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|.9: TRAVELIBRO MARKETING AN
FUTURE USER FORECASTS

avyeLIbio fecaeives IS un CLie Wis o Cowant

SEARCH ENGINE MARKETING (SEM): SEARCH ENGINE MARKETING [SEM):

gine Markeling involves
W projected number of unagus S
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14,000,000 . : 4 50,000

12.00 000 ) 4 00,000

10,000,000 3.50,000

3,00,000

8,00,000
2,950,000

6.00,000

2,000,000

4.00.000

1,590,000

2,00,000

2014 - 2015 2015 - 2016 2016 - 2017

Rs. 1,17,30,000 Rs. 1,17,30,000 Rs. 1,17,30,000
2014 - 2015 2015 - 2016

Ks. 9.00,000 Rs. 9,00.000




SOCIAL MEDIA MARKETING [SMM): PUBLIC RELATIONS (PR):

Social Media Marketing s a skitful brand placement exercise aoross networking platforms like Facebook Public Relations markating locates target groups and accasses mediums by which to reach them. Thi:

o ol
Twitter and Instagram that yvields rich dwidends in learms of the vanely and number of largetl audiences b a blog with a heavy ravel-enthusiast lollowing, or a review wabsile, or a prestighous magazing. Fealures
available, This involves paid advertising on site as well as consistent brand presence on site through "pages and recommeandations from these sources gamar as many as 181,600 unique visits for 2014-2015, and &
b unique vistdors in 2074-20135, escaiale 1o further 240,000 In both 2016 and 2017

regular posis’ and tweets . [his activily is expeciad 10 yweld 32,815 uniq
72,587 by the following year 2016, and reach 205,330 by 2017

SMM PR

3.00.000
Z2,00.000

2,50,000

1,00.000

1,50,000
20,000

1,00,000

2014 - 2015 2015 - 2016 2016 - 2017

Spents Rs. 5,40,000 Rs. 5,40 000 Hs. 5,40, 000

2014 - 2015 2015 - 2016 2016 - 2017
Rs. 18,00,000 Rs. 18,00,000 Rs. 18.00.000




WORD OF MOUTR PUBLICITY: UNIQUE SITE VISITORS:
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ser-community based mhative = avelibvro 15 essenha I his is the fodal number of peapie who have visited {
x

marketing sources outlingd above, Multiple sile visits by th

Word of Mouth Unique Site Visitors
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- 1361492
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TL User Projection 2014-2017

33,38,318

1,060,000

40,00,000

1,40,000

1,20,000 35.00,000
1,00.000 ' _
80,000 30,000,000

23,00,379
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B Users

10,00,000
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2014-2015 2015-2016 2016-2017

B Unique site visitors [l Users




IRAVEL AGENTS: TAPPING PARTNER?
IN THE TRAVEL INDUSTRY

Estimated Travel Agents on Site
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|10 TRAVELIBRO FINANGIALS
TL EXPENDITURES
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REATION AND DEVELOPMENT

wativa and Deve

Travalibro

a5 include ths

Creative Development

25.00.000

. 20,00,000

5. 15,00,000

10,00,000

Rs. 5,00,000

Rs. 0 |
2013 - 2014 2014 - 2015 2015 - 2016 2016 - 2007

B Creative and Development
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Office Expenses

45,00,000 Rs. 3,50,00,000

40,00,000

3,00.00,000
35,00,000

2,50,00,000
30,00,000

i

Rs. 25,00,000
10,000 s. 1,50,00,000 1,81,80.000

eTaTal
LI

2, U000, DOL)

Rs. 1,00,00,000

i~
L I IL-I I-\.-

Rs. 50,00,000

Ha i

B Office Expenses B Salaries




in the bag g legal cosls for 2015-18 and 20718-1;

