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Ctrip Corporate Travel
PART 1 Foreword

The sudden outbreak of the COVID-19 pandemic did little to ease the uncertainties in 2019. If
anything, it augured a very unusual and challenging year for the world economy. Despite the
unprecedented impact, China's economy picked up steadily in 2020. lts GDP exceeded CNY100
trillion after growing 2.3% year on year.

As the pandemic tied up our feet, the business/leisure travel industries were facing a big test. GBTA
(Global Business Travel Association) data shows that global BTS (business travel spending)
dropped 51.5% to USD694 billion in 2020.

Due to COVID-19, China's BTS also fell 38% over the year. Yet China is bouncing back faster
than most countries in Asia-Pacific and the rest of the world. China's business travel market has
sound fundamentals in the long run. As China becomes more experienced in epidemic prevention
and vaccinates an increasing number of people, the market would not have to wait long before
returning to its pre-pandemic level.

Given China's "new development paradigm with domestic circulation as the mainstay and domestic
and international circulations reinforcing each other", the domestic travel market would be the first to
rebound. There is, however, less optimism about the outbound travel market, mainly because of
lockdown restrictions and rigid entry/exit policies of various countries. Things will not get much better
unless these countries bring COVID-19 under control and effectively vaccinate their citizens.

This White Paper presents a panoramic view of Chinese and global business travel markets in the
pandemic era. It also covers the current situation and future trends of business travel management,
which customers and peers might find illuminating when exploring new paths together.
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Research Methods

Survey (Quantitative)
Quantitative +

Interview (Qualitative)

Online survey on business
travel managers

Send questionnaires to thousands of companies
through Ctrip Corporate Travel's own channels and
ZhiXingXiaoZheng's We-media channel, targeting
administrative/financial managers and other persons
directly in charge of business travel.

Online survey on frequent
business travelers

CTR Market Research Co., Ltd. runs an online
survey on business travelers at large (covering
most frequent travelers) from tier-1 to tier-4 cities
in China.

Co-publisher: ﬂ

AR R A 5

Ctrip Corporate Travel

Co-researcher: | | RIfTIRH

Civil aviation data partner:

Analyze the behavioral preferences of travelers and various
trends based on Ctrip Corporate Travel’s big data.

== CAPSE

Qualitative

In-depth interview with
business travel managers

Business travel managers from different
industries go into depth about their
problems and needs, the way to "delicacy
management", and future trends.

Workshop for frequent
business travelers

Frequent business travelers from
all walks of life sit together and
brainstorm about how to make
travel less tedious and more fun.

MICE media partner: nﬁfﬁfgﬁg(ﬁ
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PART 2 COVID-19 Impact on Global Business Travel Market

Overview of the World Economy in 2020

NDRC: The world economy is
expecting a restorative
rebound, though it would be
uneven and unstable

In 2020, the COVID-19 pandemic plunged the world
economy into its worst downturn since the Great
Depression. Things seemed to be looking up in the
second half of the year, following a sequence of
massive policy responses from major economies. The
recovery, however, was losing its momentum in Q4 due
to a coronavirus second wave in Europe and the U.S. In
2021, the global economic situation remains complex
and challenging. A restorative rebound is on the cards,
as easing policies continue in major economies and an
increasing number of people get vaccinated around the
world. Yet the recovery will remain uneven and
unstable, given the great uncertainty surrounding the
pandemic and the sheer challenges and risks in the
medium- to long-term.

Source: Open data from NDRC Department of Policy Studies, IMF; and World Bank

The world economy would still be recovering from a low base in 2021

Since 2020 Q3, major economies have been bouncing back

faster. Principal international economic institutions slightly
revised up their 2020 global growth forecasts, though they
acknowledged that the world economy would still be
recovering from a low base in 2021. The World Bank
expected the global economy to expand 4.0% in 2021
after shrinking 4.3% in 2020, and the IMF expected it to
grow 5.5% in 2021 after contracting 3.5% in 2020.

The world is facing a widening vaccine gap
and uneven economic recovery

As winter closed in, a coronavirus second wave swept the
Northern Hemisphere. The speed of vaccination has a
vital bearing on the pandemic control. Still, countries and
people across the globe would be facing a widening
vaccine gap. IMF predicted that if the pandemic situation
worsened once again, the 2021 global economic growth
would be 0.75% lower than the baseline expectation. Also,
global aging, national income gap, Brexit, and
geopolitical conflicts would drive world economic growth
into a downward trend against pre-pandemic levels.

Trip.com Group & 422k

Global trade and investment will pick up slowly

Global production, trade and investment have plummeted
due to tighter border and traffic controls in the pandemic
era. As a result, countries are increasingly embracing
regional and local approaches to supply chains. IMF
estimated that the world trade volume would fall by
9.6% in 2020, and rise by 8.1% in 2021.

Easing policy environment would continue to
prevail across the globe

Major economies offered large monetary incentives
following the coronavirus outbreak. As the global
economic downturn continues, so will these incentives in
the short run. Inflation expectations are somewhat higher
around the world. The IMF predicted a 1.3% inflation for
advanced economies in 2021, up from 0.7% a year ago.
Yet even a 1.3% inflation is lower than the target, meaning
there is still room for monetary easing.
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OverVI eW Of GIO bal Global Business Travel Spending (2014-2024)
Business Travel Market — WorgsTs

World BTS dropped 51.5% ) \
to USD694 billion in 2020 T A T
H ; rowth

—_— L —

esm» GDP Growth eamm» BTS Growth

* GBTA estimated that global BTS dropped 51.5% to USD694
billion in 2020. The 2020 BTS losses would be 10 times as
large as those following the Great Recession of 2008.

+ Before the pandemic, business travel activity had grown for 10 2.50 : i
consecutive years by 2019. It began to falter in 2019, Three
however, as increasing barriers to trade and geopolitical 2.00 160 L78* forecasts
i i i i 1.58* for 2024
tensions led to a global economic slowdown. Total BTS Pogsr f > i
reached USD1.43 trillion in 2019, growing only by 1.5% over 143 | Optimistic:
1.50 H
2018 levels ! 1.33 141 : : 1.29* 1.59
: 117 1.21 1.26 : 1.16*
: : Posar @ R > Baseline:
+ In the optimistic scenario (where inoculation turns the 1.00 .y 1.40
tables), GBTA expects global BTS to reach USD1.59 trillion in : : =\ e\ N
2024, about 11% higher than the pre-pandemic peak. In the 0.50 195
pessimistic scenario (where vaccine rollout is slow and | o
lockdown restrictions are enforced in various countries), & (Unit: USD

trillion)

GBTA expects global BTS to reach only USD1.25 trillion by 2014 2015 2016 2017 2018 2019 | 2020 2021*  2022* 2023* 2024*
2024. The clouds of uncertainty are looming larger.

BTS (business travel spending)

* Estimated data for 2020 °

* Estimated data for 2019

Source: 2020 GBTA BTI Outlook
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Regional Business Travel Market

Asia Pacific leads the global recovery whereas Western Europe and North America are hit harder

. In 2019, trade tensions and business uncertainty led to weakness in global business travel growth. Asia Pacific (APAC) continued to make up the largest share of business travel
followed by North America and Europe. These three regions made up 90% of global business travel activity in 2019.
. Conservative estimates suggest that the world will not regain the pre-pandemic levels of business travel by 2024. Western Europe and North America will see sharper declines than

other regions, while the Middle East & Africa (MEA) and APAC will regain 2019 peaks faster. Business travel in APAC, which has fared relatively better through the pandemic,
will help to buoy global travel activity. Among the Top 15 countries by BTS in 2020, China remains the world's largest business travel market.

Business Travel Spending by Region in 2019 Business Travel Spending: Top 15 Markets (2020)
. 45000075 | 0%
Western Europe i
America 400000 1., smmm 2010 Total BTS (USD Mn) 40%
B North America 350.000 2020 Total BTS (USD Mn) o
Asia 300,000 vl 2020 Growth Rate (%) 254% -20%
Pacific I Asia Pacific 260,000 ! 30%
0 ;
43% I Emerging Europe 200.000 -40%
150.000
) ) -50%
Latin America 100 000
-60%
B widdle East & Africa e M . -39‘.&
Western Europe of W NR NN A e B n _Anting Na a8 70%
0/ Chin Sates Jugun ermiany -.:";L”l wen  nos South Kows tay Pard  Conatda Twrky Natenants Soan Aust-ata
23% |

Source: 2020 GBTA BTI Outlook
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Asia Pacific - Business Travel Market

Asia Pacific remains the largest market and China's recovery is more convincing

BTS in Asia Pacific made up almost 43% of global business travel and for the last two decades it had been expanding at an annual average rate of 7.3%—significantly faster than the global
annual average rate of 4.5% over the same period. In 2019, however, business travel in the region increased by only 1%. The dramatic slowdown was mainly because of trade disputes and
weaker domestic demand. The pandemic considered, GBTA expected BTS declines to total 44% in Asia Pacific in 2020, significantly lower than the expected declines of 58% in Western Europe
and 60% in North America.

China's share of the Asia Pacific business travel market has been growing by the year, reaching 69% in 2020. The country will fare even better than most in the region given the
early control of the virus and a more domestically focused business travel market, with a projected 2020 spending decline of only 38%. Annual BTS in China totaled USD381.7 billion in
2019, growing at a moderate rate of 0.9%.

The hardest hit markets in the region will include those that are dependent on international trade like Singapore whose BTS was predicted to decline by 82% in 2020. Business travel in Hong
Kong, likewise, was expected to plummet by 84% in 2020. Japan also experienced significant declines in BTS which stemmed from a slowdown in manufacturing at home.

Business Travel Spending of APAC Countries

Growth Rate of Business Travel Spending
- Changes in Regional Shares (%)

in Five APAC Countries

CAGR 20002019 (AR 2018-202¢ & China ®Japan = South Korea o India m Othar
e Growth rate in 2019 e Growth rate in 2020 o
20.00% 19'90 %
10.00% ey
0.00%
-10.00% South Korea Japan India Mainland China Australia
-20.00% o
-30.00% i 69.10%
-40.00%
60.00% 280 TR vl China
20.00% _543% 49.7% -56.4% -38% o
2000 2019 2020 2024 °

Source: 2020 GBTA BTI Outlook
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Asia Pacific Remains the Main Destination of Overseas Business Travel

International BTS plummeted at 80% of companies due to travel restrictions

. For the rest of the companies, Asia Pacific remains the main destination of international business travel, followed by Europe and the Americas.
. Over 80% of companies claimed a lower international BTS from a year ago. Survey shows the main reasons for the drop in international business travel and spending are tighter border controls,
canceled flights or routes, and stalled international market expansion.

Percentage of Change in International Business Travel Spending

International Business Travel by Region (%) = Down 80% or more

Down 50%-80%
Down 30%-50%

14.8%
A = Down 10%-30%
Down 10% or less
13.5% : e 11.1%4 096
5% Asia Pacific Flat from a year ago
11.8% 0
> 30% Up from a year ago
7.8%
3.5% Main Factors Affecting Overseas Business Trips (%)
2.6%
2.2% 0
69.7% . 1LY Border Closure or Stricter Entry/Exit Restrictions %2 54
Al — Canceled Flights or Routes I NN 45.6

International East Asi i i

"Bliginess | Souheast  Euope  (aoanand eme  Aea  Oceana  Afica 'Ol Stalled Intemnational Market Expansion N 4.4

Travel South Korea)
Canceled Less International Orders NN 31.4
Restrictions of International Markets on Foreign [N 27.6
Investment
I 205

) ) o - ) Cash Flow Problems
Source: Online survey on business travel managers (via Ctrip Corp.'s own channels and ZhiXingXiaoZheng's We-media channels)
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China - Business Travel Market
Growing domestic demand drives domestic business travel increase amid steady economic recovery

. According to the IMF, "China is the only major economy in the world to show positive growth in 2020 as its GDP expanded 2.3%. We predict China's growth will accelerate to 8.1%
in 2021." China will inject more impetus into global economic recovery. Its economy picked up steadily in 2020, despite the pandemic and deep global recession. In light of China's new
development paradigm with domestic circulation as the mainstay, the domestic business travel market has crafted its own pandemic survival rules.

. UNWTO data shows that because of COVID-19, global tourism industries lost USD1.3 trillion in revenues in the “worst year in tourism history”. Yet in the same year, Trip.com Group posted
one of the industry‘s fastest improving performance. Ctrip Corporate Travel saw a robust recovery of its business travel.

2013-2024 BTS of China(USD 100 Mn)

. @msm=s China BTS @mmm» GDP Growth @  BTS Growth
2013-2024 BTS of China (USD 100 Mn)
16.6% o
2024 4297 7% 0% 104% g5 g0y 9.2% BTS Growth
2023 3907
2470 rowtn
2 —TTE— 100000
2020 b2 4 : 2484
2010 CHNEE—— /)7 800,00 A M
2015 O | -38%:
2017 T ;s 600.00 5 ' BTS (business
2016 CEEEE - o7 . o
H 3783 : : pending)
201 CH— ), 40000 oy 2012 7O 38 * Estimate
Y 2243
o CaEEEE—— zo 20000 :
2013 2243 °

Source: 2019 GBTA BTI Outlook; and IMF's World Economic Outlook, October 2019 2013 2014 2015 2016 2017 2018 2019 2020 52021* 2022 2023 2024+
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2020 Travel Management Maturity by Industry

Growing domestic demand drives domestic business travel increase amid steady economic recovery

Comparison shows the most mature industries by travel management remain to be financial and insurance activities; information and communication; and agriculture, forestry, animal
husbandry and fishery. Their percentages of BTS in the travel management market are higher than their percentages of BTS in all markets. However, upon comparing the figures in the travel
management market for the last two years, we notice that the share of public utilities (electricity, gas, water, environment, etc.) has significantly increased, indicating that the industry is
gradually improving its travel management awareness, with more and more companies opting for professional travel management. Also, the agriculture, forestry, animal husbandry and
fishery industry and the professional scientific and technological activities have witnessed an increase in travel management maturity rate.

