, but Al can automate
comparison exposure, SEO-led brand & human brand scale, trust, loyalty give
acquisition vulnerable relationships some insulation

Source: Company Websites, Desk Research, OC&C analysis

| © OC&C Strategy Consultants 2024
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Al Discovery & Planning Al Booking & Dist.

Operators can actively improve defensibility by investing in brand & customer

relationships, while increasing uniqueness and complexity of content

Moving “Up and Right” for Operators

Developing unique
content & supply
Improving strength of brand

e Investin proprietary or exclusive & human relationships
inventory and rates via scale,

relationships and partnership

Most Defensible
¢ Investin a distinctive brand identity
and build equity and trust that
customers actively seek out

¢ Vertically integrate across the
value chain where it provides real

content advantage » Drive loyalty, repeat usage, and

membership behaviors that insulate
from leakage to Al channels

P o

e Increase the complexity of
products being offered, e.g., more
off-the-beaten track, more
ingredients, harder-to-replicate
experiences

¢ Own the customer relationship and
leverage first-party data to enhance
personalization, conversion and

e |ayer value-added services Al retention

cannot easily automate, e.g. higher-

touch, surprise and delight benefits

¢ Reduce reliance on search-led
acquisition, doubling down on direct
channels

Source: Company Websites, Desk Research, OC&C analysis | © OC&C Strategy Consultants 2024
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Al Discovery & Planning Al Booking & Dist.

Al booking agents remain nascent but multiple players are positioning to

control the future booking interface

Potential Winners in Al Bookings

Goodle .,

Al ‘Big Tech’ @OpénAl ‘

AEVEE amazon
!

Booking.com

Incumbent OTAs Y]

Expedia viator

Travel-Specific Al Lavia
Disruptors ‘¢ mindtrip.

| A
B2B Inventory Saur e
Intermediaries hotelbeds

MARRIOTT

BONVSoY )
Hilton
Afcarnival

Source: Company Websites, Desk Research, OC&C analysis

Travel Brands

* Build on: Unmatched consumer reach, habitual touchpoints, and default interfaces

Opportunity: Become the consumer’s default Al travel concierge, pushing suppliers to integrate directly

* Key risks: Conflicts with existing monetization models; generalist positioning may limit travel-specific depth

* Build on: Deep inventory, transaction infrastructure, reviews, and trusted consumer brands

Opportunity: Defend and extend position via Al-native experiences - or act as the fulfilment layer behind Al agents
Key risks: Losing discovery if they don’t control the interface; legacy UX and economics may slow true reinvention

e Build on: Speed, focus, and ability to design natively for Al-first planning experiences
e Opportunity: Win niche use cases or differentiated journeys incumbents underserve

Key risks: Limited scale, weak trust, and lack of fulfilment infrastructure

Build on: Rich inventory and transaction APIs, deep supplier integrations
Opportunity: Become the default fulfilment backbone for Al agents; extend into white-labelled consumer
propositions

* Key risks: Disintermediation if Al players bypass them and connect directly to suppliers

Build on: Direct customer relationships, loyalty programs, proprietary inventory and experiences

Opportunity: Secure preferred placement in Al agents (with better data / co-branding); use Al to create white-
labelled trip-planning inside their ecosystems

Key risks: Being abstracted away if they lack unique value, strong APls, or brand pull

| © OC&C Strategy Consultants 2024
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OC&C are a global
sector specialist
strategy
consulting firm of
c. 800 consultants

Founded in 1987
17 offices worldwide"

Global coverage through our
hubs

Client roster includes some

of the largest corporations
and most innovative
challengers in the world

e Qur core consumer & leisure

team operate across our
offices globally

Warsaw

Rotterdam

Milan Paris

London

s

Dusseldorf

Munich

Hong Kong

1. The B Corp certification does not extend to our alliance with Advisia OC&C Strategy Consultants in Brazil or Redseer across The Middle East and India.

.

