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Agenda 1. Markt trends

2. Algemene trends

3. Expedia Group updates

4. Take aways

5. Q&A
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Submarket Schiphol gedefinieerd

© 2026 Expedia, Inc., an Expedia Group company. All rights reserved



K A M E R N A C H T E N  E N  A D R  - G E B O E K T  Y T D

Schiphol kamernachten overall behoorlijke groei
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Week 15/6: tm 19/6

Vanaf start onrusten MO ADR onder druk
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kamernachten ADR



K A M E R N A C H T E N  - G E B O E K T  Y T D

Schiphol groeit sterker dan Amsterdam, volgt trend (muv winterweer)
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Week 15/6: tm 19/6

Haarlem groeit harder (aantallen echter veel lager)
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Schiphol Amsterdam Haarlem



K A M E R N A C H T E N  - G E B O E K T  Y T D

Rest van Nederland vanaf mid januari stabiele groei
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Week 15/6: tm 19/6
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K A M E R N A C H T E N  - G E B O E K T  Y T D

Schiphol groeit sterker dan Heathrow en Charles de Gaulle
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Week 15/6: tm 19/62
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Schiphol Heathrow Charles de Gaulle



V E R B L I J V E N

Penetratie in regio Schiphol groeit stevig: in mei zelfs zo’n 20%
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Y T D  G E B O E K T ,  T O E K O M S T I G E  V E R B L I J V E N

Juni en September stevige ADR dalingen
(Kamernachten stijgen harder dan Amsterdam (+19% versus +4%) – echter ADR daalt (-4% versus +2%))



Y T D  G E B O E K T

Stabiele ADR – onafhankelijk van booking window
(Amsterdam markt daalt van $ 245 (91+) naar $ 159 (0-1 dag))



G E B O E K T  Y T D  S U B M A R K T  S C H I P H O L ,  V E R B L I J V E N  I N  K O M E N D E  1 2  M A A N D E N

Fluctuaties in flex tariefplannen per maand; verderuit wel wat flexer
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Amsterdam 65% 68% 69% 73% 71% 74% 79% 80% 79% 88% 82% 86%

(Amsterdam markt sterker gericht op non ref op korte termijn dan Schiphol)



A N N U L E R I N G S P E R C E N T A G E S

Annuleringspercentage toont stijgende lijn en hoger dan vorig jaar

13

(Ook voor Amsterdam en andere Europese steden geldt dat er een stijging is in annuleringspercentage)

0% 5% 10% 15% 20% 25% 30% 35% 40% 45% 50%

L28

L90

YTD

L12M

Annuleringspercentage



Origin of traveler

Y T D  G E B O E K T  S C H I P H O L

USA nog steeds grootste markt, en stijgend; hoge ADR en lange BW

(UK en China groeien en groeien ook sneller dan in Amsterdam als geheel)



Share YoY ADR

65% +10% $161

25% +55% $114

10% +50% $95

Share YoY

55% +35%

45% +10%

4*

3*

2*
B2C

B2B

B2B vs. B2C bookings

Star Segmentation

YoY

+2%

+1%

-1%

Y T D  G E B O E K T  S C H I P H O L

B2B segment groeit sterk, 2/3* segment stijgt hardst

(In EMEA zien we in het algemeen stijging van 3* en stabilisatie / kleine min in 4*)



Y T D  G E B O E K T ,  A A N T A L  K E R N G E T A L L E N

Distributie tariefplannen winnen terrein

Package: +/- 37%
(+8pp)

Mobile: 30%
(+8%)

Distributie rates: +/- 15%
(>100%)

Corporate: 2%
(+3%)

Expedia Collect
(+/- 90% aandeel)



Y T D  G E B O E K T ;  V E R G E L I J K I N G  M E T  A N D E R E  A I R P O R T S

Schiphol kent sterkste groei, ADR $10 onder gemiddelde
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Inzichten in andere sub markten; check het Extranet

© 2026 Expedia, Inc., an Expedia Group company. All rights reserved
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Inzichten in andere sub markten; check het Extranet

© 2026 Expedia, Inc., an Expedia Group company. All rights reserved



G E M E E N T E  H A A R L E M M E R M E E R  – I N Z I C H T E N  I N  P A G I N A  B E Z O E K E N  E N  A A N K O P E N

Wanneer wordt er gezocht en wanneer geboekt



G E M E E N T E  H A A R L E M M E R M E E R  – I N Z I C H T E N  I N  P A G I N A  B E Z O E K E N  E N  A A N K O P E N

En voor welke data wordt er gezocht en geboekt



G E M E E N T E  H A A R L E M M E R M E E R  – T O E K O M S T I G E  V E R B L I J V E N

T.o.v. vorig jaar neemt zoekvraag Duitsers en Engelsen (fors) toe



Agenda 1. Markt trends

2. Algemene trends

3. Expedia Group updates

4. Take aways

5. Q&A
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NOTE:

When adding an image into the 

placeholder, make sure to “send 

to back” 



NOTE:

When adding an image into the 

placeholder, make sure to “send 

to back” 

P R O P R I E T A R Y  &  C O N F I D E N T I A L

25

Major sports events, festivals, and concerts extend 

stays and drive exploration beyond host cities

Event Hopping

Iconic road-trips - like Route 66’s centennial -

encourage multi-stop itineraries.

