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TRAVEL LIMITED

Disclaimer

The information contained in these materials or discussed at the presentation is not intended to be an offer for subscription, invitation or recommendation with respect to shares or securities in any jurisdiction. No
representation or warranty, express or implied, is made as to the fairness, accuracy, completeness or correctness of the information, opinions and conclusions contained in this presentation. To the maximum
extent permitted by law, none of Helloworld Travel Limited, their directors, employees or agents, nor any other person accepts any liability for any loss arising from the use of this presentation or its contents or
otherwise arising in connection with it, including without limitation, any liability arising from fault or negligence on the part of Helloworld Travel Limited, or its directors, employees or agents.

This presentation contains forward-looking statements which can be identified by the use of words such as “may”, “should”, “will”, “expect”, “anticipate”, “believe”, “estimate”, “intend”, “scheduled” or “continue”
or similar expressions. Any forward looking statements contained in this presentation are subject to significant risks, uncertainties, assumptions, contingencies and other factors (many of which are outside the
control of, and unknown to, Helloworld Travel Limited and its directors, employees, agents or associates), which may cause the actual results or performance to be materially different from any future result so
performed, expressed or implied by such forward looking statements. There can be no assurance or guarantee that actual outcomes will not differ materially from these statements.

This document includes the presentation of results on a statutory basis as well as non-statutory information. All financial results are presented in AUD unless otherwise stated and rounded to millions. Data used for
calculating percentage movements has been rounded to thousands.

Key non-statutory financial metrics
Total Transaction Value (TTV) - does not represent revenue in accordance with Australian Accounting Standards. TTV represents the price at which travel products and services have been sold across the Group, as
agents for various airlines and other service providers, plus revenue from other sources. The Group’s revenue is, therefore, derived from TTV. Total TTV does not represent the Group cash inflows as some

transactions are settled directly between the customer and the supplier.

Earnings before interest expense, tax, depreciation and amortisation (EBITDA) - is a financial measure which is not prescribed by Australian Accounting Standards but is the measure used by the Board to assess
the financial performance of the Group and operating segments.
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CHAIRMAN— UPDATE & LOOKING AHEAD helloworld

TRAVEL LIMITED

« HLO has again demonstrated strong growth in TTV, Revenue, EBITDA and Net Profit.

» The business continues to benefit from our focus on profitable revenue streams, revenue margins and greater
operational efficiencies.

» The business continues to expand both organically and by acquisition.

» The strategic acquisitions of TravelEdge, Show Group and and Williment Travel over the last 10 months
complement our travel portfolio.

« We have continued our increased investment in our brands, products, technology and people to ensure we are
well positioned for sustainable long-term growth.

« Thank you to our network members, supplier and other industry partners, our staff, our shareholders and to the
travelling public for their support.




OUR BRAND PORTFOLIO helloworld
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HELLOWORLD TRAVEL LIMITED - BRAND PORTFOLIO
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FY19 KEY METRICS
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TTV
$6,511m

Total Dividend
20.5 cents

Revenue
$357.6m

Earnings per
Share
31.5 cents

EBITDA
+20.8% $77.3m

NPAT
+23.8% $38.2m

Record TTV both AU and NZ and revenue growth driven
by retail network expansion and business acquisitions.

Focus on driving profitable TTV across all business
divisions.

Significant improvement in EBITDA (+20.8%) and NPAT
(+23.8%) from:

o growing TTV at reasonable margins;
o greater brand awareness;

o business expansion activity; and

o ongoing cost control.

Continued investment in our brand, technology solutions,
products and people to drive growth in our business and
networks.

Rewarding shareholders with higher dividends for the 4t
year running.
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GROWTH IN MEMBER NETWORKS & NUMBERS = C?MSM.LD
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» Growing our overall network of high calibre and high achieving leisure and corporate agent members across our
networks in Australia and New Zealand with strong performance from all network members. Both leisure and corporate
travellers clearly value the professional services provided by our travel agency businesses.

« A unique and diverse value proposition for each agent network.