Industry

2019BTSin

Travel

Management

Market

2020BTSin

Travel

Management

Market

2019BTSin All

Markets (Includin
the Market Not

Under Travel

g 2020BTSin All
Markets (Including the
Market Not Under
Travel Management)

020
Management
Intensity

Travel Management Maturity by Industry (%)

Management Financial & insurance activities |
Manufacturing 34.34% 30.75% 34.8% 30.8% Medium Information & communication
Financial & insurance activities 19.09% 13.24% 2.6% 3.6% Strong Agriculture, forestry, Animal Husbandry & fishery
Information & communication 14.23% 16.86% 5.3% 8.8% Strong Bublic iites
!n!JD EEEE&[EI@ 5 0, . 0 3 0, . 0, H .
Agriculture, forestry, animal husbandry ; 820/0 576:0/0 : io/o f ;o/o \1/ Medum Education
& fishery ) ° e 1\ e U7 Strong Manufacturing
Public utilities Wholesale & retail
(electricity, gas,;/stlst)er, environment, 3.09% 9.86% /I\ 9.6% 6.2% \1/ Strong Arts & entertainment
Professional scie?ti_fi_c & technological 2 55% 3.56% 3.8% 5.8% Slightly weak A°°°mm°f'ati°" & food activities
acthvities. Construction
I Real estate activities 5.05% 4.05% \V/ _ 7.5% 9.9% /I\ weak Human health & social work activities :
Construction 2.51% 1.90% 3.9% 2.8% Slightly weak Professional scientific & technological activities :
Transportation & ing 2.39% 2.56% 5% 5% Slightl Transportation & warehousing
Arts & entertainment 1.96% 1.43% \y 0.2% 1.5% /T\ Medium I Extractive industry
Education 0.99% 0.85% 1.4% 0.3% Ss't'g:g Real estate F——
Extractive industry 0.60% 0.31% 0.1 51% Weak Qﬁﬂﬁic"izgﬁﬁiﬁiﬁiﬁf@fgnse, etc.
Accommodation & food activities 0.39% 0.93% 1.4% 1.1% Medium
Human health & social work activities 0.09% 0.05% 0.1 2.1% Medium Weak Stro n g
Administrative services, public 0.70% 0.24% 17.7% 9.4% Weak °
administration & defense, etc.
(MATURITY RATE: THE PERCENTAGE OF AN INDUSTRY'S BTS IN THE TRAVEL MANAGEMENT MARKET OR ALL

Source: Online survey on business travel managers (via Ctrip Corp.'s own channels and ZhiXingXiaoZheng's We-media channels)

MARKETS)
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Business Travel Supplier Cooperation Model

With an increasing share of the travel management market, TMCs are gaining momentum in second-tier cities

. When comparing research results within the last two years, we found that the share of travel management market has increased, indicating that companies are gaining greater awareness of
professional travel management. For second-tier cities, the share of travel management companies (TMCs) in the travel management market has increased by 13.6%, showing that
companies in these cities are realizing the importance of professional travel management.

. Online travel agencies (OTAs) are still the dominant domestic business travel booking platforms with a high market share in emerging first-tier (“Tier 1.5”) and third- and fourth-tier cities. Business
travel is still dominated by the payment model of "employees pay first, and the company reimburses later". The awareness and penetration rate of professional travel management still has a lot of
room for improvement.

. Notably, more and more state-owned enterprises (SOEs) and foreign enterprises choose to cooperate with TMCs, even during the pandemic.

Business Travel Supplier Cooperation Model (%)

N i e s o o s o S S S S O S S i Tier 1.5 Tier 2 Tier3& 4 SOEs . SJVs WFOEs
> =\ Enterprises

Private

0.9%1 % % % % % % % %

U
""""""""""""""""""" - 28.3 19.6 34.8 1\ 7.3 29.6 /I\ 14 44.1 /I\ 39.3 /I\
Cooperat|0nW|thalrllne/hoteldlrectsalesagenues- 304 13.6 8.3 16.8 4.8
30.7

31.9 315 35.3 28.3 32.2 28.9 41.9 \l, 32.1
Cooperation with airline ticket agents - 12%'4 2
-9 23.1 21.2 24.8 31 25.1 25.6 23.3 \l/ 17.9
6.7
. 70.1
Booking through OTAs 771 \l/
: 71.2 80.1 73.2 84 69.4 82.7 65.7 65 75
20.8
Cooperation with traditional travel agencies 22.4 216 20.2 26.2 34.2 231 26.8 24.2 \l/ 17.9
. . . . . . . ad’
8.2
Booking through the self-operated travel company, 0.1 W 2019 m 2020 0 0.3 0 0 0 0.1 0 0 °

Source: Online survey on business travel managers (via Ctrip Corp.'s own channels and ZhiXingXiaoZheng's We-media channels)
SOEs: state-owned enterprises SJVs: sino-foreign equity joint ventures WFOEs: wholly foreign-owned enterprises
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Business Travel Supplier

Cooperation Model - TMCs
e ————— e

442% Of bUSineSS tl’ave|eI’S hOpe thew Compan|es WOUId use Heard of TMC, but my company has never used it 30 26.2 16.3
pI’OfeSSIO nal trave| Suppllers Heard of TMC and my company is using it 28.3 19.6 34.8 7.3
Never heard of TMC 5.1 6.2 7.1 7.1

. In recent years, with more companies demanding travel cost control, efficiency improvement, and Never heard of TMC, but would love my company to
management standardization, the TMC industry is growing rapidly. In this survey, nearly half of the adopt it 69.3

respondents heard of TMC, but only 22.4% of the companies are using this model.

. It is worth mentioning that after learning about the services provided by TMCs, 43.2% of the _
business travelers hoped their companies would adopt the model. Among them, business Enterprises
travelers of private and medium-sized enterprises living in third- and fourth-tier cities have Heard of TMC, but my company has never used it 30.6 26.9 22.9 28.6

expressed a stronger desire for the digital transformation of travel management.
Heard of TMC and my company is using it 29.6 14 441 39.3

72 6.3 B15 3.6

Awareness & Adoption Rate of TMC (%) it

Never heard of TMC, but would love my company to adopt it

m Heard of TMC, but my company hasl 5.8% K Small Enterprises [Medium-sized|Large
never used it Heard of TMC: 49.4% T 0 | Enterprises |Enterprises

I A TMC: 24.4% 0
43.2% 26 1% . | dOpted c: ° 0.9% | I Heard of TMC, but my company has never used it 26.8 27.2 27.6
Expect the -170 Heard of TMC and my company is , Would love to know more 1
Corgpany 10 using it ‘ about TMC: 43.2% /, Heard of TMC and my company is using it 12 34.4 36.4
R . TmEmEmmEmmmmTmEmTmmETS Never heard of TMC 7.4 4.8 5.6
adopt 0 Never heard of TMC and not interested
24'4 A) Never heard of TMC, but would love my company to adopt it 31.6 44.2 31.9

m Never heard of TMC, but would love
my company to adopt it

6.4%

Source: Online survey on business travel managers (via Ctrip Corp.'s own channels and ZhiXingXiaoZheng's We-media channels)
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Satisfaction Rates of Different Business Travel Cooperation Models

The satisfaction rate of companies with centralized travel management is still on the rise

Business travel management models include: 1) Centralized travel management (procuring through third-party booking partners, such as TMCs, airline & hotel direct sales agencies,
and small and medium-sized ticket agents); 2) "Employees book first, and the company reimburses later".

Survey shows that companies with centralized travel management have a satisfaction score of 8.2, up 0.4% YoY. Meanwhile, the satisfaction score of companies
cooperating with TMCs has increased by 0.5%, reaching 8.4 points.

Companies with centralized travel management

Cooperation Cooperation
Procuring through third-party booking Satisfaction ~ Centralized Decentralized el airlinwé%otel (‘:,;)i?r? girralxit:]zn tra(\;\illitznal
partners with monthly settlement score booking booking with TMCs ’ )
8 2 direct sales ticket agents travel
G : agencies agencies
0.4%
. ) Avg. @ 7.9 8.1 7.9 7.9
Cooperation with TMCs .
8.4 0.5% Top3 (%) 73.5 66.6 83.3 80.9 64.3 58.5
D ) ’
p N Working with multiple travel W orking with multiple travel Employees pay first, and the
\;Vorljlir;? fvglrttg:t?atlrii\ézl suppliers but considering suppliers with no plan for ~ company reimburses later,
3 . . . booul?ig ) GETER R switching to unified switching to unified with little cooperation with
Companies with decentralized travel booking ¢ g management management travel suppliers

Employees book first, and the company reimburses later

G 7.9 73 74 7

65.5 46.6 53 43.3 °

Source: Online survey on business travel managers (via Ctrip Corp.'s own channels and ZhiXingXiaoZheng's We-media channels)
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Key Factors in Choosing Business Travel Suppliers

Travel safety and travel data analysis become more important

. Research shows that due to the pandemic, companies place a higher value on employee safety assurance and early warning capabilities (5.8%7) when choosing travel suppliers.
Flexible payment and professional travel data report/analysis are also crucial factors. Attention to other factors such as system integration and technology development capabilities also
saw a YoY increase.

. In contrast, low prices are not as appealing to companies. Companies are shifting from being price-oriented to valuing refined travel management, more professional data analysis, and
integration with their internal system.

Key Factors in Choosing Travel Suppliers (%) Key Factors in Choosing Travel Suppliers by Corporate Type (%)
SOE_S/P_uinc Priva_te WFOEs Sma_ll Medium-_sized Larg_e
Institutions Enterprises Enterprises | Enterprises  Enterprises
58.9 _ 24/7 customer support 58.5 57.9 61.5 62.7 50 59 59.6 56.1
54_ Brand awareness & reputation 59.2 55.2 53.2 52.2 42.1 54.6 53.8 56.1
50'_ \l/ 4.3%  Ability to obtain corporate rate or low prices 51 49.7 53 55.3 44.7 51 49.5 51
35_ Settlement compliance & convenience 36.7 34.9 34.7 36 36.8 35.8 29.8 36.7
318 "I Product variety 211 308 36.8 348 342 315 305 4038
30 == /T\5-7% Flexible payment 29.3 30.1 306 202 289 30.8 251 29.6
29L Professionaltravel management & advice 32 288 274 342 289 28 345 347
ANas _ .
265 "N 3.8% stk 245 255 285 323 23.7 26.5 27.3 245
217 "= /1\5.8% EmPloyee Safet) 2o icg oY arning 15.6 21.2 24 224 316 21.6 22,9 20.4
. 14.2 _ /T\ 4.30, Comprehensivetravel datareport & analysis 15.6 13.7 14 18 13.2 14 15.6 13.3
] 22?_2 8.6 - /T\Z.l% Technical integration & development 6.8 9.1 5.7 13 13.2 8.6 7.3 133
7.4 - Customized services 9.5 7.5 6.2 75 7.9 76 5.8 8.2
23 Adequate cash flow 2 23 17 3.1 53 2.2 25 31 °

Source: Online survey on business travel managers (via Ctrip Corp.'s own channels and ZhiXingXiaoZheng's We-media channels)
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Impact of the Pandemic on Business Trips

88% of companies reported severe impacts on business travels in 2020

Trip.com Group & 422k

Impact of Pandemic on Business
Trips by Corporate Type (%)

m No business trip for over 8 months No business trip for 4-8 months
- 88% of business travelers said that travel in 2020 was gravely affected by the pandemic. b business trip for 1-3 months No business trip for 0-1 mOREy
51.1% said that no business trip was scheduled for 4 to 8 months. SOEs mum— 352 I ——
. Enterprise-wise, the pandemic has a greater impact on the travel activities of private and  private Enterprises ‘o 60.7 ]
small enterprises. Travel activities across sectors like the accommodation and food Svs 35.2 —
service, residential and other services, agriculture, forestry, animal husbandry and fishery,
. v : WFOES 429 79y
education, Internet, and industry are more affected by the pandemic.
. Notably, foreign-invested enterprises account for the highest proportion under "basically ‘
unaffected", indicating little impact of the pandemic on their travel activities despite the Small Enterprises | 571 _—
overseas travel restrictions. They may have shifted their focus to domestic business Wi 447 —
eXpansion. Large Enterprises : 42.1 I
Huge impact Slight impact No impact
Impact of Pandemic on Business Trips (%) - Business Travelers Construction
Healthcare
Wholesale & Retail
\ \ Software & IT Services
Transportation, Warehousing &.. A
88% 6 1% 600/0 Real Estate, Leasing &.. =N
Public Facilities Management B
Public Administration & Social.. A \d

Huge impact Sllght impaCt No impact Scientific Research &..

. . Film &..
No business trip for only 0-1 month m
Culture, Sports & Entertainment

. Finance
No business trip for over 8 months 6.7% Basically unaffected 5.4% Industry
No business trip for 4-8 months 51.1% More business trips than before 0.6% Internet Industry
No business trip for 1-3 months 30.2% Education

Agriculture, Forestry, Animal..

Residential & Other Services

Accommodation & Food Services
Source: Online survey on business travel managers (via Ctrip Corp.'s own channels and ZhiXingXiaoZheng's We-media channels)
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Impact of the Pandemic on Business Trips - Frequency

. The research finds that the dominant frequency of business trips before the pandemic was 3 to 5 times/year, whereas in 2020 most respondents traveled 1 to 2 times for business purposes.
Industry-wise, people with the most frequent business trips in 2020 came from the wholesale and retail industry and the construction industry. Industries with a high frequency of business trips
previously such as the accommodation and food industry, the financial industry, and the Internet industry saw a decline. Industries that are more dependent on offline activities such as the film
and TV industry and the education industry were hit the hardest by the pandemic with the lowest frequencies of business trips.