LEGAL AND REGISTRATION [L EXPENSES 2013-2011

Legal and Registeration TL Expenses 2013-2017

vs. 3,50,000

Rs. 3,00,000

Hs, 2.50.000

Rs.5.00.00.000
Rs. 2,00,000

37,25,5000

Rs. 1.50.000 . Rs.4.00.00.000

33,292,400

Rs. 1.00.000

Rs.3,00.00,000

Rs. 50,000

Ks. U

2013-2014  2014-2015  2015-2016 2016 - 2017 BN

B Legal & Registeration Rs.1,00,00,000

Rs.0

2013-14 2014-15  2015-16 2016-17

B TL Expenses 2013-2017




L REVENUES 2013-2011

of the websile, part
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ADVERTISEMENTS SPONSORE

particular destination

Advertisements Sponsored ltineraries

Rs. 1,20,00,000

J IT}

5

FRARIES

ritized in 5

Rs. 3,50,00,000

Hs. 3,00,00 000
Ks. 1.00,00,000
Rs. 2.50.00 000

Rs. 80,000,000
Rs. 2.00.00,000

Rs. 60.00.000

Rs, 1,50,00,000

Rs. 1.00,00.000 o - rs. 40,00,000

Rs. 50,00,000 Rs. 20,00,000

i 00,000 0 0
. | Rs. 0

2013 - 2014 2014 - 2015 2015 - 2016

B Sponsored Itineraries




tOLLOW PAGE

Promotlad posts would be a faatu
IFRCIOn

Travel Feeds Follow Page

Rs. 25,00,000

20,00,000

15,00,000

24,08,100
-10,00,000

Rs. 5,00,000

Ks. 0
2013 - 2014 2014 - 2015 2015 - 2016

M Follow Page
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5,00,000

Product Sales

3,50,000

3,00,000

2,50,000

2.00.000

Rs. 1,50,000

Rs. 1,00,000

Rs. 50,000

Rs. 0

Book Sales

2013 -

2014

2014 - 2015 2015

B Book Sales

- 2070

2016

- 2017




SPUNSURED
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Scrapbook Sales Sponsored Blogs

. 50,00,000 Rs. 35,00,000

%5, =20,00,000 Rs. 30.00.000

40 .00 000
Rs. 25,000,000

40 00 000

L L

Rs. 20,00,000

Rs. 20,00,000
Rs. 15,00,000

Rs. 10,000,000
|

o : o 0 00 000
.—1:'\-\. L) R::" ]-.-.'_- W -ul-.r

2014 - 2015 2015 - 2016 2016 - 2017
? SN Rs. 5.00.000

0

B Scrapbook Sales Rs ()

2014 - 2015 2015-2016 2016 - 2017

B Sponsored Blogs




MOBILE ADVERTISEMENI LEAD ADVERTISEMENTS

I harad on | 5 Wobile [ A5 LUsers saa or varous deslinatkons on T 2 Pae

1 ¥ . r . o i i - '
Acgents 0 ey CRN SO et thoSe users with

Mobile Advertisement Lead Advertisement

1,40,00,000 Rs. 1,00,00,000
Rs. 90,00,000
Rs. 80,00,000
Rs. 70,00,000
s, 80,00,000 74,000 Rs. 60,00,000
Rs. 50,00,000
Rs. 40.00,000
Rs. 30,00,000
Rs. 20,00,000 Rs. 20,00,000

o o " U | Rs. 10,00,000

Rrs, U

1,20,00,000

1,00,00,000

Rs. 60,000,000

¢s. 40,00,000

2013 - 20714 2014 - 2015 2015 - 201b 2016 - 2007 Rs. 0
2014 - 2015 2015 - 2016 2016 - 2017
B Mobile Advertisement

B Lead Advertisement




EXPENDITURES AND RE
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TL Revenues 2013-2017 TL Expenditures and Revenue

rs.8,00,00,000

Rs.7,00,00,000

Rs.6.00.00,.000

Rs.5.00,00,000

Rs.4.00,00.000

Rs.3 00.00.000

Rs.2,00,00,000

Rs.1.00.00.000

Rs.0

2014- 2015- 20176-

15 b 17

TL Revenues 2013-2017




1T INGOME STATEMENT | 12: WHAT TRAVELIBRO 1S
LOOKING FOR?