» Providing members with improved product offerings and creating better business efficiencies through enhanced
technology solutions.



FOCUS ON THE BRAND helloworld
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« Our Retail brand presence continues to grow.

« We are continuing our strong investment in
consumer marketing, advertising and sponsorship
initiatives.

HELLOWORLD

 Growth in brand awareness — most recent
research results are in.

« Platinum Partnership with News Corporation.
» Helloworld TV show Season Two.

« Branded TVC now running. Across our Helloworld
TV show and also as extra promotional activity
during “The Real Dirty Dancing’ on the
Seven Network.

OO A CANADIAN ROCKIES |
e | JOURNEY LIKE NO OTHER

RECEVE UP TO 4 FREE PERXS PER BOOOND
e hame L ous & imstioea.




BRAND AWARENESS — LATEST RESULTS helloworld

Brand awareness continues to grow in both Australia and New Zealand.
Our latest results from October 2019 continue to show growth in prompted and unprompted awareness in

Australia
» Unprompted awareness has increased over the past 3 years from 22% to 34%.

» Prompted brand awareness is also steadily growing and is now 75%, up from 60% in August 2017.

AUS Unprompted Brand Awareness AUS Prompted Brand Awareness

v

_

22%

60%

Aug 17 Oct 19 Aug 17 Oct 19 ,
Source: KPMG Acuity 10




BRAND AWARENESS TRACKING helloworld

« Awareness of Helloworld Travel has also
grown among OTA/Direct users, both in terms
of unprompted: 14% to 26%, and prompted.:
61% to 72% awareness in Australia —
highlighting potential new customer
opportunities from those who do not currently
use a travel agency to book with.

* Brand awareness increases in Australia driven
by significant investment, both by HLO and
with our supplier partners in press, digital and
TV activities.

Source: KPMG Acuity 11




BRAND AWARENESS ACROSS THE MARKET helloworld

Awareness of the Helloworld Travel brand remains at the elevated level seen as a result of the
strategic brand building, the wider industry looks like this.

FLIGHT
CENTRE helloworld Q
Unprompted Brand 83% 83% 85% 31% 82% THE TRAVEL PROFESSIONALS
Awareness
o)
30% 31% 34%
26%
22% _—
/
Aug-17 Mar-18 Oct-18 Apr-19 Oct-19 Aug-17 Mar-18 Oct-18 Apr-19 Oct-19 Aug-17 Mar-18 Oct-18  Apr-19  Oct-19
FLIGHT helloworld
Prompted Brand CENTRE THE TRAVEL PROFESSIONALS q
Awareness 97%  98%  97%  97%  98% 259%
67% 71% 71% o
60% S
/
Aug-l7  Mar18  Oct-18  Apr-19  Oct-13 Augl7  Mar18  Oct18  Apr19  Oct-19 Aug-17 Mar-18 Oct-18 Apr-19 Oct-19

Source: KPMG Acuity 12




OUR BRAND AWARENESS — DEMOGRAPHICS
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Awareness of Helloworld Travel remains stronger among older age groups, and regional residents. Unprompted awareness is
particularly up in the core groups of +55 years.
18-34 years old

59% 62% 64%
[*)
48% .
Aug-17 Mar-18 Oct-18 Apr-19 Oct-19
Male
o . 74%
65 68%  68%
57%/
Aug-17 Mar-18 Oct-18 Apr-19 Oct-19

35-54 years old

70%
65%  65%  ©8% ’
58%
Aug-17 Mar-18 Oct-18 Apr-19 Oct-19
Female
69% 75% 75% 75%
63%/
Aug-17 Mar-18 Oct-18 Apr-19 Oct-19
Unprompted

55-64 years old

84%
77%

82% 86%
—

70%/

Aug-17 Mar-18 Oct-18

Metro

63% 68%
(o]