. The research on business travelers reveals that when an outbreak occurred at the travel destination, frequent business travelers would prefer sticking to their trips if the company's regulations and

local policies allow. How would you respond to an outbreak at
Change in Frequency of Business Trips - 2019 vs 2020 your business trip destination?
! 1-2 times/ysar i h\ = Change booking
i :
| 3.5 times/yzar | %
= g = e e e e e ! . Cancel trip and refund tickets immediately
G-8 limes/yeay —— 22% and reschedule travel dates based on the
Jm—— pandemic situation
] 1
Qnce 8 manth or more ey Learn about the destination's travel policies
e 121i - (whether nucleic acid testing or quarantine is
imesiyear o, required), and stick to travel plan if possible
m 2020 u Pre-COVID-19
Once a week of mare 1 Follow company requirements and regulations
Frequency of Business Trips by Industry (2020)
Agriculture, Transportati I y .
ROIESt Wholesale on, Seaolece Internet Software & E::;Eggte’ 22::;:51& 'Rlll;r;’ﬁblishin stz i;::ﬁistration e, Pl
Animal Industry & Retail Construction Warehousin tion & Food Indust IT Services Business  Technologic g/Advertisin Healthcare Education Finance & Other & Social Sports & Facilities
Husbandry & : g&Postal  Services Y e I Sewicgs o 9 Services 0" s Entertainment Management
Fishery Services 9
1-2 times/year 64 40.9 316 35.8 32.7 69 54.3 39.8 46.2 4538 55.6 403 65.2 434 406 61.4 53.8 51.2
3-5 times/year 24 40.5 46.2 43.4 50 20.7 31.8 40.8 36.9 40.3 37 41.9 27.3 49.1 50 29.5 36.5 34.1
e e e e —————— .~ % e —— e —————————— < ) e 1
6-8 times/year 1o 12.2 14.5 13.2 7.7 3.4 6 10.7 10.8 11.1 37 11.3 3 3.8 9.4 6.8 7.7 |49
1 1
9-12 times/year HE 3.7 0.9 2.8 3.8 6.9 2.6 5.1 1.5 0 0 3.2 3 1.9 0 0 1.9 | 24
1 1
1
Once a month or more I 2.7 6.8 4.7 5.8 0 4.6 3.1 4.6 2.8 37 3.2 1.5 1.9 0 2.3 0 173
1
1 1
Once a week or more L £ IR DL RO S O —— ol b DR — == S DR 0 — . RO — —— Do . [ O — — O e —1 0

12 18.6 22.2 20.7 17.3 10.3\1/ 13.9\1/ 194 16.9 13.9 7.4 17.7 75 7.6\1/ 9.4 9.1 9.6 14.6 °

Source: Online survey on business travelers
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Business Trips - Challenges Posed by the Pandemic

. Compared with last year's research, the three major challenges faced by companies during the pandemic arise from labor costs, market expansion and sales, and remote working. However, 32.7% of
companies said they were not troubled by such pressure.

. Of the main factors affecting business trips, concerns over employees' safety remain on top, followed by hampered business expansion and other objective factors such as city regulations and canceled flights.

. Regarding what support companies want from travel service providers, destination safety warnings rose to the top, followed by personalized features for addressing COVID-19. Both of them are pandemic-
related features.

Major Business Challenges & Pressure During the Pandemic (%) Main Factors Affecting Business Trips (%)

70.8

Concerns over employees' safety _

Hindered business expansion _

R — 21 s

Destination travel restrictions & canceled flights
Difficulties in market expansion
29.4 21.6
and sales | Family reasons —
—

High labor costs

Basically no pressure

Hampered business trips & remote r 13.2 B 202
working Less departmental/individual need for business trips B 2010
Pressure of financial turnover
Rent/tax burdens Support Needed from Travel Suppliers
Delayed backorders - 4.9 Destination-specific safety warnings and tips I 49.9
Personalized features for addressing COVID-19 I 49.8
Unable to pay bills on time . 3.9
Better customer service NN 47.6
Hard to keep the business afloat r 3.3 B o0 Faster response time NN 42.5
Hard to apply for/repay loans l 25 B 2010 Easy booking/refunds & changes I 39.6
More budget products [N 30.3
Price comparison feature [N 28.4 °

Source: Online survey on business travel managers (via Ctrip Corp.'s own channels and ZhiXingXiaoZheng's We-media channels)
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Business Trips - Responses to the Pandemic

e The research finds that of all corporate responses to the pandemic, "closer cooperation with travel suppliers for more systematic and refined management" rose to the top
five, up 10%, indicating rising importance attached to refined control enabled by professional travel management.

* Across different types of enterprises, SOEs and private enterprises pay more attention to controlling travel expenses; foreign-invested enterprises opt for remote
communication possibly due to international travel restrictions. SJVs, SOEs, and private enterprises place a higher value on close cooperation with travel suppliers.

Research on Travel Managers: Corporates' Responses to the Pandemic (%) Pandemic Responses by Corporate Type (%)

Minimize travel expenses

34.4 i i
SOEs/Public Private WEOEs

Institutions  Enterprises

Partial shift to remote

communication 30.6 36.5 317 29.2 26.3
No special measures _ 219
: 27.2 24.5 37.4 35.4 211
Closer cooperation with travel
suppliers for more systematic _ 21 9.9% 19 214 23.8 21.7 28.9
and refined management 1\ ’
Offer employee safety training and daily safety 18.6 211 22 17.9 23.6 13.2
tips.
Stricter rules for travel expenses _ 18.4 184 17.8 21.7 17.4 13.2
reimbursement
224 19.6 134 19.9 18.4
Stricter pre-trip approval processes _ 18.3
23.1 18 15.3 224 28.9
Reject out-of-policy requests - 12.1 177 127 9.4 9.9 13.2
Revise travel regulations - 10.6 75 118 85 93 105
Reduce travel reimbursement cap . 2.6 27 25 28 25 5.3

Source: Online survey on business travel managers (via Ctrip Corp.'s own channels and ZhiXingXiaoZheng's We-media channels)
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2021 Business Travel - Key Goals

Travel compliance becomes the top priority, while travel safety remains essential

. The research finds that standardized travel processes and travel compliance have become the top priority, especially for SOEs, private enterprises, and large enterprises. To solve this
pain point, Ctrip Corporate Travel can provide corporate invoice settlement to support more standardized and transparent travel expenditure management and financial settlement. Ctrip
Corporate Travel also launched the One Plus solution for SOEs to help standardize their business trips.

. Controlling travel costs dropped to second place, signaling less urgency for it. In contrast, more companies hope to ensure employees' travel safety, reduce advance payments, and use
one travel service provider for unified control.

2021 Key Management Goals for Business Travel (%) 2021 Travel Goals by Corporate Type (%)
m2020 m2021 :
. . . . Medium-
SOEs/Public Private Small . Large
Institutions Enterprises LAECES She CoE Enterprises Entselrzer(ijses Enterprises
Standardize processes to ensure compliance % p
3.5% 57.1 58.4 51.7 55.3 57.9 56.3 57.5 62.2
Control travel expenses to save money % 18.6% 46.9 49.7 44.9 41.6 421 49.1 42,5 38.8
Optimize approval processes/reimbursementefficiency T 31.3 30.1 23.4 26.7 34.2 28.3 26.9 36.7
o —— 21.8 27.4 26.4 26.1 237 26.3 30.2 235
Improve employees' travel satisfaction e ——
29.3 26.6 245 21.7 39.5 25.9 27.3 29.6
Monitor the implementation of travel policy — m—
23.8 213 29.8 27.3 26.3 24.2 222 21.4
Guarantee employees' travel safety e ——— /l\ 7 9% 16.3 19.6 17 21.7 21.1 19.6 16.4 14.3
I
Reduce advance payments by employees — mmmmm—— /’\ 24% 4.3 19.9 16.6 18 13.2 18.3 4 245
I /T\ 1 1% 10.9 143 13.4 16.1 13.2 14.6 10.9 11.2
'Use one travel service provider for unified management = '
h 0 25 21 5.6 2.6 2.2 4 4.1
I
—

Reduce hidden costs (e.g., labor/communication costs)

Source: Online survey on business travel managers (via Ctrip Corp.'s own channels and ZhiXingXiaoZheng's We-media channels)
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Recovery in Business Travel Willingness

28% MoM and 29% YoY due to an outbreak in Beijing.

According to CAPSE, in February 2020 the Business Travel Willingness Index (TWI-B) dropped 85% MoM and 76% YoY due to the pandemic; in July, it dropped

There is no significant change in the Top 10 destinations by business travel willingness in the past 10 months. Due to outbreaks, however, Beijing suffered a

significant decline in TWI-d in July 2020 and January 2021, and so did Chengdu in January 2021.

YoY Analysis of Business Travel Willingness

Index (TWI-B)

3.0
2.0
1.0
0.0

> N

q\Q Q’\Q{I’Q’\Q Q)\ Cb\QoJ Q\Q \/\ Q)\Q q\Q Q’\'\ CZ’\'\ Q’\'\q’ Q\Q Q\Qq’ Q\Qrb Q\Q Q\QOJ Q\Q"O Q\é\ Q\Q‘b Q\Qo') \’\Q \'\ \'O’
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Source: CAPSE.net == CAPSE

Business Travel Willingness Index for
Destination (TWI-d) - Trends of Top 10 Cities

=== Beijing e=@== Shanghai Guangzhou ==@== Chengdu ==@== Shenzhen

= Xi'an
14.0%
12.0%
10.0%
8.0%
6.0%
4.0%
2.0%
0.0%

=@ ChongQing ==@==Hangzhou e=@==Kunming e=@== Nanjing
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Overwew of Business Travel Recovery

Research on business travel managers shows that as of the end of 2020, over 40% of companies saw business travel bounce back to more than 80% of the previous year's level, and 11%
overtook their 2019 figures. As the pandemic gets under control, most companies have resumed their travel activities. Among all types of enterprises, Sino-foreign joint ventures have
recovered the fastest. Large enterprises are also making promising headway as 52% of them have seen business travel bounce back to more than 80% of the previous year's level.

. Research on business travelers reveals that in 2020, most of them resumed business travel in May, June, and July. Business travel activity normalized after reaching a peak in June.

Research on Travel Managers - Business Travel Recovery (%)

11.1% 7.3%

Back to about 10% of last year's level

11.6%
Back to 10%-30% of last year's level

18.0% = Back to 30%-50% of last year's level
mBack to 50%-80% of last year's level
17.3%
Back to over 80% of last year's level”
"
Basically the same as last year 3
12.9% H
.
L]

= Higher than last year

19.9% .

Research on Business Travelers - Starting Month of Travel Resumption (%)

Peak
months of
resumed
travel

\ June /

Source: Online survey on business travel managers (via Ctrip Corp.'s own channels and ZhiXingXiaoZheng's We-media channels)

Back to

over 80% of

Trip.com Group” ¢ 4&F2 Sk

Business Travel Recovery Level by Corporate Type (%)

Back to about 10% of last year's level

Back to 30%-50% of last year's level
m Back to over 80% of last year's level
m Higher than last year

SOEs/Public Institutions

Private Enterprises

WFOEs

SJVs

COEs

Small Enterprises

Medium-sized Enterprises

Large Enterprises

8.2 12.9 109

6.7 10 16.1

9.4 16.8

62 75 16.8

211

53 158

8.1 116 17.4
3.6 12 17.5
381 92 143

80%+ recovered

Back to 10%-30% of last year's level
Back to 50%-80% of last year's level

m Basically the same as last year

218

19.8

228

18.6

20

19.6

19.4

2il.il

N
© gen

49.7%

-J

52%
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Travel Recovery Trend by Corporate Type

Industry-wise, compared with 2019, the demand for business travel in public institutions, manufacturing, scientific research and technological services, wholesale

and retail, and real estate industries is increasing. Public utilities, which are closely related to our daily lives, show the strongest momentum as a new powerhouse of
business travel.

Business Travel Demand Ranking by Industry

2020 Rankings 2019 Rankings Changes in Rankings

Information Transfer, Software & IT Services

Public Utilities 2 11 /[\ 9
Manufacturing 3 5 /I\ 2

Finance 4 2

Agriculture, Forestry, Animal Husbandry & 5 4
Fishery 1

Pharmaceuticals & Biological Products 6 6
Real Estate 7 8 /I\ 1
Leasing & Business Services 8 7 \l/ 1
Scientific Research & Technological Services 9 11 /I\ 2
Wholesale & Retail 10 12 N2

Source: Ctrip Data Research Institute
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Travel Recovery Trend by City
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City-wise, fourth- and fifth-tier cities are leading the path to travel recovery. Given the outbound travel restrictions, many companies are shifting their focus to the domestic

market, and lower-tier cities in particular.

Xuzhou of Jiangsu Province (a second-tier city) ranks first both by the level of business travel recovery and the growth in business travel demand, followed by Sanya
and Haikou of Hainan Province, and Zhengzhou of Henan Province. Second- and lower-tier cities are recovering faster than the rest.

2020 Travel Recovery by City Tier

Ter 1 (D
Ter 15 QN 75

61.68%

Ter> R 7 °5':

Tiers (D 7571

Tier « (D o s3%

Tier s QR 9329

Source: Ctrip Data Research Institute

Top 10 Destination Cities by Growth in Business Travel Demand

143%
200.00 132%
123%  121%  121% 121% 120% 120% 119% 116%
150.00
100.00

50.00

Xuzhou Sanya Zhengzhou  Haikou Nantong Lanzhou  Changsha Nanchang Jinan Xining

0.00

Top 10 Departure Cities by Growth in Business Travel Demand
200.00

150.00

1 6% L

123%  123% 12295  122% 121% 118% 116% 116%
100.00
50.00 °

Xuzhou Sanya Haikou Zhengzhou Changsha  Nantong Lanzhou  Nanchang  Xining Jinan
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Business Travel Confidence Index & Outlook

. Survey shows that 66.3% of travel managers expect an increase in business travel in 2021. About 10% of companies look forward to a 50% plus increase, while
another 31% predict no significant change. The surveyed companies noted that if the pandemic gets better controlled, they would arrange more business trips to make up
for last year's shortfall. In most cases, the business travel recovery confidence index is as high as 8 points.

. In 2021, most of the surveyed business travelers plan to take their first trip in March, right after the Spring Festival, if the pandemic is well under control.

Research on Travel Managers - 2021 Travel Expectation Research on Travel Managers - Travel Recovery

, ) Confidence Index (%)
= More than 50% YoY increase

m30%-50% YoY increase Expected 1
h increase in
=10%-30% YoY increase travel
66.3%

Less than 10% YoY increase i

= Basically the same as 2020"">>  31%

POWNDMUUOONOO

m | ess than 10% YoY decrease X . o .
Month of First Business Trip in 2021 (%) - Business Travelers

m10%-30% YoY decrease 19.8% ( )

30%-50% YoY decrease

= More than 50% YoY decrease

The first

business
trip peak
in 2021
Source: Online survey on business travel managers (via Ctrip Corp.'s own channels and ZhiXingXiaoZheng's We-media channels) Jan Feb Mar Apl’ May J LIJ ne or Not Sure
N——— ater
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Busmess Travel - Booking Methods

In 2020, “on behalf booking” was the most chosen business travel booking method, and its proportion rose substantially from last year. Research shows that “tedious and time-
consuming on behalf booking” has risen to the third biggest concerns about business travel management. To address this pain point, Ctrip Corporate Travel offers an OBT
system that enables booking on behalf of employees, online approval, and automatic flagging of out-of-policy requests.