Melbourne

Sydney

Shanghai
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Travel, Leisure and Hospitality is one of our focus sectors where we have built deep expertise

OC&C Sectors

| © OC&C Strategy Consultants 2024
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We work extensively across the travel ecosystem, spanning asset-owners, brands

intermediaries and travel tech

Accommodation
Hotels and Resorts

Pyt

FOUR SEASONS

X
CARLSON

@ . IHG
% HOTELS & RESORTS
REZIDOR

Hilton
EMAAR
BIG CEDAR LODGE HOSPITALITY
3 L]
Hilton e
A GRAND VACATIONS @ ® @
SIX SENSES

~ooikos
SANTIEY

’j,r‘-
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|\JTERLONTNENTAL
D Vacanced e psons

@ RADISSON W
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Travelodge

VILLAGE
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Premlerlnn

stayéi'ty'“

WYNDHAM
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VS
LEISURE N
LEISURE \-’ACATIONt{W VILLAGE

RRRRRRR

e

Vacation Experiences
Cruise, Parks, Tour Operators

N

e
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S
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Abercrombie & Kent
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i
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N
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enchanting

HAYES@;JARVIS

AW [TT

AMERICAN Thomas
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W Voyageurs
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P&O CRUISES

Distribution
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Transport
Airline, Airport, Bus, Train, Taxi
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Technology, Data, Software, Retail

jetBlue
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We serve as a leading advisor on Leisure and Consumer deals with deep experience of both

sell-side and buy-side

Recent Retail, Leisure & Consumer Transactions Where OC&C Advised the Successful Bidder / Vendor

. . . .
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Contact Details

Janine Mandel Rebecca Henshaw

e Partner at OC&C in US Consumer e Associate Partner in OC&C’s
and Leisure practice Leisure Practice in New York

e Specialized in accommodation,
cruise, touring and luxury travel

e Experienced in entertainment,
attractions, and hospitality

rebecca.henshaw@occstrategy.com

janine.mandel@occstrateqgy.com

Coye Nokes

—

e Partner at OC&C focused on
Travel, Travel Tech and Hospitality

e Partner and Head of US Consumer
and Leisure Practice

e |eads US Leisure private equity
relationships

e |eads OC&C’s private equity
\ relationships in travel

phil.hunt@occstrategy.com

colin.tyler@occstrategy.com

David Sinclair

e Partnerin OC&C’s Travel &
Hospitality Practice

John Franklin

e Partnerin OC&C’s Travel &
Hospitality Practice

® Focus on corporate strategy with
global hotel and air operators

e Expert in Loyalty and Membership
program design

john.franklin@occstrategy.com

david.sinclair@occstrategy.com
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Key contacts

Rebecca Henshaw, Associate Partner
Rebecca.Henshaw@occstrategy.com

Philip Hunt, Partner
Phil.Hunt@occstrategy.com
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John Franklin, Partner
John.Franklin@occstrategy.com

David Sinclair, Partner
David.Sinclair@occstrategy.com

Janine Mandel, Partner
Janine.Mandel@occstrategy.com

Coye Nokes, Partner
Coye.Nokes@occstrategy.com

occstrategy.com

uncommon sense™

© OC&C Strategy Consultants 2025. Trademarks and logos are registered trademarks of OC&C Strategy Consultants and its licensors.



	Investment Themes in Travel
	Slide 1: From Turbulence to Tailwinds?
	Slide 2
	Slide 3: Agenda
	Slide 4: After years of strong tailwinds and resilience, 2025 saw a slowdown in travel, but sustainable demand trends are set to support return to growth
	Slide 5: After strong growth post-Covid, travel in 2025 had a bumpier ride, with a flat domestic market, inbound compression and slower US outbound
	Slide 6
	Slide 7
	Slide 8
	Slide 9
	Slide 10
	Slide 11
	Slide 12
	Slide 13
	Slide 14
	Slide 15
	Slide 16
	Slide 17
	Slide 18
	Slide 19
	Slide 20
	Slide 21
	Slide 22
	Slide 23
	Slide 24
	Slide 25: Agenda
	Slide 26
	Slide 27: Travel, Leisure and Hospitality is one of our focus sectors where we have built deep expertise
	Slide 28: We work extensively across the travel ecosystem, spanning asset-owners, brands, intermediaries and travel tech
	Slide 29: We serve as a leading advisor on Leisure and Consumer deals with deep experience of both sell-side and buy-side
	Slide 30
	Slide 31


