
2013 Closes on a High Note with More Growth Expected for 2014
December closed 2013 with renewed momentum and promise for both business 
and leisure travel. Global corporate bookings through the global distribution 
systems (GDSs) grew +7.4% over prior year in December with rates steadily 
outpacing 2012 by +1.7%. The leisure segment realized healthy demand through 
the holiday season with bookings eclipsing prior year by +4.3% in December at 
rates that were +4.8% higher.

Overall improved economic conditions, corporate and consumer confidence, 
combined with strong travel demand and moderate room supply growth fueled 
the progress that will continue through 2014. 
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KEY TAKEAWAYS

• Corporate booking growth with improved rates is driven by increased transient and group business. 
   Meetings growth, in particular, provides evidence that companies are more comfortable committing time and 
   resources in advance.

• Leisure travel will remain a priority, involving diverse vacation types, locations and durations to suit varied 
   consumer tastes and budgets. All contribute to more trips being taken and paid for at higher average daily 
   rates (ADR) than the prior year.

• Global GDS forward-looking data shows corporate bookings and rates will continue to deliver increased   
   revenue through the first quarter of 2014.

• Global forward-looking data for leisure-driven online channels, or alternate distribution systems (ADSs),  
   shows revenue growth through March 2014. The increases are supported by volume, but will primarily be 
   driven by rates, except when April benefits from the timing of Easter in 2014 versus 2013.

The fourth quarter brought more positive results to an improved year overall. Trends analyzed in The Pegasus 
View and reported by other industry sources indicate more progress will be made across all regions in 2014. 
This year, growth is expected particularly in airport, urban and resort destinations, and those hosting highly 
publicized events. 

No matter the location or niche, the key to being booked over the competition is being more accessible and 
appealing. PhoCusWright cites smartphone penetration at 75% with 44% of travelers owning a tablet and an 
additional four out of ten planning to purchase one by the end of 2014. The ‘big four’ – Google, Facebook, 
Twitter and TripAdvisor – agree that hotel marketers should shift more resources to online and mobile 
marketing to amplify visibility and reach.

GDS CHANNEL (CORPORATE TRAVEL FOCUS) 
While global year-over-year corporate travel growth paused in November, gains returned in earnest by 
December for a strong 2013 finish. October bookings essentially equaled the year-to-date growth pace of 
+4.2%, as November bookings came within -1.5% of 2012 volume. December’s reservations rose by a robust 
+7.4% over prior year.

Global rates, on the other hand, had consistent revenue growth throughout the year and the fourth quarter. 
October’s ADR reached a 2013 growth high of +2.7% over 2012 with November and December’s ADR 
increasing over prior year by the same year-to-date margin of +1.7%.
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Both group and transient business travel are contributing to the progress made over prior year. While smaller 
meetings have gained popularity as a cost-effective way of accomplishing internal and/or more pointed 
objectives, large-scale meetings remain a valued venue for cultivating new business. DestinationMap 2013, 
a report based on a survey of approximately 750 corporate and association meeting planners, reported 
attendance has increased for the planners’ largest meetings. Those surveyed reported fewer events overall, 
but the prominent larger conferences are flourishing.  

Increases in both small and large meetings, with prudent management of trip length, kept fourth quarter 
global average length of stay on par with prior year. Trips booked in December 2013 averaged 2.15 nights 
versus 2.14 in December 2012, and trips booked over the entire year of 2013 averaged 2.13 nights versus 2.12 
nights in 2012. Booking windows remained close to that of prior year due to the combined growth of transient 
and group business. Small meetings foster spontaneous bookings, while registration deadlines and early hotel 
and airfare reservation deals are a key consideration for conferences like ITB Berlin this quarter. The global 
average booking lead time for business travel in 2013 was 16.96 days versus 17.06 days in 2012. December 
trips were booked 18.30 days in advance in 2013 versus 18.33 days in 2012.

 

ADS CHANNEL (LEISURE TRAVEL FOCUS)
Leisure travel delivered a solid fourth quarter finish for 2013 globally. Bookings began just under prior year by 
-0.8% in October, rose +1.9% over prior year in November, and realized growth of +4.3% in December. Vacation 
demand has enabled hoteliers to raise rates overall. Global ADR stayed ahead of 2012 every month in 2013 
with the fourth quarter picking up momentum. Rates increased by +2.6%, +3.3% and +4.8% over prior year for 
October, November and December.
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Travel demand is fed by increased consumer confidence and prioritization of getaways. Varied affordability 
levels exist, but vacations remain a perceived consumer necessity as best values are sought and booked. 
Consumers continue to curtail trip length, allowing the same or greater number of trips with more  
experience-enhancing upgrades. The global average length of stay was close to prior year as a result at 1.92 
nights in December 2013 versus 1.94 nights in December 2012, and 2.00 nights for 2013 and 2012 overall. 

The global average booking lead time for vacations shortened slightly in December 2013 compared to 
December 2012 (16.36 days versus 16.50), but grew slightly in 2013 over 2012 (18.78 days versus 18.49) 
overall. As mobile continues to affect consumer behavior, it contributes to more impulsive, short-lead time 
bookings particularly for brief getaways. Top leisure agency executives suggest people are willing to spend 
money on things that are important to them while still watching their overall budget. Thus, the popularity of 
loyalty programs, elevated comparison shopping for amenities and value-add offerings  
on travel websites.  