ravial i & neolacied A rE R T

60,000,000

TOTAL REVEMLIES 18,000,000 263 44 (50 12.84 67 542

TOTAL COGS 14.00,000 5.50,000

TOTAL GROSS MARGIN Rs 11,94 684 2.49.44 050

TOTAL MARKETING E

(14 688 588)

TOTAL EXPENSES 32292, 3.58,55 0040 4,713.25 000

MNET PROFIT (EBIT) 3,34 87 064 1,09,%0.950 8.05,92 542




1.13 Valuations:

Valuation Method

Valuation multiple for Travel Librg Blended

Valuation multiple for travel based business
Valuation based on Tripadvisory cons 15E

Multiple

2017 Sales multiple
1. 7x

Veloation

469 1

SIADECA.

Mynica

dabong

HomeShop 18

LensKan

Average

Mean

USSmm

TRIP Consensus 2015E Multiple
Travel Comp set Jefleries

2017 EBITDA
multiple

Name

Valuation

MNet Sales (FY14)

1 yr fwd Multiple

Lomalo

Info Edge

EE 3

Just Dial

MakeMy Trip

e
102

RedBus

I

Quikr

i3

Mcean

Average

tification

mavelibro will play in both social media and e-COmMMErce Space duc 1o i1y revenoe models.

gded multiple has given 70% weightage to E-commernce and 3% weightage to Commission based bosiness

¢ to demonstrate higher risk o revenoe model and to lower valuation as compared to commission [ fce based busingss
VYaluation Method wer reduction of multiple as these are Comp set is | ¥1 g and we are taking 3 vear [wd revenue projections

- . T los rmnticthion comps comparable ol
2017 Per User Multiple oscr Transac comps comparadie sc

npadvisor J013E muitiple 7.1x -- 3x discount as wie are basing an 201 sales

INEmm  INRCrore LSSmm

Travel Libro Mean Valuation Valuaton

Sales Muluple (Transaction +« Trading comps) 6/ 6.0 1 1.1
EBITDA CLN

multiple 921

acchook 2016E EV/EBITDA |4 .41, source Jefferies 25 March 2014

=xpedia
Per User Muluple 313 . YW W

Mean 634 ] AWAY
Median 667
Mean (without User Muliple) 794

[RIP Consensus
‘omp Sel

I'witter per usor valuation $78 or Rs

Assumed Travellbro o1 a 30% Discount to reflect risk in getting user wargets

Transactlon Comparables - Ecommerce India

Ladmm

Gross Sales

Name Yaluation (FY14) 1 yr fwd Multiple

Flipkari | 600 133




[.14 MANAGEMENT

MR. MONISH SHAR, FOUNDER,
WITH A CURRENT HOLDING OF

OF THE COMPANY

Apart from being a seasoned professional with a
degree in Finance from ICMA Centre. Unhversity of
Reading, UK; Monish is a budding antreprenaur and a
passionate travellar. He is currently working with
Deutsche Bank and has bean leading thair Saecuribes
Lending, Prime Brokerage and Trading Analyst
teams.

His fiercely ambitious atiilude couplad with his shared
passion with his wife to travel, is the driving force
behind Travelibro. Together, they have worked al
creating &n extensive travael porial, which Is rich in
information, aids planning, fosters sharing and
thareby become an intfemational travel community.

While his wife (co-founder) looks into the day-to-day
working of the porial, Monish supporis the vision with
a macro stralegy and strong financial plan.




MRS. SHRUTI SHAH. CO-FOUNDER, |
WITH A CURRENT HOLDING OF ] [] /[] OF THE COMPANY

Shruli has studied textile designing from Fashlon
institute of Technology, NY and has been working
with TrendSelters as a head designar since 2005.
She |s also the Creative Director at Tiny Surprises,
a brand that she owns.

Her creative bend of mind and passion to explore
the world fuels her 1o ook in to the day-lo-day
running of the portal. With a list of 7 concrete
Phases chalked out, which pan out untiil 2017,
Shruli handles execulion, and implements the
TraveLibro vision phase by phase.
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