56%/

Aug-17 Mar-18 Oct-18
Prompted

Apr-19 Oct-19
72%
67%
L
Apr-19 Oct-19

65+ years old

84% 82% 82% 86%
% =
Aug-17 Mar-18 Oct-18 Apr-19 Oct-19
Regional

82%  84% 8%

75% 77%

Aug-17 Mar-18

Oct-18

Apr-19 Oct-19

Source: KPMG Acuity 13
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PATTERNS — LIKELIHOOD TO USE AN AGENT TRAVEL LIMITED

Travellers are most likely to use a travel agent in the future for a long distance international
holiday. Future usage is lower for domestic trips. As we know.

m Not at all Like_ly m Not very likely m Very Likely mExtremely Likely
Likely

International Holiday Outside Region 7% | 7% 22% 399, 61%

International Holiday within Region

51%

Domestic Holiday (6+ Nights) 15%

Domestic Holiday (1-5 Nights) 10% 17%

Source: KPMG Acuity 14
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PATTERNS — HOLIDAYS VS BOOKING WITH AGENTS TRAVEL LIMITED

Unsurprisingly, international holidays are taken less frequently than domestic, but are
more likely to be booked through travel agents. The trends of more international holidays
per year mirror with respondents who book more with travel agents.

How often take holidays

How often book holidays through travel agents

Domestic Holiday Domestic Holiday

S —a S —a
[ Around half take 2+ trips per year ] Around half usually book
36% 40% [ elsewhere ]
25% 30% 239,
16% 16%
8% 59%
Once Every Few Once a Year 2-3 times a year 4 or more times a Always Most of the Some of the Rarely Never
Years year Time Time
International Holiday International Holiday
S —e S —e
[ Most 1 per year or less ]
Most usually book through
45% 40% agents 339/
26% ’ 26%
13% 10%
2% 3%
Once Every Few Once a Year 2-3 times a year 4 or more times a Always Most of the Some of the Rarely Never

Years year Time Time

Source: KPMG Acuity 15




CONSIDERATION
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Almost a third of respondents who book through OTAs will consider Helloworld Travel - and
this is the only brand to see consideration growth in the market over the past two years.

Total Brand
Consideration

64% 61% sgos

FLIGHT
CENTRE

52% g8,

41%

FLIGHT
CENTRE

29%29%30%

helloworld
| TRAVEL]

TRAVEL
ESSIONALS

5% 6% 8%

helloworld

- Not aske

LUXURYESCAPES

6%
Not asked Waves 1-3 -

0

LUXURYESCAPES

26%26%

5% 5%
[

E Note: addition of hr

flestionnaire in Wave 4 means trends indicative only.

12%

Not asked Waves 1-3 -

1%

Not asked Waves 1-3

M Oct18 WM Apr19

5%
Not asked Waves 1-3 -

wsybaces
CE

0%

Mot asked Waves 1-3

TRA\/EI_LERS

Source: KPMG Acuity
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BOOKINGS AS SHARE OF MARKET TRAVEL LIMITED

The Helloworld Travel brand looks to have gained a greater share of the market over the last
six months - an excellent result. Other brands have not experienced growth.

W Oct18 M Apr18

Most Recent
Booking

50%22%50%
8% 8% 10%
oo- 5% 3% 2% 4% 2% 2% 1%

uuuuuuuuuuuuu
I L] wave 1 T — Unprompted waves 13 gy Unprompted waves 13

FLIGHT helloworld @ 7% “IRA\/EI_I_ERS
- CENTRE Q LUXURYESCAPES &U CHOICE

Total Bookings in

Last Year 61%63%62%
A
17%
13% 13%
8% 9% 7% 9% 8% 5% 4%
- u“:’:: 1111 _ Unprompted waves 1-3 - Unprompted waves 1-3 .

FLIGHT helloworld @ “IRA\/ELLERS
CENTRE 9 LUXURYESCAPES m CHOICE

Source: KPMG Acuity 17




NET PROMOTER SCORE (NPS) helloworld

The Net Promoter Score is the index that shows Our Net Promoter Score - 32
how likely our customers are to recommend us. Our
NPS is driven by customer experience, our
advertising and communications.

