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Asiatravel.com

 Current price : $0.61

 1) Trusted presence in the online hotel booking 
space.

 2) Scalable business model implies incremental 
revenue can flow almost directly to the 
bottomline

 3) Strong in-house technical capabilities and 
relationships with hotel owners make it an 
attractive M&A target

 target price: S$0.72 
 DCF methodology,  WACC 9.5% ,  conservative terminal 

growth rate of 0.5%





What differentiates Asiatravel.com 

 Physical presence in key markets  

 their physical presence in most of these 

main geographies, allowing them to directly 

negotiate better rates and allocations with 

hoteliers, rather than rely on wholesalers as 

most online travel agents do.





o Focusing on Asia-Pacific –largest 

inbound travel market

o 60% of leisure travellers will come to 

APAC in the next 2 years.

 Asia Pacific remains the number one 

region for those planning international 

travel in 2009 and 2010.





 hotel reservations

 Symbiotic relationship with hotel partners 

enables win-win situation

 Can potentially offer lower rates than 

competitors

 Dynamic yield management option for hotel 

partners

 Prepaid sales give the agent higher margins.



 Securing room allocations is the key 
differentiator

 Long standing relationships with some 
hotels.  Company is able to secure rooms 
during peak seasons and major events at 
attractive rates. 

 Currently offers access to more than 
60,000 hotels in Asia and even in parts of 
Europe and Asia (through 3rd party 
wholesalers)



 Flight Bookings

 Key growth driver

 Lower margins compensated by high 

volume

 Strong growth expected in 2009 and beyond



Industry Overview

 Online market will outperform in the long 

run

 Structural change in traveller mindset.

 Broadband Penetration

 Online travel market penetration is still low in 

Asia.



Growth Drivers

 Expanding global footprint.

 Growing customer base.

 Capturing the “last-minute” customer.

 Scalability of Business.

 Upcoming Integrated Resorts



Key Risks

 Visitor numbers dipping in 2009



Key risks

 Political, natural and other risks.

 Competition from suppliers.



DISCLAIMER

The information, statistical data and opinions contained herein are of the
author’s own, and have been obtained from sources which he/she believes
to be reliable, but it does not represent that they are accurate or complete,
and they should not be relied upon as such. All opinions expressed and
data provided herein are subject to change without notice. The securities
mentioned in this report may not be suitable for all types of investors. ALL
investments involve different degrees of risk. You should be aware of your
risk tolerance level and financial situations at all times. Read any and all
prospectuses carefully before making any investment decisions. As you
know, a recommendation, which you are free to accept or reject, is not a
guarantee for the successful performance of an investment and we are
expressly prohibited from guaranteeing accounts against losses arising
from market conditions. NTU-IIC, SMIF and its members will not be held
liable in any manner for any losses arising directly or indirectly from
investment decisions undertaken based on the information/statistical
d a t a / o p i n i o n s e x p r e s s e d .
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