Road Tripping

Work trips blend seamlessly with leisure in cities 

like Helsinki, London, and Oslo. 

Bleisure Hopping



Veel onderzoek gedaan omtrent advertising: WANDER



Resulterend in een framework en checklist



AI and travel





of travelers would not trust AI to book 
travel on their behalf

6%



Planning Booking



Planning Booking



Planning Booking





Alle onderzoeken terug te vinden op onze partner website

https://partner.expediagroup.com/en-us

https://partner.expediagroup.com/en-us


Agenda 1. Markt trends

2. Algemene trends

3. Expedia Group updates

4. Take aways

5. Q&A
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NEWS

41

Partner advantages

- Discovery channel large scale & credible : 67% have already used AI in 
their travel journey, 89% want to use it for future trips, more trusted 
source for trip planning

- Gives access to high intent travelers earlier in the funnel : inspiration 
and comparison

- More qualified traffic for hotels : AI already helps travelers refine 
destination, dates, budget etc before redirecting 
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Traveler Profiles
Find the Travelers You Need to Succeed
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Traveler Profiles
Find the Travelers You Need to Succeed

Try it Today!

https://partner.expediagroup.com/en-us/traveler-profiles/

https://partner.expediagroup.com/en-us/traveler-profiles/


Travelads; locale inzichten – Market Managers adviseren



Agenda 1. Markt trends

2. Algemene trends

3. Expedia Group updates

4. Take aways

5. Q&A
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To change background 

image:

Right click > Format 

background > Picture or 

texture fill > insert or use 

copy an image and use 

“clipboard”

46

Take aways

Content

Streef naar 100% content score 

(geen info=geen match)

Content is king = zowel voor 

differentiatie als upsell

Pricing Stand out

Zorg voor up-to-date prijzen en 

beschikbaarheid van alle 

kamertypes en alle tariefplannen

Middels content

Middels additionele tools zoals 

TravelAds en Accelerator



Agenda 1. Markt trends

2. Algemene trends

3. Expedia Group updates

4. Take aways

5. Q&A
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Q&A

© 2022 Expedia, Inc, an Expedia Group Company. All rights reserved. Confidential and proprietary



Appendix
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Y T D  G E B O E K T

Domestic aandeel Schiphol dubbel tov Amsterdam



Y T D  G E B O E K T

1/3 boekt 31+ dagen, 40% blijft 3 nachten of langer



O T B  – L 2 8  – L 7 ,  T O E K O M S T I G E  V E R B L I J V E N

Eveneens stijging in kamernachten, ten koste van ADR

Kamernachten

ADR



P R O F I E L  G E M I D D E L D E  U S  R E I Z I G E R  E X P E D I A  G R O U P  N A A R  A L L E  B E S T E M M I N G E N

Wat inzichten vanuit onze Media Solutions zijde



P R O F I E L  U S  R E I Z I G E R  S P E C I F I E K  N A A R  A M S T E R D A M

Amsterdam onderdeel van geheel, veel premium nachten



The AI trust GAP



1. Expedia UVP

2. B2B network

56



  

Lodging & 
transport partners

Travelers

Our brands

Our B2B distribution network

Inventory

Bookings

Inventory

Bookings

One marketplace, endless opportunities 
for your properties.

Corporate 
travel 

Loyalty 
programs

Retail Travel suppliers

57



Brand power that drives more stays

58



Source: Expedia Group internal data, 2024
*Includes territories 59

Our vast B2B distribution network spans across the globe

B2B partners 

70K+
Travel agents 

150K
Countries*

230



Our  three major  B2B travel  d ist r ibut ion products

60

White Label Template Expedia TAAP
Travel Agent Affiliate Program

Rapid Hotel API

© 2025 Expedia, Inc, an Expedia Group Company. All rights reserved. Confidential and proprietary.



EG’s  B2B Network  br ings  demand f rom high va lue  t raveler  

segments

+29%

+4%

+18%

+17%

+24%

+61%

+26%

+28%

+74%

Average day rate

Average length of stay

Average booking window

… vs rest of EG business

Loyalty Travel supplier Travel agencies



Connect with 
leading travel 
brands globally 
Capture B2B demand in addition to 
what you already receive through our 
EG brands with B2B Distribution Rates.

0 1  |  O V E R V I E W
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