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Forward-Looking Statements.  Our presentation today, including the slides contained herein, contains "forward-

looking statements" within the meaning of the Private Securities Litigation Reform Act of 1995.  These statements are 

not historical facts or guarantees of future performance and are based on management's assumptions and 

expectations, which are inherently subject to difficult to predict uncertainties, risks and changes in circumstances.  

The use of words such as "intends,ò ñexpects,ò ñmay,ò ñbelieves,ò ñshould,ò ñseeks,ò ñintends,ò ñplans,ò ñpotential,ò 

ñwill,ò ñprojects,ò ñestimates,ò ñanticipatesò or similar expressions generally identify forward-looking statements.  

However, these words are not the exclusive means of identifying such statements, and any statements that refer to 

expectations, beliefs, plans, predictions, projections, forecasts, objectives, assumptions, models, illustrations, profiles 

or other characterizations of future events or circumstances are forward-looking statements, including without 

limitation statements relating to future revenues, expenses, margins, performance, profitability, cash flows, net 

income/(loss), earnings per share, growth rates and other measures of results of operations (such as, among others, 

EBITDA or adjusted EBITDA) and future growth prospects for TripAdvisorôs business. Actual results and the timing 

and outcome of events may differ materially from those expressed or implied in the forward-looking statements for a 

variety of reasons, including, among others, those discussed in the ñRisk Factorsò section of our Annual Report on 

Form 10-K, as amended. Except as required by law, we undertake no obligation to update any forward-looking or 

other statements in this presentation, whether as a result of new information, future events or otherwise.  Investors 

are cautioned not to place undue reliance on forward-looking statements. 

  

Non-GAAP Measures.  This presentation also includes discussion of both GAAP and non-GAAP financial measures.  

Important information regarding TripAdvisorôs definition and use of these measures, as well as reconciliations of the 

non-GAAP financial measure to the most directly comparable GAAP financial measure are included in the press 

release reporting our second quarter 2013 financial results, which is available on the Investor Relations section of 

our website: www.tripadvisor.com.  These non-GAAP measures are intended to supplement, not substitute for, GAAP 

comparable measures. Investors are urged to consider carefully the comparable GAAP measures and 

reconciliations. 

  

Industry / Market Data.  Industry and market data used in this presentation have been obtained from industry 

publications and sources as well as from research reports prepared for other purposes. We have not independently 

verified the data obtained from these sources and cannot assure you of the dataôs accuracy or completeness. 

  

 

Safe Harbor 



Who We Are 



Help travelers around 

the world plan and 

have the perfect trip  

Our mission 
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Headquartered in Newton, MA 

39 countries; 22 languages 

810K+ hotels & accommodation pages 

600K vacation rentals listings 

2.2M+ restaurant & 420K+ attractions 

Valuable lead source to OTAs, hoteliers 

 and businesses 

Loyal & engaged travel community drives 

powerful network effects 

260M+ unique monthly visitors
1 

150M+ user-generated reviews & opinions 

100+ traveler contributions per minute 

Price comparison, personalization, friend 

 content, traveler photos, room tips and 

 forums 
1 Google Analytics, worldwide data, average monthly unique users during Q1 2014 

2 Adjusted EBITDA is a Non-GAAP financial measure. For a reconciliation of Adjusted EBITDA to net income please see slide 20. 

The presentation of this financial information is not intended to be considered in isolation or as a substitute for, or superior to, the financial information prepared and presented in accordance with GAAP 
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We are the Worldôs Largest Travel Website 

Key Facts 

Travel Community Stats 

Revenues 

Adjusted EBITDA
2 
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Deep, Rich User-Generated Content 

Help travelers around 

the world plan and have 

the perfect trip 

Conrad Maldives Rangali Island 
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Driving Powerful Network Effects 

Content drives audience 

Audience drives leads 

Community drives content 

Research 

Community 

On the trip 



What We Do 
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We Help Travelers Choose 

Price 

Comparison 

Compare room prices 

from 100+ sites 

Rich Travel 

Content 

150M+ reviews & 

opinions; Candid photos;  

Friend Content 

On the  

Trip  

Content on 2.6M+ 

restaurants, attractions 

and activities; Top-ranked 

mobile apps
1 

1 Distimo study of mobile app downloads in the travel sector for the period of January 1, 2012 to March 31, 2014, based on downloads and device installs  
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We Help Clients Prosper 

Audience 

Rich, fresh user 

content on 3.4M+ 

businesses drives 

260M+ UVs per 

month
1 

Leads 

Large source of qualified 

shoppers looking for 

flights, accommodations, 

restaurants &  

attractions 

Profit 

Cost-per-click, Display and 

Subscription / Transaction 

ad opportunities drive 

bookings 

$ 
$ 

$ 
$ 

1 Google Analytics, worldwide data, average monthly unique users during Q1 2014 
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1 Google Analytics, worldwide data, average monthly unique users during Q1 2014 

2 TripAdvisor log files, March 31, 2014. Mobile uniques includes tablet and phone and is measured on an average monthly basis 

3         TripAdvisor log files, March 31, 2014. App downloads and/or initializations of TripAdvisor, City Guides, SeatGuru, Jetsetter and GateGuru measured on a cumulative basis.   

260M 
Average 

Monthly Unique 

Users
1 

Community 

100M 
App Downloads

3 

Mobile 110M 
Mobile Uniques

2 

150M 
Reviews & 

Opinions 

Content 4M 
Places to stay, eat, & 

explore 

39 
Points of Sale 

Global Reach 
22 
Languages 

Global Scale and Robust Travel Platform 

100 
Contributions per 

minute 
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Key Operating Priorities ï ñSpeed Winsò 

Talent 
Attract, build and retain 

a world class team 

Technology 
Build flexible, scalable 

architecture 

 

Product 
Develop products 

travelers love 

 

Monetization 
Scale and optimize 

profitable business lines 

for the long-term 
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Top-Ranked Travel Apps in the World
1 

22 
Languages 

100M 
App 

Downloads 

110M 
Monthly  

Uniques
2 

44% 

% of Total  

Traffic
3 

1 Distimo study of mobile app downloads in the travel sector for the period of January 1, 2012 to March 31, 2014, based on downloads and device installs  

2 Average monthly unique users on mobile devices for Q1 2014, according to TripAdvisor log files 

3 During Q1 2014, according to TripAdvisor log files; Includes tablet and smartphone traffic 