. Among all types of enterprises, private enterprises, Sino-foreign joint ventures, and small enterprises generally prefer on behalf booking, while state-owned enterprises, wholly
foreign-owned enterprises, and medium-sized enterprises generally prefer individual booking by employees.

Business Travel Booking Method (%) Booking Methods by Corporate Type (%)
m20194F 20204 Individual booking = Both, with more cases of individual booking
On behalf booking Both, with more cases of on behalf booking
Booking by the company's administrative staff for employees 43.9% SOEs 27.7 _ 36.2 20.2
Both, with more cases of on behalf booking ~ E————— 5 10 1 - : \
— Private Enterprises 14.2 - ' 477 21.1 i
Booking by employees  mm— 17.3% | : 3 i
sws | 153 [EEENN 39.8 28.4 ;
Both, with more cases of booking by employees = 16.1% J N i J
o . WFOES 214 | are 393 214
Pain Points in Business Travel Management (%) ]

- Research on Travel Managers 3
316 1 f 3

Employees' safety concerns '

28.9 Small Enterprises 14.4 l

Polcyvioation & budgeing chalenges (T 28. :

Tedious and ||me-;g;:ll:n;g\§k‘g; — 225 Viedi - '
: edium-sized Enterprises 23.1 36.2 24

48.5 21

Difficultto reconcile travel expenditure _ 223 <

Large Enterprises 16.4 3 425 22
cunbersome remoursenent process T —SG !
- it J
Tresore vt o TS \ Y ) Y
Employees' complaint on advance 3 .
payment m With more cases of With more cases of
Herd to comply with travel reguaions | NNNMEEE e individual booking on behalf booking
Hard to verify the authentciy of imices m_? Sources: Online survey on business travel managers (Ctrip Corp.'s own channels and ZhiXingXiaoZheng's

We-mediachannels), and online survey on business travelers
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Business Travel _ Approval & Reimbursement Methods * In 2020, most business trips were approved within 48 hours. Compared to 2019, the approval took

longer with more stringent criteria. The workshop for frequent business travelers revealed that due to
the pandemic, companies chose to tighten travel control by involving more managers for approval.

Approval & reimbursement take longer, with more trips approved Among all types of enterprises, private enterprises, wholly foreign-owned enterprises, and small

within 48 hours enterprises take longer to approve travel requests.
* Reimbursement efficiency remained the same as 2019 as most companies completed reimbursement
Length of Approval by Corporate Type (%) within a week. Comparis_on by corporate type_show_s that a hig_her proportion of_state-owned
Submitted and approved on the same day u Approved within 24 hours enterprises, wholly foreign-owned, and medium-sized enterprises completed reimbursement
= Approved within 48 hours Approval takes longer than 48 hours \{Vlti:(ln a w:z:k, while Ethlgher [?r?p(t)r:tlon of Sino-foreign joint ventures and private enterprises
soes CN | es o compieiehe progess:
Private Enterprises ; 49.7
; Length of Approval (%
savs U 302 | g PP C6)
wroEs |1 S sumies nsssscnve e | 26,7
. 38.7
M szed 1 7 R { 42.7 i
Enterprises ’ o . 1
Large Enterprises L 57 i somovesion v | 20.6 T 22.1% |
H \,
48h LZ.Y
) Approval takes longer than 48 hours 4.7
Length of Reimbursement by Corporate Type (%)
Reimbursed on the same day = Reimbursed within 2-4 days
® Reimbursed within 4-7 days Reimbursed within 1-2 weeks
Reimbursed within 3-4 weeks m Reimbursement takes longer than a month Length of Reimbursement (%)
soes |1 Y M m
1 1 7.2
Private Enterprises 28.3 é . Reimbursed on the same day 6.6
N 2 i I, 5
[ E Reimbursed within 2-4 days 30.7
WFOEs 39.3 i 30
- g Reimbursed within 4-7 days _ 30.6

small Enterprises |

P

Reimbursed within 1-2 weeks 19.6

Reimbursed within 3-4 weeks

Medium-sized Enterprises |
Large Enterprises

11

b

w I
N
©®
2

7d ays Reimbursement takes longer than a month
Source: Online survey on business travel managers (via Ctrip Corp.'s own channels and ZhiXingXiaoZheng's We-media channels) - 20 19 u 2020
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Business Travel - Approval & Reimbursement Channels

Third-party collaboration platforms are getting more popular

. Most companies use third-party collaboration platforms for travel approval. That is particularly true for foreign enterprises and small enterprises. Besides, 32% of companies still use
paper-based application forms for travel approval, most of which are state-owned enterprises and small enterprises. Digitization still has along way to go.
. As far as reimbursement methods go, the most popular choices are paper-based applications and third-party financial software systems. Ctrip Corporate Travel booking system can

be connected with companies' financial, personnel, and ERP systems, thus ensuring the integration of booking, approval, and reimbursement.

Approval Channel Breakdown (%) Approval Channels by Corporate Type (%)
l{ ‘I Third-party collaboration platform = Paper-based application
i Third-party collaboration platform [ INNNIIEEEEE 48 i = Self-developed OA system = Third-party OA system
: ; = Email = Online approval feature provided by TMC
\,
Paper-based application 3271 SOEs 20.8
Private Enterprises 3
Self-developed OA system I 28.4 Sivs 34.7

Third-party O systern I 23,1 weoes 2T
Email [ 20.1 Small Enterprises 12.8

Medium-sized
Enterprises

N
> -
o

o

Online approval feature provided by TMC s 18.7
Reimbursement Channel Breakdown (%)

Large Enterprises 4.8

Reimbursement Channels by Corporate Type (%)

’1 N Paper-based application = Third-party financial system = Third-party collaboration platform

: Paper-based application _ 45.6 i = Self-developed financial system = Email

1 1

i ! |

. X . SOE:

'. Third-pary financial systern N 371 ; : . .-

* Private Enterprises L F.2e W |
Third-party collaboration platform (e.g., WeCom _ 31.2 Swvs _ "’ } _

WFOEs

Self-developed financial system I 29.8

I
- I ]
Email . dium-sized
Eeres I .
I .

Source: Online survey on business travel managers (via Ctrip Corp.'s own channels and ZhiXingXiaoZheng's We-media channels)

Large Enterprises
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2020 Business Travel Spending (BTS)

62.3% of companies reduced their BTS in 2020

. Due to the pandemic, 62.3% of companies reduced their BTS in 2020 compared to the previous year. 17.9% said their BTS remained the same as last year, whereas 19.8% mentioned an increase.
. Comparison by corporate type shows that a higher proportion of foreign enterprises cut their BTS in 2020, while a higher proportion of private enterprises and large enterprises increased their BTS.

Total Business Travel Spending in 2020 by Changes (%)

2 1% 30% 1510
7.0% : m Decreased by more than 50% )
6.6% Decreased by 30%-50% 6DZe %r;)ased.
Decreased by 10%-30%
0, m Decreased within 10%
17.8% m Basically the same as last year Unchanged:
17.9% Increased within 10% ™ 17.9%
20.8% Increased by 10%-30%
Increased by 30%-50% £ Increased:
19.8%

Increased by more than 50%

Source: Online survey on business travel managers (via Ctrip Corp.'s own channels and ZhiXingXiaoZheng's We-media channels)

Total BTS Changes by Corporate Type (%)
= Decreased = Basically the same as last year Increased

SOEs/Public Institutions
Private Enterprises
WFOEs

SJVs

Small Enterprises
Medium-sized Enterprises

Large Enterprises
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Changes in Business Travel Policies amid COVID-19

Flight Policy — 2019 vs 2020

1.1%
36%___ |

0.1%
= More than 30% YoY
decrease

10%-30% YoY decrease

Less than 10% YoY
decrease

mSame as the pre-pandemic
level

Less than 10% YoY
increase

10.2%
24% 10%-30% YoY increase

More than 30% YoY
increase

Source: Online survey on business travelers

Hotel Policy - 2019 vs 2020

5.0% 0.3%
1.7% =

® More than 30% YoY decrease
10%-30% YoY decrease
Less than 10% YoY decrease

u Same as the pre-pandemic level
Less than 10% YoY increase

10.7% 10%-30% YoY increase

More than 30% YoY increase

Flights: most companies lowered their reimbursement cap by over 30%. 29.7% of companies kept their flight policies unchanged, while 4.8% raised their cap.

Hotels: For the largest cohort (33.3%) of companies, hotel policies remained unchanged. 59.6% of companies lowered their reimbursement cap for hotels while 7% raised it.
Travel Allowance: For the largest cohort of companies, travel allowance standard remained unchanged. 50.9% of companies lowered their allowance standard. 13.8%
increased it, a higher percentage than those of the companies which raised the airfare/hotel reimbursement caps.

Overall, the allowance standard is higher than last year, indicating stronger travel incentives in the pandemic era.

Travel Allowance Standard - 2019 vs 2020

= More than 30% YoY decrease

3.3% _0.7% 1.4%
p——

10%-30% YoY decrease

Less than 10% YoY decrease
= Same as the pre-pandemic

level

Less than 10% YoY increase

10%-30% YoY increase

More than 30% YoY increase

No travel allowance
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Overwew of Flight & Hotel Booking Performance

Regarding the average flight ticket booking price, most booked domestic flights are priced in the CNY500-1,000 range. The financial industry, public administration and defense, and the arts
and entertainment industry have posted a higher average booking price.

. As for the average booking price of hotels, first- and second-tier cities are still dominated by rooms priced at CNY300-500 per night, while third- and fourth-tier cities are dominated by rooms priced
at CNY100-300 per night. The financial industry leads in the average booking price. The hotel booking reimbursement caps of public utilities, accommodation and food services, and the
transportation and warehousing industry have been raised. The decrease in the average booking prices of flights and hotels can be attributed to companies' tightened control over travel

olicies and budgets, and the overall price decline in the flight and hotel booking market due to the pandemic. . . .
P g P g g b Average Booking Price of Domestic Hotels

norice | (RO COEVO
Average Hotel Booking Price

Average Booking Price of Domestic Flights (one-way) -Tier 1 & 2 Cities MESI iU CNEESSD | CHEE
Administrative services CNY500-600 CNY300-400
NYIC0 S0t T Public utilities CNY600-700 CNY300-400
30005000, 1.0% CH00C0Nmg
| _— 500014 E,1.5% CNYS00-1 000/vght T Real estate activities CNY600-700 CNY400-500
2000-3000, 4.3% _—— CNY100-300/mgnt  HEE Information & communication CNY500-600 CNY300-400

5005174, 4.5% Public administration & defense, CNY300-400 CNY200-300

CNY1,000-2000might 1= otel
1500-2000, 11.6%: Transportation & warehousing ~ CNY600-700 CNY300-400
Averag e Hotel Bookin g Price Construction CNY400-500 CNY300-400
i iti Professional scientific &
500-1000, 47.6% - y L - -
1000-1500, 29.5% /T\5_7% Tier 3 & 4 Cities technological activities CRNETSE GUs00:400
Wholesale & retail CNY500-600 CNY300-400

Lﬂ.."\“ 'IOCLISIOC\'nquI —— - Financial & insurance activities =~ CNY700-800 CNY400-500 ;
CNY300-500micht | Agriculture. forestry & fishery  ENY400-500 T ENY300-460
CNY500-1,0000night ™
CNY1,000.2,000night *

\ccommodation & food services CNY600-700 CNY300-400

Education CNY500-600 CNY300-400
Arts, entertainment & sports CNY500-600 CNY300-400

m2019 =2020
Extractive industry CNY500-600 CNY300-400

Source: Online survey on business travel managers (via Ctrip Corp.'s own channels and ZhiXingXiaoZheng's We-media channels) Human health & social work CNY400-500 CNY300-400

activities
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2021 Business Travel - Budget Planning

Over 60% of companies plan to increase their travel budgets in 2021

Although travel activities in 2020 were hindered by the pandemic, 62.6% of companies said they would increase their travel budgets for 2021, while 31.2% planned to keep

their budgets at the same level. Only 3.9% planned to lower their budgets. We predict the business travel business will surge in 2021 as demand increases.

medium-sized enterprises said their travel budgets would grow.

2021 Business Travel Budget by Change (%)

62.6%, 31.2%‘

Increased f Remain Unchanged - Decreased

Increased by 5% or less 91 Decreased by 5% or less
Increased by 5%-10% 19.4 Decreased by 5%-10%
Increased by 10%-20% 18.3 Decreased by 20% or more
Increased by 20% or more  15.8 Decreased by 10%-20%

Source: Online survey on business travel managers (via Ctrip Corp.'s own channels and ZhiXingXiaoZheng's We-media channels)

0.8
1.3
1.3
0.5

Comparison by corporate type shows that more Sino-foreign joint ventures and private enterprises plan to increase their travel budgets. In terms of enterprise size, more large and

2021 Travel Budget by Corporate Type (%)

®Increased ® Remain Unchanged Decreased

SOEs/Public
Institutions

Private Enterprises
WFOEs

SJVs

Small Enterprises

Medium-sized
Enterprises

Large Enterprises
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PART 6 Frequent Business Traveler Profile

Basic Profile

Based on the basic information of business travelers in 2020, the majority are male and aged 25-44 years old.

Most of them (72.9%) are middle-level managers with no less than 5 years of work experience and a bachelor's degree or above.
* 73.8% are married with children.

69.3% 77.7%
Male 25-44 yrs
Gender HIIINNNNNNNNND Age I
45.9% 72.9%
Middle-level managers Bachelor's degree or above
occupation (MGG Education (HIIIIIINNNNND

75.9% 73.8%
5 yrs of work experience or more Married with children

Work experience QI Marital starus QU
61.7% 65.8%
Private enterprises 5k-15k

[ ¢
Corporate type (MIIIEEGD Monthly salary

Source: Online survey on business travelers
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Frequent Business Travelers Overview

* Age-wise, the majority are young and middle-aged below 44 yrs (88%-+). Notably, the 45+ years group is enlarging, showing that more middle- and senior-level managers
are engaged in the first line of business development.

