OCTOBER 2009 REPORT: IS THE WORST BEHIND US?

The encouraging figures we saw in September are shaping up as a solid trend in October. While we are

still well below 2007 data points, both the number of bookings and net revenue figures are moving back

to 2008 rates. Performance in North America continues to show the greatest level of recovery. We

should remember that the downward trends we’ve be
America. While there are many factors involved in these trends, to the extent that this is a situation in

which the first to suffer is the first to recover, we could expect to see other regions producing

encouraging results in the months ahead.

One area in which the GDS channels are outperforming the ADS channels is the year-over-year stability

of ADR (average daily rate). While still a significant decrease, the -17.35% YOY drop in GDS rates

compares quite favourably with the -25.07% YOY decrease we see in the ADS channel. This holds true

for October 2009 vs. 2008 comparisons as well —where GDS rates are only down -2.35% and ADS rates

aredown-14 . 4 8 %. It appears that ADR through the GDS ¢
annual negotiated rates.

We continue to see a significant shift of volume from the GDS channel to the ADS channel. While GDS
channel reservation volume is still down YOY by -6.42%, the ADS channel has seen significant growth in
net reservations this year with an overall YOY growth of +3.27%. This trend is emphasized by the
October 2009 vs. 2008 results that show a +15.89% increase in ADS net reservations.

GDS CHANNEL (CORPORATE TRAVEL FOCUS)

GDS bookings in October had a comparatively strong month with a slight increase in bookings and ADR
over September 2009. Although the ADR achieved in October of $163 is slightly up on September 2009
(ADR $162.65), it was slightly down compared to October 2008 (5166.97) and September 2008 (ADR of
$182). This indicates that the impact of the recession on rates really started to take hold in October
2008. We still have a significant gap to close before rates are back to pre-recession levels.

The net bookings trend for GDS is positive with volumes increasing with October 2009 bookings nearly

comparable with October 2008 (only -0.44%). The other encouraging note is that the length of stay has
grown slightly through this channel to 2.16 days. The result is that the total revenue generated through
the GDS channel is nearly back to October 2008 levels (-2.28%).



NORTH AMERICA GDS

Global GDS (Mostly Corporate) - YTD Variances

Month

JANOSY vs 08 CHG
FEBO9 vs 08 CHG
MARO9 vs 08 CHG
APRO9 vs 08 CHG
MAYO09 vs 08 CHG
JUNO9 vs 08 CHG
JULOS vs 08 CHG
AUGO09 vs 08 CHG
SEP09vs 08 CHG
OCT09 vs 08 CHG
YTD OCT CHG

Net
Reservation

CHG
(10.75%)
(12.29%)
(2.32%)
(12.94%)
(12.80%)

(6.97%)
(1.10%)
(3.42%)
(0.44%)
(6.42%)

Net ADR
CHG
(17.85%)
(20.33%)
(21.95%)
(25.36%)
(20.37%)
(18.27%)
(18.26%)
(14.95%)
(10.79%)

(2.35%)
(17.35%)

NetAvg

LOS CHG
(3.69%)
(1.30%)
(0.97%)
(0.77%)
(1.70%)
(2.16%)
(1.99%)
(1.98%)

(1.55%)

(1.61%)

Net

Revenue

CHG
(29.47%)
(31.10%)
(24.57%)
(35.58%)
(31.82%)
(20.06%)
(25.54%)
(17.62%)
(15.22%)
(2.28%)
(23.97%)

North American corporate bookings seem to be recovering much quicker than the rest of the world.

GDS net reservations are showing growth for the fourth month of the year, and the third month in a
row, with October 2009 showing an increase of +3.5% over October 2008. The increase in reservation
volume appears to have offset the ADR reduction leaving revenue flat year over year.

ALL OTHERS GDS

N. America GDS (Mostly Corporate) - YTD

Month

JANOS vs 08 CHG
FEBO9 vs 08 CHG
MARO9 vs 08 CHG
APRO9 vs 08 CHG
MAYO09 vs 08 CHG
JUNO9 vs 08 CHG
JULO9 vs 08 CHG
AUGO09 vs 08 CHG
SEPO9vs 08 CHG
OCTO09 vs 08 CHG
YTD OCT CHG

Variances
Net
Reservation Net ADR
CHG CHG
(12.39%)  (14.13%)
(13.61%)  (14.56%)
(6.05%)  (16.93%)
(12.46%)  (16.09%)
(11.13%)  (16.79%
{15.60%)
(5.08%)  (15.99%)
(14.19%)
{9.69%)
| (2.10%)
(4.92%)  (13.75%)

NetAvg

LOS CHG
(4.63%)
(4.84%)
(4.00%)
(5.13%)
(4.17%)
(3.25%)
(2.86%)
(3.21%)
(4.01%)
(1.44%)
(3.90%)

Net
Revenue
CHG
(28.36%)
(29.86%)
(25.18%)
{30.40%)
(29.26%)
(14.71%)
(22.66%)
(14.67%)
(11.03%)
(0.25%)
(21.31%)

