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Gross  bookings

increased 18% Bites

(and revenue 20%); comfortably above
the 13% average annual. Fastest growth
was in regions outside North America
(partly because the dollar figure is low-
er, of course). The NAm share has fallen
nearly 10 points since 2005, to 69%.

But the company is not getting much
growth from its multitude of brands.
The core Expedia remains dominant;
79% in 2005 and 78% this year. And with

Table 2

Travelport revenue, Jan-Jun 08

Division No,US$mn  Growth,%
1184 44.0
Gullivers 185 27.6
Total 1369 46.6

Notes: Some distortion as Orbitz, now a separate
operation, included in 2006 totals. Source: company.

Galileo+Worldspan*

® Messe Berlin, organisers of the ITB
Asia trade show scheduled for next
month in Singapore, has shown what
appears to be surprising and great mis-
understanding of the online business in
Asia.

MB says online sales “will grow
about 90% over the next 10 years”. That
would be a disaster; 90% annually or
900% might sound closer.

MB also adds that China, India, In-
donesia, Hong Kong, and Vietnam
(we are not sure if that list is in any or-
der) will “lead the way”. This is a bi-

hotels.com, the other main brand, Table3

o - . . .
91% in 2005 and this year. Travelport business profile, Jan-Jun

Also not moving much is ‘mer-
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Packages revenue continues to
disappoint, after being the Next Big ROW 89 24 9 26
Thing. But not yet; Expedia’s total is Worldspan 69 177 84 NA
still small, and has grown only 3% Total transaction value,US$mn
annually since 2005. Gullivers 941 15.9 812 21.0

® Travelport. Tracking progress is

Notes: ROW = rest of world. Source: company.

zarre list, leaving out - at least - Japan,
Korea, Malaysia, Singapore. MB ap-
pears to show ignorance of the region
by including Indonesia and Vietnam.

® China-based Elong, partly owned
by the world’s largest OTA, US-based
Expedia, is a long-way from an OTA.

Most of its revenue comes from

complicated by the separation of the
OTA Orbitz and the
purchase of GDS
Worldspan in the
past 20 months.

Item

Elong revenue profile, Jan-Jun
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hotel commissions, see table, mak-
ing it more like an
online hotel reser-
vations office. Al-
though air is grow-

2005

If anything, the
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dat'a indicates the Air commission 5.5
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Notes: *Converted at US$1 to Y6.86. Source: company.

ing faster, the ho-

74.9 80.2

13.8 108 tel share has fall-
113 9.0 en only from 80%
1000 100.0 in the first half of

2005 to 72% this
year.
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