* Gender-wise, business travelers are still predominantly male, with an 8% increase in 2020.

Asy

2020
18-24 yrs
25-34 yrs <44yrs - 88%
35-44 yrs
2019 35-44 yrs
45-54 yrs
55+ yrs

Source: Online survey on business travelers
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Frequency of Business Travel by Industry in 2021

Trip.com Group & 422k

. Industry-wise, those from the wholesale and retail, construction, and software and IT industry traveled the most in 2020. Industries with a high frequency of
business trips previously such as finance, accommodation and food services, and Internet industries saw a decline.
. Notably, most business travelers are married with children. Age-wise, young people aged 25-44 travel the most, leaving footprints all over the world.
Business Travel Frequency (by Industry) Source: Online survey on business travelers, N (2020) = 1,495
Agriculture, " I . Public "
Transportation, Real Estate, Scientific Film & M q N . Culture, Public
Forestry, . " Accommoda v e Residential Administratio L
By Industry Animal Industry Whalesale@ o o oijon (Warehousing) il =oq) Ilintemet S [SoftwaiRgridBpasing & [Research & TV/RUbNshin [y ur o0\ o Be i ication)l | Finance & Othe /i e Sbcial |_SPeMs & | Faciliies
H Retail & Postal 9 Industry  IT Services Business Technologic g/Advertising 3 .. Entertainme Managemen
usbandry & Servi Services . | Servi & Medi Services Organization t t
Fishery ervices Services al Services edia s n
1-2times/year 64 40.9 31.6 35.8 32.7 69 54.3 39.8 46.2 45.8 55.6 40.3 65.2 43.4 40.6 61.4 53.8 Gil.2
Sogys SQtinieshear IR BN & 1 _dup | _ded | 494 | | DO 2 S WO 0D 0, T —C T — T —0_—_— A 1 sBb | S
1
. : 6-8 times/year 0 12.2 14.5 13.2 7.7 3.4 6 10.7 10.8 111 3.7 11.3 3 3.8 9.4 6.8 7.7 49 1
Business | ) I
1 9-12times/year 0 3.7 0.9 2.8 3.8 6.9 2.6 5.1 15 0 0 3.2 3 19 0 0 19 2.4
Travel i I
Frequency : Once amonth or more 4 2.7 6.8 4.7 5.8 0 4.6 & 4.6 2.8 3.7 3.2 15 1.9 0 2.3 0 7.3 :
© i i
: Once aweek or more 8 0 0 0 0 0 0.7 0.5 0 0 0 0 0 0 0 0 0 0 1
o o e 1
12 18.6 22N 207N 173 103V 139 V 19.4 16.9 13.9 7.4 17.7 7.5 76V 94 9.1 9.6 146
Business Travel Frequency (by Marital Status) Gender Age
2020 single Married Married Male Female 18-24yrs | 2534yrs | 35-44yrs 45-54 yrs 55+ yrs
9 Without Children | with Children 8.6 1
1-2 times/year 44.7 54.3 51.2 42 - 63.1 429 39 51.9 29°6
3-5 times/year 39.3 335 36.9 406 W2 44.2 286 39.9 434 & 25
6-8 times/year 95 9 6.9 10.1 103 8.7 6 9.8 10.8 7.9 3.6
9-12 times/year 27 0.5 3.4 3 31 24 12 32 24 3.7 0
Once a month 35 2.1 1 4.2 3.5 3.4 1.2 4 4 16 18
Once a week 0.3 0.5 0.5 0.2 0.3 0.3 0 0.2 0.4 05 0

16 121 11.8 175 17.2 14.8 8.4 17.2 17.6 13.7 5.4 °

Source: Online survey on business travelers
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Analysis of Business Travel Purposes in 2020

Sales/market development is one of the main goals of business travel

. Of the purposes of business trips in 2020, the top three ones are attending training/study tours, sales/customer services, and attending industry/professional seminars.
Among them, the percentage of traveling for sales/customer support/market development saw a 25.6% increase, rising to the second place, showing that
companies are shifting focus to cross-regional sales and market expansion to improve their business amid the pandemic.

. Industry-wise, most trips in the agriculture, forestry, animal husbandry and fishery industry are training/study tours, whereas people from the wholesale and
retail industry and the accommodation and food services industry travel mainly for sales/marketing expansion.

Purposes of Business Travel (%) Purposes of Business Travel by Industry (%)
25.6% Training/study tours Conventions/exhibitions
! = Industry/professional seminars ® Monthly/quarterly/annual internal meetings
/T\ Sales/customer support Team building
56.8 | 56.4 . . .
= Incentive travel = Professional services
2020 =2019 Agriculture, Forestry, Animal.. 80 R | |
Industry (Manufacturing, .. s | |
40.9 Wholesale & Retail | 67.5 i
Construction . | B
Transportation, Warehousing.. o e [ N
Accommodation & Food.. | 75.9 |
Internet Industry | |
Software & IT Services D | . T
Real Estate, Leasing &.. D | 4 =
Scientific Research &.. D | ™ |
Film &.. | . m
Sales/ Professional Team Incentive Healthcare . |
customer services building travel Education R | \ |
Ty S opmen: "styrofess Convendorsiex Momyiarmual [US%L SRS Fnarce e — =
meetings etc.) Residential & Other Services I | [ |
Public Administration & Social... I | [
Culture, Sports & Entertainment a0 | |
Source: Online survey on business travelers Water, Environment & Public. . N - T
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Popular Destinations for Domestic Business Travel

Nanjing and Zhengzhou among the 10 most visited cities for business travel

. Guangdong, Shanghai, Beijing are the most visited provinces/municipalities for business travel, with Guangdong Province topping the list. For popular destination cities, Nanjing and Zhengzhou rose to the top 10,
while Wuhan dropped out of the list due to the pandemic.
. Of cities in different tiers, Tier 1 and Tier 1.5 cities are the most visited. Though Tier 1 cities saw a decline in visits, Tier 1.5, 2, and 3 cities showed an increase, indicating a growing tendency of visits in lower-tier
markets.
. Also, the proportion of intra-province short-distance business trips increased by 9% in 2020, making it an emerging trend.
Top 10 Destination Provinces/Municipalities Top 10 Destination Cities Destination Cities of Business Travel (by City Tier, %)
. : P i . m2019 m2020
Ranking Province/Municipality Ranking City 7% o
1 Guangdong 4\ 2 1 Shanghai
; — : | ETRET
3 Beijing W 1l 3 Shenzhen
4 Sichuan A Guangzhou Tier 1 Tier 1.5 Tier 2 Tier3&4
5 Zhejiang 4\ 2 5 Chengdu . . . .
- Long-Distance vs Short-Distance Business Trips (%)
6 Jiangsu \V 1| 6 Hangzhoulb 2
7 Shandong 4} 3 7 Xi'an . 4\ 9%

8 Shend 4\4 8 Chongqingw 1 i
.06%
9 Nanjing ,1\ 2 2019 _ . 88.80% 5.06%

9 Chongging
|

2
r o A w | owewhal o |

|
D Intra—Province. Inter-Province . Overseas

Source: Ctrip Data Research Institute
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Popular Arrival Airports & Railway Stations

Beijing Daxing Airport among the top 10 popular arrival airports

Trip.com Group' € &2 iEihik

. In 2020, Shanghai Honggiao International Airport was the most popular arrival airport, whereas Shanghai Pudong Airport dropped in the ranking, probably due to the outbreak in November. Beijing Daxing
Airport rose to the top 10, while Wuhan Tianhe International Airport dropped out of the list due to the pandemic.
. Among railway stations, Beijing West Railway Station's ranking dropped significantly. Changsha South Railway Station got into the top 10. Rail route rankings fluctuate greatly. The once-popular Beijing-

Shanghai and Beijing-Tianjin routes dropped in rankings significantly due to the outbreak in Beijing. The Chengdu-Chongging route in Southwest China entered the top 10.

Fighis

Top 10 Domestic Arrival Airports in 2020 Top 10 Domestic Arrival

Top 10 Domestic Flight Routes g g
Railway Stations

Top 10 Domestic Rail Routes

* Wuhan Tianhe International Airport failed to get into the top 10

Source: Ctrip Data Research Institute

Arrival ] AIrport 1, ol Airport Ranking 2020 Ranking 2020 Ranking 2020
City Code
Shanghai SHA Honggiao Int Airport 1 Beijing-Shanghai 1 Shanghai Honggiao 1 Shanghai-Hangzhou
Beijing PEK Capital Int! Airport 2 Shanghai-Beijing 2 Beijing South 2 Hangzhou-Shanghai
Shenzhen s7X Bao'an Int! Airport 3 Shanghai-Shenzhen 3 Hangzhou East 3 Shanghai-Nanjing
Guangzhou CAN Baiyun Int! Airport 4 Shenzhen-Shanghai 4 Zhengzhou East 4 Nanjing-Shanghai
Chengdu cTU Shuangliu Int! Airport 5 Shanghai-Guangzhou 5 Nanjing South 5 Guangzhou-Shenzhen
Xi'an XIY Xianyang Int'l Airport 6 Guangzhou-Shanghai 6 Chengdu East 6 Shenzhen-Guangzhou
Shanghai SHA Pudong Int! Airport 7 Beijing-Shenzhen 7 Guangzhou South 7 Shanghai-Beijing
Chongging CKG Jiangbei Int' Airport 8 Shenzhen-Beijing 8 Hefei South 8 Beijing-Shanghai
Hangzhou HGH Xiaoshan Int' Airport 9 Beijing-Chengdu 9 Changsha South 9 Beijing-Tianjin
Beijing PKX Daxing Int' AVDDA 10 Chengdu-Beijing 10 Beijing West 10 Chengdu-Chongging

* Wuhan Railway Station
failed to get into the top 10
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Preferences of Transportation Modes

Safety becomes the primary concern in choosing transportation modes

* Regarding modes of transportation for business trips, planes and trains are the most popular options, mostly trains.
*« When choosing the travel mode, business travelers prioritize security, trip duration, and the location of the airport/train station. "Travel safety during the pandemic" is the

primary consideration of business travelers.

Preferences for Business Travel
Transportation Modes in 2020 (%)

Planes only 13
Trains only 156
Planes & trains, mostly trains 30 8
Planes & trains, mostly planes 268
Planes & trains, occasionally buses 106

Buses only 2.7

Source: Online survey on business travelers

Considerations in Choice of Business
Travel Transportation Modes (%)

Trip duration 42.3

Location of airport/train station 36.9
Price 29.6
Weather

Company's travel policy
Easy refund & change
Personal preference

Chance of delay

M 2020 B 2019
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Considerations in Transportation Mode Choice

Both planes and trains have their pros and cons

The CAPSE research shows that over 90% of business travelers prefer air travel because it's fast and time-saving. However, since high-speed trains are more punctual, and travelers don't
need to get to the train station well in advance, high-speed rail travels of less than 4 hours are preferred by most business travelers.

Reasons for Business Travelers to Travel by Air Reasons for Business Travelers to Travel by High-speed Rail

90% ,
:
i
L T71% 65%
5 0 61%
i
40% : 9
! 34%
30% 26% i
22% 22% | 21%
|
i 10%
|
! 3%
i
|
- |
iy 5 sad @ hy @ ' g g 9o o Q caod I
T o o) | RO @
2 2 =5 I 2 I ' @ @ 5 3 3 o ° 25 o
bl o S 320 2 c Q h ) = » 8 S 30 c
= o) 5 @O = @ ® I o = @ Q » 2 5 @O 5}
3 2] =9 3 > =y ! c oa = ) 4 =09 >
A a2 = | 5 15 = == E
= I o =
@ o 5o = = B3 ! 2 2.8 =4 o) = 5o0° =
» = =1 Q < =1 i =t = ) - = =1 <
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< L - = %] L = o = @ =
s 3 ® >SS » o @ ! o\ Sa ® >SS o
@ X 228 o) o 2 ' 5% 30 228 ®
c202 <. 3 o i Qg s c22 3
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® 8 : 3o = ®
= 4 °§ 2
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12 : = °
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Source: CAPSE.net  m . CAPSE
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Booking Channels & Payment Methods

Short-notice flight bookings are on the rise with a YoY decrease in booking window

. Regarding booking channels, apps are the go-to option for business travelers to book travel products, enjoying rising popularity. Booking through a PC-based webpage and WeChat official account/mini program
also saw a YoY increase. In contrast, booking through offline channels such as airport counters/phone is on the decline, showing a shift to online channels.

. As for payment methods, the proportion of personal mobile payments (Alipay, WeChat, bank cards, credit cards, etc.) is still high, indicating that advance payments by employees are still common for bookings.

. As for the booking lead time of flight tickets, the proportion of domestic flights booked 0-2 days in advance has increased significantly, while the advance booking window of overseas air tickets has

also narrowed year-on-year. Interviews revealed that business travelers would navigate the pandemic situation at their destination before booking.

Booking Channels (%) Booking Lead Time - Flight Tickets (%)

3 1
i Mobile app —-79-9 i Domestic Flights Q International Flights

PC-based webpage
3485/ I 0.20%
<1 days
27.00% I . Bl 713%

2173 I 2dys [ 1022%

WecChat official account/mini
program
On behalf booking

Airport counter/train station
counter/ticket vending machine

=2020 m=2019

By phone 18.69% _ : - 7.01%
1
Offline resellers 12.11% 2-3 days B s55%
11.220 I i 119
6 i B 611%
Payment Methods (% e 2~ . Yl
2068 [N :7dys I 0413%
Alipay | 72 24.85% (NG ] I 07.05%
WeChat :
Credit card 7.92% I ' A
. 7 : 7-14 days 20.58%
UnionPay Mobile QuickPass 18.15% [ NG . I 00 .23%
Debit card N 17.7 :
f
| Through a TMC = 2019 ' I 07 .32%
Through a third-party business travel payment service.. A5 2020 ®201¢ 14+ days I 2%

Apple Pay 3.6 — 2020 :
Qo

Source: Online survey on business travelers
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Travel by Air - Time Preference

Booking window shortened again due to the pandemic

* The research finds that the number of business travelers arriving at the airport 1-1.5 hours and 2-3 hours in advance has increased compared to pre-COVID, to have ample time for health QR code
inspection and security check. The peak departure time (8 am to 12 pm) is no different than pre-COVID, while the peak arrival time is 5-7 pm.