The rate of decline seems to be abating elsewhere for GDS bookings. While the picture is not as positive

as in the U.S., ADR is trending closer to last year, LOS is slightly up and net reservations are getting closer
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All Others GDS (Mostly Corporate) - YTD

Variances

Net Net
Reservation Net ADR NetAvg Revenue

Month CHG CHG LOS CHG CHG
JANOS vs 08 CHG (8.99%) (21.34%) (2.67%) (30.37%)
FEBO9 vs 08 CHG (10.89%) (25.61%) (32.06%)
MARO9 vs 08 CHG (27.10%) (24.08%)
APRO9 vs 08 CHG (13.48%) 1 (39.19%)
MAYO09 vs 08 CHG (14.60%) (23.24%) (33.76%)
JUNOS vs 08 CHG (4.82%) (19.59%) (0.81%) (24.13%)
JULOS vs 08 CHG (9.38%) (20.02%) (0.74%) (28.08%)
AUGO09 vs 08 CHG (5.78%) (14.95%) (0.24%) (20.09%)
SEP09 vs 08 CHG (9.22%) (10.93%) (18.31%)
OCTO9 vs 08 CHG (4.17%) (2.17%) (3.79%)
YTD OCT CHG (8.04%) (20.32%) (26.05%)

ADS CHANNEL (LEISURE TRAVEL FOCUS)

We have now seen our fifth month in a row of YOY increases in net reservations made through this
channel. October 2009 net reservations are up +15.89% over October 2008. This is the third month in a
row with double digit increases. Although ADR is significantly down on 2008 levels, the net revenue level
is only -3.56% below October 2008.

Earlier this year the volume of bookings being driven through the ADS channel was being stimulated by
heavy discounting—leading to the dramatic fall in ADR. Now we are able to see that rates have been
able to gradually increase without hampering a rise in net reservations. While ADR remains a long way
short of 2007 levels, it is encouraging to see it trending upwards.

Although the look-to-book ratio is higher than it was in October 2008 (1,699:1 vs. 1,377:1) it has been
falling over the past four months. 1t’s not
shopping by systems, a shift of shopping to more efficient systems or simply less shopping before buying
by consumers. One thing that is clear—the reduced look-to-book ratio reduces the pressure on the
systems involved in supporting the shopping process. Based on our conversations with various industry
leaders, there is growing awareness of the need for a structured evolution of industry processes to
ensure that we support an ever-increasing level of expectations from consumers.
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Global ADS (Mostly Leisure) - YTD Variances

Net Net
Reservation Net ADR NetAvg Revenue

Month CHG CHG LOS CHG CHG
JANO9 vs 08 CHG (4.21%) (20.23%) (5.57%) (28.75%)
FEBO9 vs 08 CHG (10.88%) (25.84%) (5.70%) (38.34%)
MAROS9 vs 08 CHG (1.56%) (27.80%) (5.04%) (32.94%)
APRO9 vs 08 CHG (7.87%) (27.38%) {5.45%) (37.15%)
MAYO09 vs 08 CHG (4.71%) (25.91%) (6.34%) (34.12%)
JUNO9 vs 08 CHG (30.31%) (6.56%) (28.88%)
JULO9 vs 08 CHG . (29.30%) (4.87%) (26.21%)
AUGO09 vs 08 CHG (23.04%) (4.13%) (16.82%)
SEPO9vs 08 CHG (17.29%) (6.43%) (9.86%)
OCTO09 vs 08 CHG (14.48%) (2.73%) (3.56%)
YTD OCT CHG 3.27° (25.07%) (5.52%) (27.17%)

NORTH AMERICA ADS
North American net reservations through the ADS channel continue to show robust year over year
growth—strongly outperforming the global trend.

Revenue earned in North America through this channel in October is close to par with last year. This end
result is a combination of very strong growth in net reservations and an ongoing trend of significant
discounting of rates.

N. America ADS (Mostly Leisure) - YTD Variances

Net Net
Reservation Net ADR NetAvg Revenue

Month CHG CHG LOS CHG CHG
JANO9 vs 08 CHG - (12.81%) (7.25%) (15.10%)
FEBO9 vs 08 CHG (2.77%) (18.97%) (7.01%) (27.03%)
MAROS vs 08 CHG (21.33%) (5.68%) (23.04%)
APRO9 vs 08 CHG (1.98%) (20.45%) (6.44%) (27.23%)
MAY09 vs 08 CHG (20.29%) (7.15%) (25.85%)
JUNO9 vs 08 CHG (26.84%) (7.23%) (21.85%)
JULO9 vs 08 CHG (27.75%) (5.77%) (22.31%)
AUGO09 vs 08 CHG 1 (22.34%) (5.31%) (14.11%)
SEP09vs 08 CHG 1 (17.24%) (8.52%) (7.88%)
OCTO09 vs 08 CHG (16.58%) (4.34%) (2.92%)
YTD OCT CHG ! (21.24%) (6.63%) (19.76%)

ALL OTHERS ADS

ADS net reservations trends outside of North America are improving, but still reflect decreases from the
same time last year. The improvement noted in the last few months appears to have much more to do
with the fact that we are comparing to already weakened results in 2008 than with stronger
performance in 2009. The positive trend in LOS does provide some level of encouragement.