GDS & ADS CHANNEL PERFORMANCE BY REGION
Business and leisure travel demand remained strong worldwide in the fourth quarter with travel performance 
registering improvement across all regions. December corporate bookings through the GDS increased over 
prior year in each region, with 2013 at or above 2012. Corporate rates reflected steady demand remaining 
close to that of 2012 regionally throughout 2013. Leisure results through the ADS channel proved equally 
encouraging. All regions showed substantial increases in bookings made December 2013 versus December 2012. 

Rates in December 2013 showed significant growth over December 2012 for all regions except Europe where 
ADR has still held steady against 2012 overall. At local levels, events like political turmoil and severe weather 
can wreak havoc, while desired weather (such as snow at ski resort destinations) and popular events can spike 
demand. As already reported by Pegasus, the Sochi Winter Olympics, Super Bowl in the New York area and the 
FIFA World Cup in Brazil will boost travel for those events, as well as incite interest for future travel. 

Regardless of external influences, improvement is expected to continue for all regions at varying speeds. 
According to the United Nations World Tourism Organization (UNWTO), tourism grew at a record pace in 2013 
despite economic difficulty in some of the world’s traditional source markets. Southeast Asia was the fastest 
growing region while Europe tourism grew exponentially with an extra 29 million arrivals. The UNWTO’s 
barometer cited a record 1,087 million arrivals in 2013, exceeding expectations by 52 million, resulting in 
+5% growth overall. For 2014, UNWTO forecasts +4% to +4.5% growth, which would also exceed long-term 
projections of +3.8 percent per year between 2010 and 2020. 
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FORWARD-LOOKING INDUSTRY TRENDS
Global GDS forward-looking data points to a positive outlook for the business sector. Bookings made thus 
far for arrivals January through April show a monthly increase over prior year of +5%, and closer to +9% for 
February. Rates continue to show modest growth at an average of +3% through the first quarter of 2014, with 
potential to pick up more in the month of April.

Similarly, the Global Business Travel Association (GBTA) predicts spending by corporate US travelers alone will 
reach $289.9 billion in 2014, marking a +6.6% increase from 2013. The number of trips is projected to rise by 
+1.7%, to 461 million. US group travel spending is expected to rise by +6.5% to $124.5 billion. GBTA reports this 
growth is largely propelled by strong investment in international outbound travel. US spending on international 
outbound travel should jump a hefty +12.5% in 2014 to $36.7 billion after just +1.8% growth in 2013 and only 
+0.8% expansion in 2012. The meetings and events division of Carlson Wagonlit Travel, comprised of 1,600 
event specialists in 75 countries, predicts a steady increase of +1% to +2% in the number of global meetings 
and events in 2014.

 

ADS channel forward-looking global data indicates leisure travel demand will remain steady. Bookings look 
to slightly surpass 2013 levels through March of 2014. April is expected to enter double-digit growth over 
2013 with Easter Sunday and related travel to occur in April as opposed to March of last year. Various sources, 
including Travel Market Report, Association of British Travel Agents and US Travel Insurance Association 
corroborate this, suggesting that the majority of consumers plan to take the same or greater number of 
vacations in 2014 than 2013. Other trends noted are unique vacation experiences, packages for ease and 
value, ‘workcations’ for those needing to stay connected and/or work while away, and the mass use of mobile 
devices and social media in general.
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ABOUT THE PEGASUS VIEW 
The Pegasus View is a quarterly analysis of global booking trends available online and by free subscription at www.pegs.com. Data reported in 
The Pegasus View comes from billions of transactions processed monthly by Pegasus Solutions, the world’s single largest global processor of hotel 
transactions. It is the only industry report to reflect data drawn from both global distribution system (GDS) and alternative distribution system 
(ADS) transactions, representing the business and leisure markets respectively for approximately 100,000 hotels worldwide. All data is on a date of 
booking basis unless otherwise stated. Average daily rate (ADR) and revenue percentage changes are calculated from values using a single constant 
exchange rate to eliminate the effects of currency exchange rate movements.

ABOUT PEGASUS SOLUTIONS
Pegasus Solutions is the single largest processor of electronic hotel transactions, delivering advanced and affordable connectivity and distribution 
solutions to nearly 100,000 hotels worldwide. Pegasus connects hotels to crucial sources of business, facilitating almost $16 billion for its clients 
annually. In addition to foundational global distribution system (GDS) access and online connectivity, Pegasus delivers online, social marketing and 
booking solutions through its Open Hospitality division, and powerful reservation tools to convert and capture bookings. As a trusted partner in 
generating guest room demand and sales, Pegasus also offers hotels actionable business intelligence through its PegasusView Market Performance 
reports to help hotels understand and respond to changing market conditions.

Pegasus has 18 offices in 10 countries, including regional hubs in New York, Dallas, Scottsdale, Frankfurt, London, Madrid, Sao Paulo, Tokyo and 
Singapore. For more information, visit www.pegs.com or www.openhospitality.com.
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