* Most domestic flights take 2-3 hours, with an increase in 3-5 hour flights. The time spent on international flights has also shortened drastically, showing that business travelers prefer short-haul
destinations for overseas trips.

Flight Departure & Arrival Time Length of Plane Ride (%)

Domestic Flights Q International Flights

23.67%
T 1.2 hrs N 15,52
. W 3.40%

76%
012345678 91011121314151617181920212223 S I ————

N 26.19%
«=@== Departure time ==@== Arrival time 2-3hrs | 15.90%
eparture time .

16.:30% — I 3. 76%

3-5 hrs
Airport Arrival Time Before Departure (%) 1.19% 1 ; I 39.40%
1
45 mins-1 hr 1.30% i
: I 31.13%
40 m— 2019 5+ hrs
1-1.5 b 385 : I 1.30%
' w2020 i
1.5-2 hrs 275 Q

2.3 hrs m2020 m=2019

3+ hrs

Source: Online survey on business travelers
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Travel by Air - Factors Affecting Travel Satisfaction

Probability of delay is the most critical factor affecting air travel satisfaction

*  When purchasing flight tickets, business travelers' top concern is whether the departure and arrival times are appropriate (52.7%). Flight punctuality, in-flight meals and aircraft model are
also among top considerations.

« Of the factors affecting satisfaction during air travel, "adequacy of pandemic prevention measures" ranks as the top concern, indicating greater importance attached to safety
during the pandemic.

*  Among the amenities that affect passengers' preference for flights, in-flight Wi-Fiis the most voted one, followed by the space between rows. Most travelers want in-flight Wi-Fi for instant communication.

Factors to Consider when Purchasing Flight Tickets (%) Factors Affecting Air Travel Satisfaction (%) Amenities Affecting Passengers'
Appropriate departure/ " A W Newlyadded \ Preference for Flights (%)
arrival limes —527% ! Adeql.{iate pandemic Eandemic-related factor * 615 |
. Punciuaity I, A\, | Skl o= nnenight wi- [ -
_______________ o EEEESE—— Punctuaiity || —
Price | spacious seats [ s
Comfort | EEG—— in-fight services | — .
Airlines | EEG—— Fast charging ports || [ I 35
Cancellation and i i i _
change policies I Cabin environment (noise, cleanness) Big recline angle_ 345
Service [y A\ 5 Cabin amenities (seat comforl}- Tablet .
Seat class | EEEEE—__-_- ablets I
e e e e e e e e R S ———— " n
i Meals included [ A\ 4.4 ! meal tastiness [ VR entertainment system [l 12%
1 1
! Plane model L, A\ 4 4 i Exira services. |S—
PR - A\ S 1 _________________ A (mEfdiadcm]t_em.) Noise cancelling headphoneslll 10%
vedgan 1ood oplions
E2019 m2020 2019 m=2020

otherl 1%

Source: Online survey on business travelers, CAPSE.net o
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Preferences for Intra-city Transportation Modes

Companies encourage employees to use ride-hailing services and avoid public transportation

The research on business travelers finds that more people are using ride-hailing services for intra-city transportation during the pandemic. Interviews with business travelers reveal that companies
are encouraging their employees to reduce the risk of infection by avoiding public transportation. The allowance for car use has been increased.

Orders of Ctrip Corp's car services reveal that bookings of ride-hailing and airport transfer services showed a YoY increase. Ctrip Corporate Travel can meet business travelers' needs for diversified
car services with one-stop booking for all modes of transportation.

Preferences for Intra-city Transportation Modes (%) Whether the Company Encourages Employees to
2020 2019 Use Ride-hailing Services/Taxi (%)
| [ |
________________ Yes, less public transportation for travel safety Comments by frequent
business travelers...
51.4

— 48.6% "For business trips during the

pandemic, the company encourages
o ) ) _ us to use ride-hailing services,
No opinion, as long as it complies with the especially for airport transfers, to

travel policy minimize the use of public transport.”

"Travel service providers can offer
G 0 i

designated car service for destination
vehicle arrangement.”

48.2 50.1
46.2 i I I I

Taxi Online Ride- Public Transport Online Ride- Company No. Public transportation is preferred " .
hailing (Subway/Bus) hailing Car For bus_lness travel, we book_ cars
(for Intra-city (For Airport from Ctrip Corporate Travel directly
Commute) Transfer)

- 10.6% and pay via the company account

with no out-of-pocket expense, which
is quite convenient!"

Source: Online survey on business travelers
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Business Travel Accommodation - Time Preferences

Last-minute bookings surged due to the pandemic

The peak check-in hours for business travelers in 2020 are around 6-7 pm with a YoY increase. The peak check-out time is 8-9 am.

Regarding the booking lead time, both domestic and overseas hotel and flight bookings within 1 day in advance have increased greatly, showing that business travelers would evaluate the
pandemic situation at the destination before booking.

Check in . .
Hotel Booking Lead Time (%)
Domestic Hotels 9 Overseas Hotels
(T T T T T T e e m e e e m e m e m e T T \
12345678 9101112131415161718192021222324 ' 63.85% LA ;
—— —— 10.76% 17.88%
2020 2019 15.10% . 1-2 days 12.58% ’
Check out 3.55%
. 8.56%
5.74% ‘ 2-3 days . 8.66%
4.75“ 3-7 days - 16.93%
9.60% 22.80%
122@ 7+ days/7-14 “5%
5.71% days 17.94%
14+ days 0
12345678 910111213141516171819202122232425 — 2020 Y 23.32% °
o L —®=2020 = —#—2019
ource: Online survey on business travelers

0
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Business Travel Accommodation - Factors Affecting Satisfaction

Epidemic prevention-related services/amenities take on extra appeal

« When staying in hotels, business travelers care more about amenities such as soundproofing solutions, private bathrooms, and bedding. In terms of services, business travelers are particularly

concerned about "pandemic prevention measures", safety, compliance with the company's travel policy, and airport transfer services amid COVID-19. Extra services such as personal protective
equipment and timely detection of guests' discomfort can significantly improve guest satisfaction.

Amenities

Sound insulation I
Private bathroom I
Beddings I

Room with windows IR e
Meals E —
Toilets [
Room orientation Il
TV
Fitness & recreational facilities [ilkem
Lighting Bilks
Meeting rooms [k
Parking lot il
Bathtub
Sofa, chair, closet, etc. [lP
Safe deposit box s

m2019

Source: Online survey on business travelers

2020

16.3
18.5
17.7

14.4

Services

Pandemic prevention measures

Easy o getarounc ™
Hygene

Haotel ratings & guest reviews

.
Hotel brand |
—_—

Service quality

Hotel star rating | =

f
I Value-added services (morning

1
1
! call. late checkout, etc ) Il ¢ 6.1 !

Complimentary breakfast r

m2019 m=2020

Extra Services

Personal protective eguipment/health & safety reminders EEEGEGEGGGEEEE_—_—_

High-qualiy bathing products & relaxing shower —
—
Friendly customer service -

Giftsisurprisas -

Parsonalized bedding, amenities, atc. -

Umbrellas, hot drinks in winter, etc, -

Guest preferences recorded at frequently booked hotels '

m2019 m2020 °
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Business Travel Accommodation - Hotel Preferences

Business travelers may enjoy better hotels that comply with travel policy during the pandemic

« Regarding hotel types, business travelers still prefer mid-range hotels, contributing to a YoY increase in bookings of such hotels. As for hotel star ratings, most business travelers favor

three- or four-star hotels whose popularity is still growing.

« As for the hotel price, mid-range hotels are still the go-to option for business travel with an average room rate of CNY400 or below, showing a decline compared to last year.
Companies' tightened control on allowable hotel expenses and increasing business trips destined for cities of Tier 3 and below contributed to this change. However, thanks to an
overall decrease in hotel prices, frequent business travelers have a better chance to enjoy better hotels within the reimbursement cap.

Preferences for Hotel Type (%)

High-end m2020 2019

31.70%
34.26%

58.16%
54.83%

Budget

id-range

2-star and lower

3-star

4-star

10.65%
11.47%

5-star

m 2019

Source: Online survey on business travelers

Preferences for Hotel Price (%)

m<200 ®200-400 =400-600 =600-800 = 800-1,000 1,000-1,200 = 1,200-1,400 . >1,400__
<200 200-400
) \
/i
2020
0%  10%  20%  30%  40%  50%  60%  70%  80%  90%  100%

Source: Ctrip Corp. Data Research Institute
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Frequent Business Travelers - Challenges of Business Travel
Pandemic-related factors become the top concerns
* Regarding common travel problems and inconvenience, pandemic-related challenges were added in this year's survey, which were chosen as business travelers' top concerns before,

during, and after the trip according to the survey results. For example, travelers were worried about the pandemic situation at the destination, the health QR code inspection procedure,
and the need for quarantine after returning from a trip.

: . - f0, _Tri 0
Pre-Trip Challenges (%) Challenges During the Trip (%) Post-Trip Challenges (%)
i----- - - - - - - - H_B;Ith QﬁH cudg N - - - - - - - - --=
NS pecihion an
Foncerns over the pandemic situation at the destination GGG pmelifl_fi':r" %?;g';s I Meed for quarantine when armiving Trom a high-rsk area _ i
Poor sleep in strange places “
Limited budget for travel -
Mot used to local foods _
Less ol involees of receipls makes rimbursement impossible
Travel time conflicts with personal lifefwork schedule — Traffic »
raffic congestion R
Emplayees have to pay out-af-pocket for the trip — Remote destinations [T
Cumbersome relmbursement process
Constant changes in travel plans - Busy travel schedule [N '
much time spent an the plane or train [
Tedious trip planning
Troudle collecting invoices MM Time-consuming 1o tearrange nveices '
Time-consuming price comparison across multiple booking channels - Travel l fails 4o meet actual nesd
ravel allowance fails to meet actual nesds [N
Tedious travel applications  [JJI® Long ravel time N r
Slowy reimbursement
Long approval process - Difficult to get a ide [N
u u
=2019 ®2020 2019 =2020 =2019 m=2020

Source: Online survey on business travelers
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Frequent Business Travelers - Changes in Attitudes Towards Business Travel

A more neutral position

Travelers have become more neutral towards business trips compared to previous years, mainly out of concerns over pandemic-related requirements like nucleic acid testing
and quarantine, coupled with other cumbersome processes such as advance payment and reimbursement. Some business travelers hope the company would cooperate with
professional travel service providers to make business travel easier.

Attitudes Towards Business Trips (%) Comments by frequent business travelers...

About the pandemic:

Positive. Il's nice to get out of office and — "If an outbreak occurs in the city I'm visiting on a business trip, | will get anxious because being quarantined
have a change of scene will severely disrupt my work."

"An outbreak at the destination will make hotel check-in harder, because they may require my nucleic acid

our own pockets. So one person may have to pay 10-20k for the entire team's trip.”

testing results."

Meutral. | hope o travel less during the pandemic &/P "Traveling this year has been uncomfortable and depressed, whether by air or by rail, because | have to wear
a mask all the time."

v . . - About reimbursement:
ery positive, | love business tnps
"The company's internal reimbursement process is cumbersome with a long pay back period and strict
invoice requirements."
Negative. | prefer staying in a familiar place L "Since only the flight tickets can be paid via the company account, we have to pay a lot in advance out of

Very negative. Business trips are a burden About expectations for professional travel service providers:
"We hope the company can cooperate with a professional travel management company to make

=2019 = 2020 business travel more pleasant.”
"It would be the best if a professional travel service provider could provide us with an optimal,
comprehensive travel plan, covering transportation, accommodation, meeting arrangements, and
provision of facilities."
"Fast approval and corporate settlement for business trips would be nice, so we don't have to pay out
of our own pockets."

Source: Online survey on business travelers
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Best Cities For Domestic Business Travel Revealed
Shanghai tops the list, followed by Hangzhou and Chengdu

In this year's white paper, we present the results of a survey on "Best Cities for Domestic Business Travel". Among hotlisted cities, Shanghai ranks 1st, followed by Hangzhou and
Chengdu, two new first-tier cities. Among the first-tier cities on the list, Beijing ranks 4th and Guangzhou 6th. Tier-2 cities like Kunming and Haikou also made it to the top 10.

TOP 20 (%)

Ranking City % Ranking City %
Shanghai 1 Xi'an 6.9
Hangzhou 1 Changsha 6
Chengdu 13 Macau 4.4

Fuzhou 4.1
14
Harbin 4
15
Tianjin 3.8
16
Wuhan 3.5
17
Lhasa 34
18
Jinan 3.3
19
Nanning 3.2
20

Source: Online survey on business travelers
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Global Civil Aviation During COVID-19

IATA: The global air transport industry is expected to lose USD84.3 billion in 2020

« The International Air Transport Association (IATA) released its financial outlook for the global air transport industry, showing that airlines are expected to lose USD84.3 billion for a net profit margin of -20.1% in
2020. Revenues will fall by 50% to USD419 billion from USD838 billion in 2019. In 2021, losses are expected to be cut to USD15.8 billion as revenues rise to USD598 billion.

« “Financially, 2020 will go down as the worst year in the history of aviation. On average, every day of this year will add USD230 million to industry losses. In total, that's a loss of USD84.3 billion”, said Alexandre de
Juniac, IATA's Director General and CEO. At the low point in April 2020, global air travel was roughly 95% below 2019 levels. There are indications that traffic is slowly improving.