We know our customers are strong brand

advocates, they are a strong driver of new customer 21
acquisition.

Our NPS remains at a really good level, ahead of

our competition.

This demonstrates loyalty and retention, and is an o

indication of the great service we are delivering. heloworld  FLIGHT q

[ TRave|
THE TRAVEL PROFESSS CENTRE LUXU RYESCAPES

Source: KPMG Acuity 18




BUSINESS HIGHLIGHTS helloworld

WHOLESALE /INBOUND v
: HOLIDAYS
» Strong sales results from enhanced ReadyRooms platform rolled out across Australia &
New Zealand. @ ReadyRooms
« Expansion of our product offerings across our wholesale range to meet new consumer SEVENSSCEANS
demands CRUISING
« Brand consolidation to focus on one brand per market segment @ ASIA ESCAPE

HOLIDAYS
» Increased remuneration for agents

» Asia Escape Holidays benefiting from the full integration into HLO business.

 The Inbound division (AOT, ATS & ETA) continues to deliver our highest margins across the sunle \/er
business with investments in enhanced technology being made to ensure we capture the ’ e
opportunities around the dynamic nature of the intermediary landscape. a.t.s Paci(ic
» Tourism Transport Fiji (TTF) delivering strong results from our transport operations in Fiji aot

inbound




BUSINESS HIGHLIGHTS helloworld
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CORPORATE
- Significant new accounts won and retained by QBT & APX in FY19 QBTB”S‘“ESS”‘“’E'
rmade simple
« Show Group proving a valuable addition to our corporate offering, with both travel
and freight businesses performing well in the second half of FY19.
travel
 Inspire Travel Management, our indigenous joint venture partnership, appointed ap management
provider of travel management services for Australia Post
» Acquisition of TravelEdge in October 2019 adding to our strength in the trans- S o W
Tasman corporate market. Y
 On track to achieve trans-Tasman TTV of $1.6bn in FY20 a
B inspire

I\l




BUSINESS HIGHLIGHTS helloworld
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TRAVEL LIMITED

TECHNOLOGY INVESTMENTS

* New ResWorld retail mid-office platform for retail networks launched and live.

« Strong uptake of this new system by agents in IHFY20

« Launch of Helloworld Travel Business Insights dashboard technology.

» Air Tickets system two-year upgrade project completed.

« Relaunch of wholesale agent ReadyRooms platform and new cruise platform for
Seven Ocean Cruises

« Enhanced corporate interface and improved mobile booking solutions.

* Deployment of Amadeus ‘Cytric’ platform for QBT customers. ‘i@:‘:ﬁ
TRAVEL INDUSTRY AWARD WINNERS afta
. . . . . . NATIONAL TRAVEL
« Our businesses in Australia and New Zealand continue to be recognised for their INDUSTRY AWARDS
achievements. WINNER 2019
* In addition, many awards were received by our network members in AU & NZ. 21



BUSINESS EXPANSION helloworld
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« HLO has made a number of strategic business acquisitions to complement the Group’s
existing operations and expand future product offerings to an increased network of
agents, suppliers and customers.

* On 30 June 2019, HLO disposed of its Insider Journeys business. The business was
not considered core to Helloworld Travel’s future strategy.

* On 30 September 2019, HLO completed the acquisition of TravelEdge Group — one of
Australia’s largest privately owned travel management companies.

» These acquisition have added over $1bn on an annualised basis to our TTV since
January, 2018.

Timeline of acquisitions & disposals

Williment Insider
Travel Journeys
Group (disposal)

Magellan Flight

TravelEdge
Group

Asia Escape
Holidays

Travel
Group

Systems

1Jan 1 Mar 16 Apr 31 May 20 Dec 30 Sep
2018 2018 2018 2018 2018 2019




EVOLUTION OF THE TRAVEL INDUSTRY & TRENDS helloworld

And while our expectations and demands evolve, so
to do those of customers. Demand for....