All Others ADS (Mostly Leisure) - YTD Variances

Net Reservation  Net ADR NetAvg Net Revenue

Month CHG CHG LOS CHG CHG
JANO9 vs 08 CHG (36.34%) (29.73%) (0.66%) {56.90%)
FEBO9Y vs 08 CHG {41.59%) (36.11%) (0.05%) (63.77%)
MAROS9 vs 08 CHG (26.82%) (39.60%) (1.39%) X
APRO9 vs 08 CHG (34.51%) (38.21%) (0.20%)

MAYO09 vs 08 CHG (30.48%) (35.06% (1.38%) (56.06%)
JUNO9 vs 08 CHG (20.98%) (33.86 (1.82%) (49.28%)
JULOS vs 08 CHG (17.14%) (29.86%) (40.66%)
AUGO09vs 08 CHG (11.37%) (20.94%) (26.89%)
SEPO9vs 08 CHG (7.27%) (13.26%) (15.83%)
OCTO09 vs 08 CHG (8.00%) (1.86%) (5.51%)
YTD OCT CHG (24.84%) (29.58%) (47.39%)

FORWARD LOOKING INDUSTRY TRENDS

Bookings for future stays reflect several interesting trends. First, we note that bookings are not being
made as far in advance as we have seen in the past. This could be driven by a number of different
factors, including cautious buying behavior as individuals and organizations watch for more signs of
recovery before investing in future travel.

Another notable trend is a significant increase
whether this reflects a change in rate strategy. This is something for us to watch in the months ahead.

The forward-looking trend for ADS looks positive, with more future bookings than for the same period
last year. The opposite is true in the GDS channel, where we see a reduction over the same period last
year. However, booking trends, especially with the discounts being offered closer to arrival, indicate that
volume will be the same or greater when we look back at this time period.

FORWARD LOOKING NOV09-MAR10 - Global GDS

Net Reservation Net ADR NetAvg LOS  Net Revenue

Month CHG CHG CHG
NOVO09 vs 08 CHG (1.52%) (0.07%) (8.26%)
DECO9 vs 08 CHG {16.70%) (2.89%) (28.74%)
NOV-DEC09 vs 08 CHG (4.26%) (0.94%) (13.48%)
JAN10 vs 09 CHG (24.31%) (1.00%) {38.80%)
FEB10 vs 09 CHG (28.78%) (43.68%)
MARI10 vs 09 CHG {26.66%) o) (40.11%)
JAN-MARI10 vs 09 CHG (25.99%) {16.20%) (3.81% (40.51%)

FORWARD LOOKING NOV09-MAR10 - Global ADS

Net
Reservation Net ADR NetAvg Net Revenue
Meonth CHG CHG LOS CHG CHG
NOVO09 vs 08 CHG (19.19%) (16.97%)
DECO9 vs 08 CHG (26.87%)
NOV-DECO09 vs 08 CHG (21.81%)
JAN10 vs 09 CHG (3.01%) (24.81%)
FEB10 vs 09 CHG (23.68%)
MAR10 vs 09 CHG (18.11%) (19.05%)

JAN-MAR10 vs 09 CHG (22.94%) (23.10%)



KEY TAKEAWAYS
All indicators we are following point to a bottoming out for the industry.

In most cases, the improvement in net reservation trends are substantially offsetting continuing
downward pressure on rates.

The channel shift (from GDS to ADS) that has been underway for years continues.

North America continues to show growth in both the GDS and ADS sectors with other regions of the
world starting to approach year over year parity.

We must be careful in comparing year over year results at this point as we are now comparing results
against some of the most challenging in recent history.

We look forward to sharing more about industry trends and developments in the next edition of The
Pegasus View.

) .
Mike Kistner

President and CEO, Pegasus Solutions Ric Leu'fwyler, CMO, Pegasus Solutions
/- President, Utell Hotels & Resorts
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ABOUT PEGASUS

Pegasus Solutions is the world’s | eading provider
distributors, supplying state-of-the-art central reservation systems and electronic distribution services,

advanced agency commission processing and payment services, and hotel marketing representation

services. Founded in 1989, Pegasus created and launched the hotel switch, and today its customers

include more than 90,000 properties around the gl

agencies. Additon a | | vy , Pegasus'’ power f ul representation ar
Utell Connect, services that have been chosen by nearly 11,000 member hotels in more than 130
countries, making Pegas u sartyrhaeketing,cadlecahd reservations t ry’' s | a
specialist. Pegasus also powers the niche consumer Web site www.hotelbook.com™, dedi cated to

promoting independent and boutique hotels throughout the world. Headquartered in Dallas, Pegasus
has 18 offices in 11 countries, including regional hubs in London, Singapore and Scottsdale, Arizona. For
more information, please visit www.pegs.com or www.utell.com.