2020 Regional Performance

Reglon Passenger Pn ssongor Not Profit
Demana gaclty (USD)
(RPKs)

Global ~54.7% - 404% $6480

North - 526% - 35.2% 82310

Americs

Europe -50.4% 429% $2150b

Adln -528% J302% 52000

Pacific

Middle 56 1% - 46 1% $480

Enst

Latin 87 4% - 433% $400b

Amenca

Africa « 56.5% 50 4% $200b

Romarks

North Amenca's large markots and |
suppon lo US carrlers under the CARES Act are
expeated to play n key role In the recovery

The u'uullwu opening of nte-European trave! has e potential
0 boa oovely, provided anerous uultl’!llm mensuren nre
08 attached 1o onummnm i ckagen.
WAYRONMENtAl PUIposen 0 1o be vorelly
Lol UnInaAded OUAESIIEN08 SUOH BN A gud
compalitivenans

Asta-Pacilic was the first reglon 1o Teel the brunt of
the COVID-19 crisis It s expected (o post the largest
obsoluto losses in 2020

Lower ol prices will add extra pressure to a difficult
economic situation within the reglon. The recoyery
for the reglon's super connectors could be delayed
wnh the expoctad phnnmg Of the re-start with

by long-haul

and
Inluumnmml routos

Latin America entered the crisis with i delay. The
reglon's governments have iImplemented some of the
MOS! draconinn measures In terms of border closures
which could both delay and slow down the recovery
The course of the virus In this reglon |5 yet to be fully
soen, Nonetheless, border closures have ol but
stopped Nights, Intermational donors will be needed 1o
supplement the limited means for the reglon's
govermments 1o provide reliefl packages

Source: Open data from the Civil Aviation Administration of China (CAAC)

Reduced losses in 2021

With open borders and rising demand in 2021, the industry is expected to cut its losses to USD15.8 billion for a net profit margin of -
2.6%. Airlines will be in recovery mode but still well below pre-crisis levels (2019) on many performance measures:

Total passenger numbers are expected to rebound to 3.38 billion (roughly 2014 levels when there were 3.33 billion travelers), which
is well below the 4.54 billion travelers in 2019.

Overall revenues are expected to be USD598 billion which would be a 42% improvement in 2020, but still 29% below 2019's
USD838 billion.

« Airlines will still be financially fragile in 2021. Passenger revenues will be more than one-third smaller than in 2019.

A challenging recovery

Although losses will be significantly reduced in 2021 from 2020 levels, the industry's recovery is expected to be long and
challenging.

Confidence: Travel patterns are likely to shift. The gradual opening up of air travel is likely to be progressive, starting with
domestic markets, followed by regional and, lastly, international. Research suggests that some 60% of travelers will be eager
to recommence travel within a few months of the pandemic coming under control. The same research also indicates that an
even greater percentage of potential travelers until their personal financial situation stabilizes (69%) or if quarantine measures
are in place (over 80%).

Depending on how the pandemic evolves, knowledge of the virus deepens, or science improves, industry and governments
will be better prepared for a globally coordinated response. That includes the potential removal of measures when it is safe.
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2020 Civil Aviation Milestones

A wave of airline bankruptcies

* In 2020, countries across the world imposed travel restrictions one after another
to prevent the spread of COVID-19. As a result, air travel demand suffered a
“cliff-like" drop, which hastened the failure of some already financially strained
airlines.

» According to the statistics of Cirium, a total of 43 commercial airlines around the
world went bankrupt due to the impact of COVID-19 as of October 2020. Many
airlines sought cost cuts and government aid to survive the pandemic.

Travel bubbles

+ Atravel bubble is a special travel package that allows people from low-risk countries
to travel freely.

* The package can considerably boost cross-border movement of travelers, hence
accelerating the recovery of local tourism.

* Many countries, including Australia, New Zealand, and Cambodia, plan to launch
"travel bubbles".

No-destination flights

* No-destination flights, or “flights to nowhere", are a desperate attempt of airlines
to woo passengers who are eager to get back out there. These flights take off,
fly for a few hours, and then get back to where they start.

* A range of airlines, including Qantas, All Nippon Airways (ANA), and Royal
Brunei Airlines, have jumped on the "flights to nowhere" bandwagon. As yet,
these flights have been well-received by local passengers.

Trip.com Group & #2FR2Ei ik

Unlimited flight pass

In June and July 2020, major airlines successively rolled out unlimited flight pass
products. Survey shows, however, that only 20.2% of passengers have bought and used
such products. At our workshop, most of the frequent business travelers argued that
although such products might take the fancy of individual fliers, they do not suit business
needs.

Facilitating resumption of work and production during COVID-19

Air freight companies have played a prominent role in ensuring smooth transportation and
adequate supply of materials since the initial outbreak. First, throughout 2020, they have
transported large amounts of anti-epidemic materials on a total of 9 million flights (all-
cargo aircraft and passenger aircraft's belly-hold capacity), around 78% of 2019 levels,
well supporting China's anti-epidemic efforts. Second, they have contributed a lot to the
resumption of work and production of Chinese importers and exporters by transporting
products and raw materials for them.

Accelerating infrastructure construction

As of the end of 2020, China had approved 17 airport economic demonstration zones
in cities including Zhengzhou, Beijing, Qingdao, Chongging, Guangzhou, Shanghai,
and Chengdu. These zones are critical in the country's push to boost the civil aviation
industry, accelerate economic transformation, and pursue opening-up on all fronts.

Source: Online survey on business travelers, N (2020) = 1,495
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Overview of China's Hospitality Industry 2020

With COVID-19 generally put under control, business travel and hotel demand is gradually picking up in China. On July 14, 2020, the Ministry of Culture and Tourism lifted the ban on trans-
provincial group tours and "flight + hotel" packages, which accelerates the recovery of the hospitality industry.

Overall development and recent trends in the hospitality industry

1. More chained-brand hotels will come into being as COVID-19 fundamentally reshapes
tourism and hospitality.

COVID-19 has delivered a two-punch blow to the hospitality industry by handing out demand
and supply shocks one after another. Still, in every crisis, there is an opportunity. With
financially strained small and low-end hotels closed, suspended, acquired, or transferred, an
industry-wide shakeout will direct resources to quality brands and present an opportunity for
product and service upgrade.

2. Mid-end hotels maintain rapid growth, constituting a pillar of China's hotel market.
China's mid-end hotel market is still on the upswing, having grown by more than 50% year on
year for two years in a row. Behind such growth are an array of factors: an expanding middle
class, the increasing demand for mid-end hotels driven by consumption upgrade, and the
assimilation of budget hotels into top chains.

3. The budget hotel industry is crawling through the bottleneck, but opportunities are
still there in regional markets.

The increasingly saturated budget hotel industry is going downhill due to fiercer competition,
increasing labor costs and rents, outdated products, changing consumer needs, and the
impact of COVID-19. However, amid the urbanization in China, budget hotels may get back on
their feet by expanding in lower-tier markets and upgrading their brands.

4. As we enter an-era of digital economy, digital transformation enables hotels to deal
with an increasingly uncertain environment.

Reeling from COVID-19, hotels tend to put away their big ideas and focus on their own
survival. In the post-pandemic era, the only thing certain is the increasing uncertainty in the
business environment. And what better way to navigate the minefield than hopping in the
digital helicopter? By virtue of digital technology, hotels can increase work efficiency, and tailor
their services to varied customer needs.

Source: China's Top 50 Hospitality Groups Report 2020 released by China Hospitality Association

Hotel Group Sizes over the Past 5 Years

Rems 2019 2018 2017 2016 2015
Number of Hotsis 34213 29,411 25,480 20,426 13619
Number of Rosms 3495299 3092036 2768516 2363179 1,649,021
Harel Geowth Rate 16.3% 15.4% 24.7% 50.0% -
Room Growss Rate 13.0% 1L.7% 17.2% 433% -
Numbes of Groups with 50+ Hotels 38 44 40 37 29
Number of Groups with 20,000+ Rooms 28 25 19 20 15
Distribution of Hotel Brands by Grade 2019

119.4%

Source: China's Hotel Management Companies (Groups) Report 2019
jointly released by China Tourist Hotel Association (CTHA), Ctrip, and Beijing Joint Wisdom Information Technolii Inc.
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New Trends in Hospitality amid COVID-19

Use of digital technology in smart scenarios

Trip.com Group' € &2 iEihik

Contactless smart service

» During COVID-19, hotels launched service robots and contactless food deliveries to

Digital transformation becomes imperative for hotels to keep pace with changing
customer needs in an increasingly uncertain and volatile business environment
resulting from COVID-19.

The purpose of digital transformation is to increase operational efficiency. Hotel
services will be digitized and moved from offline to online, and online scenarios will
be combined with smart devices. In a digital era, hotel operators must be far-sighted
enough to accurately predict future trends and fast-track digital transformation.

They can use a "service brain" to control data throughout the service process and

improve their managerial expertise.

New forms of business in hospitality

Short trips and getaways are gaining popularity due to COVID-19. Hotels are
expected to be more than just a place to stay. They need also be a platform for
entertainment and interaction. Particularly, parent-child bonding is becoming a key
selling point of hotels. Some new forms of business may emerge to meet the

changing customer needs.

free guests from safety worries.

Survey shows that such contactless services are favored by a vast majority of

business travelers, although a part of them still need time to adapt.

Two thumbs up! Contactless services need to be promoted.

G 7

Affirmative, but need time to adapt to contactless services.

G 5::

Negative.

Q2%

Supporters

Early try at live streaming

Several hotels advertised their catering services or pre-sold their new offerings via
live streaming during COVID-19.

As of December 31, 2020, Ctrip had pulled in RMB 4 billion from 118 live streams.
Live streaming becomes a new way for hotels to expand their business. However,
most hotels take a wait-and-see attitude because the buying decision process in

hospitality is longer than in retail.



Ctrip Corporate Travel T"p com Grou P EfEiEEﬁﬁﬁ

PART 7 Business Travel Milestones

Overview of Railway Transportation During COVID-19

Passenger numbers Milestones and anti-epidemic measures

China registered 2.167 billion railway passengers in 2020, falling by 39.4% (1.412 billion) from the previous year. Rail + The Yangtze River Delta saw 3.099 million railway trips during the National Day

passenger transport was 825.81 billion passenger-kilometers, down 43.2% (627.145 billion) from last year. and Mid-Autumn Festival holiday, setting a new daily record for passengers in
2020.

National Railway Fassanger Traffic
I « Railway traffic in this region suffered a "cliff-like" drop early this year before it

[ owa JCamm | vavas | National Railway Passenger Tumover
| 100 e bindene et o b ok gradually recovered and stably went up.
_2:._"'.,_ - ' =d ‘ ‘ o ‘ *  As part of the effort to support work resumption, dedicated trains started running
13009.00 across the Yangtze River Delta in February 2020. A total of more than 100,000
'fv==='::;:;‘ s WO 0 migrant workers were carried to where they worked on 164 trains in 125
i) (FF l SO0 4 batches. A new mode of transportation adapted to epidemic control needs has
= . i thus taken form.
H w « OnJune 20, e-tickets were adopted for normal speed trains in China.
- L; 5 W W o o3 2088 sotr 8. M 3089 « From July, passengers can use the "railway e-card" app to get their QR code
! scanned before entering or exiting stations along the Shanghai-Nanjing, Nanjing-
Rai Iway network Anging and Nanjing-Qidong lines.

«  China railway network has a total length of 146,300 kilometers among which 38,000 kilometers are high speed railways, * From September, Nanjing and some other stations started delivering food

with a density of 152.3 kilometers per 10,000 square kilometers. 59.5% of the network is now double track, with 72.8% ordered online to passengers on normal-speed trains.

electrified. The length of railways operated in West China is 59,000 kilometers. +  To solve the supply-demand imbalance, Beijing-Shanghai railway will adopt a

«  The year of 2020 has seen 20 new projects underway, and multiple new lines covering 4,933 kilometers put into floating price system from December 23, 2020 on.
operation, including Beijing-Xiong'an intercity railway, Yinchuan-Xi‘an high-speed railway, Zhengzhou-Taiyuan high-speed
railway, Lianyungang-Zhenjiang high-speed railway, Yancheng—Nantong high speed railway, Shanghai-Suzhou-Nantong

Source: 2020 Statistics Public Report of China Railway Group Limited
railway, Golmud-Korla railway, and Dali-Lincang railway. China has completed ahead of schedule a 4+4 corridor high- (Development and Reform Department) (March 1, 2021) °

speed railway network, and is further expanding it into an 8+8 corridor grid.
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Increasing Car Service Demand during COVID-19

+ 48.6% of business travelers said they were encouraged to choose ride-hailing/airport transfer services over public transportation as much as possible during COVID-19.

* When choosing car services, business travelers will prefer those that are safety- and hygiene-minded, have taken strict anti-epidemic measures, and can make rapid response.

» According to data from Ctrip Corporate Travel, one-stop business travel services, covering ticket booking, car services and hotel check-in, are becoming more popular.

Does your company encourage using ride-hailing/taxi
services to reduce the use of public transportation? (%)

Yes, less public transportation for travel safety

No opinion, as long as it comply with the travel policy

40.8%

No. Public transportation is preferred

Source: Online survey on business travelers, N (2020) = 1,495

Q: Does your company encourage using ride-hailing/taxi services to reduce the use of public
transportation during COVID-19?
What are your major considerations when choosing a car service?

Major considerations when choosing car services (%)

Anti-epidemic measures like wearing
a mask

Driving safety
Car hygiene
Response speed

Driver's service attitude

Convenient payment such as pay via
corporate account

Driving stability

Driving speed
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MICE Trends in 2021

“Vertical cut” - the wave of the future

MICE was among the sectors hardest hit by COVID-19 in 2020, and the impact will
probably continue in 2021, and even beyond.

» Variables in the MICE market in 2021:

* The prospect of a long-term fight against COVID-19 makes it difficult to hold crowded
exhibitions, cross-regional conferences, and incentive tours. The risk of cancellation
becomes a major factor that influences sponsors' decision on whether to hold an
offline event.

* Chinese customers prefer domestic destinations and MICE complexes to overseas
ones due to entry restrictions of various countries.

* Private and foreign businesses cut their MICE budgets and spending, as opposed to
steady demands from governments and SOEs. It is noteworthy that the year 2021
marks the 100th anniversary of the founding of the CPC. The increased needs for
Party and League building activities will prop up part of the MICE market.

* In years to come, China may see the emergence of a batch of cultural festivals that
carry indications of a city's identity. As meccas for business travelers, these festivals
may present a new opportunity for MICE professionals. Local governments would
vigorously promote this model to drive endogenous needs, stimulate consumption,
and build city brands.

+ Smaller is better. To meet epidemic control and prevention requirements, large
conferences and exhibitions will be split into fast, flexible, and functional small ones
with no more than 100 participants each. MICE professionals should tap this trend for
new business opportunities, such as portable, reusable exhibition materials that can
be fast deployed and put away.

Trip.com Gr

6. Online conferences and exhibitions continue to take a considerable share in the
MICE market. However, with COVID-19 basically under control, MICE will be
gradually decoupled from the Internet scene in 2021.