« Experiential Travel

» Ethical Travel

« Cause related Travel
* Environmental Travel
» “real” experiences

* Wellbeing Travel

« These ongoing trends have the knock-on effect of
keeping the industry invigorated and evolving. This
IS good news for us.

« The Travel Industry remains strong — and shows

no signs of this trend changing. )3
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Four key factors to succeed in meeting these needs are having the right people, the right partners,
the right environment and the right technology.

« Having the right people to meet the changing
needs and drive the change across the
business, across all of our businesses.

* Having the right partners who provide
commercial outcomes to our networks for
promoting and selling their product

* Having the right environment in terms of
brand, location, marketing, reputation and
community awareness.

« Having the right technology to remain at the
forefront of the customer needs and deliver
on them.




WHAT THAT MEANS FOR US helloworld
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« We have the right PEOPLE

« We have the right PARTNERS

* We have the right ENVIRONMENT

* We have the right TECHNOLOGY
(and will keep working to make sure we

always have it).

 We will continue our evolution.




TRADING UPDATE Q1 FY20 & OUTLOOK helloworld

* Q1 has started well and we are performing in line with our expectations.

« TTV was a record $1.878bn for the quarter — up 10.4% on prior year (+9.2% excluding the impact of business
acquisitions and disposals) led by:
* Growth in our retail network TTV in Australia and NZ together with our Australian wholesale and
corporate travel management businesses. This was offset by:

* New Zealand wholesale businesses TTV fell 14.2% due to the elimination of unprofitable contracts.
» Australian Inbound TTV declined by 9.7% due to a decline in UK and Asian OTA business

« EBITDA for the quarter was $24.7m, in line with our expectations and up 7.7% on the previous corresponding period.

« EBITDA to revenue margin of 24.6% was for the quarter compared to 24.4% for the same period last year. Both periods
exclude the impact of the new lease accounting standard.

* We reconfirm our full-year EBITDA guidance of $86.0 to $90.0m* (This excludes the impact of the new lease accounting standard)

*The guidance is subject to no material and unexpected deterioration in operating conditions or material unforeseen adverse events.

26
... ' 2222 ST, 0009090909090 ¢ .
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Formal AGM Business
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Adoption of Remuneration Report helloworld

.....

Resolution 1

“Approve the Remuneration Report for the
year ended 30 June 2019, as set out in the
2019 Annual Report.”

28



Adoption of Remuneration Report helloworld

Questions?

29



Adoption of Remuneration Report helloworld
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For 58,175,913 99.90
Against 30,371 0.05
Open-Usable 30,225 0.05
Abstain 74,892

Excluded 40,210,150



Election of Directors helloworld
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Election of Mike Ferraro

Resolution 2.1

“That Mike Ferraro, who retires by rotation in accordance
with the Company’s Constitution and the ASX Listing Rules
and, being eligible, is elected as a director of HLO.”



Election of Directors helloworld
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Questions?




Election of Directors helloworld
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For 98,330,338 99.88

Against 66,307 0.07
Open-Usable 49,425 0.05
Abstain 75,481

Excluded -



Election of Directors helloworld
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Election of Andrew Finch

Resolution 2.2

“That Andrew Finch, who retires by rotation in accordance
with the Company’s Constitution and the ASX Listing Rules
and, being eligible, is elected as a director of HLO.”
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Questions?




Election of Directors helloworld
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For 98,361,825 99.91

Against 34,820 0.04

Open-Usable 49,425 0.05
Abstain 75,481

Excluded -



Adoption of Omnibus Incentive Plan helloworld

Resolution 3

“Approve the establishment and operation
of the Omnibus Incentive Plan and the
issue of performance rights, options and
shares under that Plan.”

37



Adoption of Omnibus Incentive Plan helloworld

Questions?

38



Adoption of Omnibus Incentive Plan helloworld
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For 57,675,971 99.58
Against 212,129 0.37
Open-Usable 29,875 0.05
Abstain 93,426

Excluded 40,510,150
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Poll Procedure

40
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Results of Poll Announced to ASX

41
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