7. If COVID-19 will not end in 2021, the annual meeting season may come earlier,
lasting from September to October, instead of December to next February, to avoid
high risk of infection in winter.

8. The MICE industry faces a talent reshuffle. On one hand, it has lost at least 30% of
the existing professionals during COVID-19; on the other hand, travel agencies
previously engaged in mass tourism have been shifting to MICE to survive the
pandemic. With working knowledge at a premium, training becomes ever more
important.

9. COVID-19 accelerates the transition of some MICE companies toward marketing
and PR. Small companies are more likely to succeed in this transition as they have
less to worry about than larger ones.

10. “Vertical cut” is the future trend of the MICE industry. In years to come, more and
more MICE professionals will concentrate on a certain vertical industry, providing a
diverse, integrated portfolio of services for corporate clients. This model features high
customer stickiness and good profit, and hence can facilitate business sustainability.

By Jia Ziru, Founder and Editor-in-Chief of China BT MICE
An expert in MICE business innovation and industrial Internet with more
than ten years of experience

*The opinions expressed herein are those of the author, and do not
necessarily reflect the stance of Trip.com.
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Topic: Will teleconferences replace face-to-face meetings?

*  Survey shows that more than 65% of companies do not think teleconferences will replace face-to-face meetings. The latter, they believe, are more efficient and can better enhance the
bond between participants. Besides, there is no online alternatives to site visits or contract signing.

» Nearly half of the respondents believe that teleconferencing is a stop-gap measure for only a part of business activities, like routine meetings and training. But business travel is still
necessary because meeting in person demonstrates that both parties are truly committed to making a deal.

Answers of travel managers
W| ” te|eCOﬂfel’en ces replace faCE-tO-face m eet' ngs') (%) Not all meetings will be moved from in-person to online because face-to-face communication is very important in business activities.

Teleconferencingis only an expediency. Face-to-face bonding makes more business sense.
- Procurement manager at a foreign enterprise

No. Face-to-face communication is - 1.8
more sincere and efficient. ’ Irre | ac eab | e
p You need to be there for your clients. You need to be there for technical support, site visits, meetings, and important teamwork.

1 I
1 I
1 I
i i
1
‘ !
1 - Travel manager ata private enterprise from the manufacturing industs
: — _ 65.7% ! geratap P g industry
! No. In difficult times, we need in- !
I person communication more than ever - 33.9 :
1 I
1 I

to keep the business humming.

To some degree, yes. But business _ 47.7

travel is still necessary. Yes, we can hold routine meetings remotely, but we prefer to talk in-person whenever necessary. Not just because it's more efficient, but it
also shows our clients that we're really into it.

No. Face-to-face meetings are more efficient and can enhance mutual understanding.
- Head of finance at a wholly foreign-owned enterprise from the service industry

- Head of finance at a state-owned enterprise

Definitely yes. I 1.9
Face-to-face meetings will not be completely replaced, partly because our technology and network are not up to snuff. In good deal making,
most of the real negotiation happens before we sit down to negotiate. We need to bond with our clients and build good public relations, which
can never be achieved via teleconferencing.
- Travel manager at a wholly foreign-owned enterprise from the
fast-moving consumer goods (FMCG) industry

Source: Survey on business travelers
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Keyword in Business Travel 2021: Integration

W orking with multiple travel suppliers but considering . 1359 Planning for
Three Integrations Boost Business Travel Efficiency switchingto unified management integration
Working with multiple travel suppliers with no plan for
@ switching to unified management 6.8%
@ Employees pay first, and the company reimburses later,
with little cooperation with travel suppliers I 4.1%
Product Integration System Integration
Satisfacti N
on with Wor_klngwnh )
Travel Working with one Working with multiple multlple tra\_iel EplOEES FEy i
; - suppliers with | and the company
Suppliers travel supplier for travel suppliers but T W e reimbUfete Jater
Centralized control over flights, hotels, An all-in-one system can help companies Survey shows that most companies Points centralized booking | considering switching to .tp i ith litt] t.’
and car services has become popular. save considerable time and labor costs. It use a single service provider for ( ) and management unified management swi C.f.mg 0 WI'th It & CIOOPer? on
However, in some companies, can integrate with companies'internal centralized booking and management, QLIS f g NQNEVe! suppiiers
employees still need to pay first, which systems, and covers the whole travel and they enjoy a higher satisfaction managermgey
will make it difficult to comply with travel management process from approval, rate. Most companies working with
policy, and resultin cumbersome booking, to reimbursement. multiple service providers are 73 7.4 7
reimbursement processes. considering switching to unified : ;

management.

Trip.com Group” ¢ 4&F2 Sk

Travel Supplier Cooperation Model
- Choices by Travel Managers

Working with one travel supplier for centralized booking

and management

I s

Survey shows that more and more companies have started to place flight booking,
hotel reservation, and car hailing under centralized management. According to Ctrip
Corporate Travel’s data for the past two years, the share of hotels in travel
products under control has significantly increased, indicating that companies
are paying more attention to travel management.
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Keywords in Business Travel 2021: System Integration and All-in-One

» Ctrip Corporate Travel Management System can seamlessly integrate with companies' internal systems, allowing centralized management of approval, booking, and
reimbursement. This all-in-one system frees employees from repetitive, tedious travel formalities so that they can focus on more important tasks.

Integrate with Existing Systems like
Finance/OA Systems

So far, Ctrip Corporate Travel has provided travel management system integration solutions for
1,500+ renowned companies at home and abroad across fields like pharmaceuticals, finance,
banking and securities, manufacturing, and Internet. Some of them are Fortune 500 companies.
Ctrip Corporate Travel also has a range of system integration partners including famous OA, ERP,
and HR system vendors in and outside China.

JHIJEIDO & ®imeRaane

Teawel SosSons | Case Ssarog

Satisfy customization Streamline travel management

needs Ctrip Corporate Travel's system is

Comb through customers'travel integrated with OA systems, moving

policies, online the whole travel management

and help them customize policies. - process, from application, approval, work more efficiently with no need
booking to settlement. to handle a load of bills and

One-stop travel resources receipts.

Ctrip Corporate Travel provides Business travel data report

one-stop resources of flights, The system can display breakdowns

hotels, trains, and car services to o pysiness travel spending in real

meet customers'international and  {ime and analyze budget variances.
domestic travel needs. It also

support collective display of
offerings from contracted hotels.

Improve employee
satisfaction

Online reconciliation and
settlementallows finance staff to

Shiseido x Ctrip Corporate Travel

Integrate with Third-party
Collaboration Platforms

Primary research reveals that many companies use third-party collaboration platforms for internal
communication, approval, and other procedures. Ctrip Corporate Travel is cooperating with major
platforms on system integration for the convenience of business customers.

* Sync organizational structure * Allow convenient business travel
* Avoid switching between multiple apps * Increase travel management efficiency
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Keyword in Business Travel 2021: Travel Safety

+ According to the 2020 survey on business travel managers, employees' travel safety concerns become a top pain point followed by policy violation and tedious, time-
consuming on behalf booking.

+  Companies have taken a series of measures to ensure safety, such as providing anti-epidemic products for employees, and training them on how to protect themselves
against the pandemic.

Travel Management Pain Points ( COVID-19 early ) Weather/Geological disaster/FIight) ( Global SOS data )

warning/travel policy change alert

“Policy violation & budgeting 28.9
challenges — '
Tedious and time-consuming_on —22 5
behalf booking .
Difficult to reconcile travel
expenditure _ 223
Cumbersome reimbursement -18.7
process
Tiresome travel audit _ 18.2
Employees' complainton 16.7
advance payment ‘

In 2017, Trip.com launched the Global SOS system to provide 7x24
support for worldwide travelers in emergencies. During COVID-19,
Ctrip Corporate Travel launched an employee health record
system by which companies can track the health and safety
conditions of employees traveling for business in real time. The
system also provides travelers with COVID-19 early warnings and
information related to their destinations.

How to balance business development and employee safety?

Hard to comply with travel ‘12 7
Hard to verify the autr:grzjtlii?tsr:; AnSWQrS Of travel man a.gerS
invoices ‘ N « Companies may work with large platform suppliers to ensure employees can go on business trips as scheduled to keep the
business humming, and do not have to pay first.
Measures to Ensure Travel Safety « Travel managers should standardize travel management, ensure compliance with travel policies, and simplify travel
Providing anti-epidemic products [ booking. Ctrip Corporate Travel can help them achieve this. Travel booking, approval, and reimbursement will be completed
Improving COVID-19 prevention 69.3 on an all-in-one platform, and employees no longer have to pay first and go through a lot of red tape to get reimbursed,
awareness by training/email I 25 which will greatly improve their satisfaction. In the meantime, travel managers should also improve employees' awareness
notification or other means ’ to cut travel costs.
Reducing travel time [ NN 36.3 « Companies should put into place and adhere to a set of reasonable travel policies, and enhance training on travel
. ) compliance and safety. Employees should strictly follow business travel policies, and handle travel issues in a flexible way.
Giving COVID-19 early warnings <A t busi 4 | olatf | I bl
related to destinations via email or by NN 35.8 great business travel platform can solve all problems.
other means

Allowing employees to apply for I 346

canceling/postponing their travel Source: Online survey on business travel managers
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Keyword in Business Travel 2021

Manual

Operation

2

Digitalization Process

Online+

Systematic

Digitalization

+Intelligence

Trip.com Group & 422k

Digital Transformation

Primary research shows that SOEs have embarked on recovery of business travel earlier and
faster than other companies. They are strict with travel cost control. To meet their needs,
Ctrip Corporate Travel released three solutions on the first SOE Innovation Summit in 2020.
These solutions can provide services and technical support for SOEs throughout the travel
management process, seeing them through digital transformation of travel management.

Three Solutions for SOEs Offered by Ctrip Corporate Travel

£\

wr

Procurement Platform Integration

Provide resources and services for self-built
procurement platforms

Finance System Integration

Interconnect with the financial settlement system
by a direct data link

3
<[>

OBT-PLUS System

Independently deploy the self-owned OBT
system customized for SOEs
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About Ctrip Corporate Travel
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Ctrip Corporate Travel is China's travel management company (TMC) under Trip.com Group. Over the past decade, Ctrip Corporate Travel has served 12,000+ large enterprises,

including over half of the Fortune 500 and 100+ of China's top 500 firms. By unleashing our advantages in cash flow, services, products, and technologies, we have helped these

companies reduce up to 30% of travel costs. In 2014, we launched a self-service travel management platform for SMEs, which now has 450,000+ SME users.

We offer

Flights

Cover worldwide airline routes
Hotels

Book among over 1.40 million
hotels around the world

Car Services

Four products with 100+ car
modeis for your choice
Trains

Access to trains and rail lines
nationwide

Professional Management
Professional full process
management

Corporate Settlement
Monthly corporate settlement
alleviating financial pressure
No More Advance Payment
Increasing employees'
satisfaction to business travel
Attentive Service

7x24 services

Three-pronged fork: solutions for the next five
years

Professional R&D Team
All-in-One Integration Solution
Strict Risk Control
International certification in

information security services, products, and

cash flow - a firm grasp of the handle is

the premise of financial security and technologies

service quality - advanced technologies are the
drivers of outstanding services

and products
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" . . * The share of travel management market is
Domestically driven recovery expected to increase amid a trend of delicacy

of business travel industry" management

Against the backdrop of COVID-19, growth-seeking companies are paying more attention to

internal management, especially the meticulous standardization of business travel protocols.

° NeW taX an d fee C Ut pO | | C | es un | ocC k m arket Vital |ty Withtravel as the second highest controllable expense, more and more companies have realized
China cut taxes and fees by more than CNY2.5 trillion in 2020, which greatly alleviated the the importance of professional travel management, and are more willing to cooperate with TMCs.
burden on market entities. 2021 is the first year of the 14th Five-year Plan period. In its work
report for this year, the Chinese government announced to raise the value-added tax (VAT) From individual booking by employees to centralized booking and management
threshold for small-scale taxpayers from CNY100,000 to CNY150,000 in monthly sales, and
From working with multiple service providers to unified management

halve the corporate income tax (CIT) liability of small and low-profit enterprises for the portion
of taxable income not exceeding CNY1 million based on the existing preferential policies.

+ Domestic business trips surge, especially in

+ Chinais accelerating vaccine development lower-tier cities

As China introduced a new development paradigm with domestic circulation as the mainstay, many

China National Pharmaceutical Group Co., Ltd. (Sinopharm) has submitted a market approval local companies have gradually shifted their focus from overseas markets to lower-tier Chinese
application to the National Medical Products Administration (NMPA), bringing us closer to the cities. To ride this trend, TMCs should join hands with airlines, hotels, and other related companies
final victory against COVID-19. China pledges to give developing countries priority access to its to cover a broader range of resources and provide one-stop travel services for business clients to
successful vaccines, which serves the common interest of people around the world, and meet their increasing needs. In 2020, with the resumption of work and production front of mind,
inspires global confidence to defeat the pandemic. Ctrip Corporate Travel also announced its domestically focused development strategy.
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About Us Copyright Declaration

All information contained in this report (including but not limited to texts,
images, diagrams, marks, logos, and trademarks) is owned by Ctrip
Corporate Travel.

Ctrip Corporate Travel is China's famous travel management company
(TMC) under Trip.com Group. Relying on its strengths in resources,
technologies, services, and management, Ctrip Corporate Travel has

served 12,000+ large enterprises (including 250+ Fortune 500 and 100+ ) ) o ) o
of China's top 500 firms) and 450,000+ SMEs over the past decade. Without written authorization from Ctrip Corporate Travel, no organization or
individual may copy, reprint, reproduce, modify, or display this report, or

Since 2006, we have been helping business clients streamline booking provide it to third parties in any forms in entirety or in part.

and approval processes, improve and implement travel policies, and
control overall travel costs. We provide advice based on industrial data
analytics to help clients improve their travel management, and have
saved up to 30% of travel costs for them.

Any violation of the preceding rule shall constitute a copyright infringement,
and Ctrip Corporate Travel will hold any organizations or individuals involved
in such violation accountable, and claim compensation against them
according to actual losses.
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Looking forward to working with you

Website: ct.ctrip.com
WeChat account: ctripbiz

Contact: 10106116
Hongkong, China: 800-90-6666
Overseas: 86-21-5260-4658
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