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Returned to profit in 2H22. 

NOTE: Unless otherwise stated, In this document all financials are for 
Underlying Operations and all comparisons are over the previous 
corresponding period (pcp)

FY22
in review.

• Group profitable in 2H22 as recovery continues – driven by WebBeds & Webjet OTA

WebBeds: Profitable in 2H22 driven by North American and European markets;  expenses 
down 31% over pre-Covid levels;  on track to be 20% more cost efficient when 
back at scale

Webjet OTA: Profitable for FY22 notwithstanding border closures in 1H22 and Omicron impact 
in 2H22; international bookings increasing from 4Q22

GoSee: Rebrand to deliver greater efficiencies, enhance the customer experience and 
improve underlying performance

• Cost efficiencies coming through as businesses return to scale

• FY22 cash surplus:  $4million/month (FY21: $5.5million/month cash burn)
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Revenue 
starting 
to return. 
Expenses
materially 
down on 
pre-Covid.

FY22 - Key Metrics.

2019 (pre-Covid) - 12 months ending 31 December 2019
2021 - 12 months ending 31 March 2021 (comparative unaudited period)
2022 - 12 months ending 31 March 2022

TTV
(AUD $M)

Revenue
(AUD $M)

Expenses
(AUD $M)

EBITDA
(AUD $M)
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Bookings 
increasing as 
markets open.
Costs 
significantly 
lower than 
pre-pandemic 
levels.

• WebBeds returned to profit in 2H22 driven 
by North America and Europe

̵ Domestic sales continue to grow in all 
regions; 37% total sales in FY22 (CY19 11% )

̵ New organic business in all regions - new 
clients; bookings to new destinations; and 
new direct hotel contracts

̵ Omicron impacted from Dec-21; strong 
return to growth momentum since Feb-22

• Expenses significantly lower than pre-
pandemic levels with operational 
efficiencies coming through

̵ Robotics program underway

̵ ERP unification program went live 2H22

̵ Streamlined technology platform nearing 
completion

1) Shows FY22 Bookings and TTV (based on EURO functional currency) as 
% of comparable period in 2019 – ie April 2021 vs April 2019

FY22 Bookings - % of Pre-Covid (1)

FY22 TTV - % of Pre-Covid (1)

On track to be 20% more cost efficient 
when at pre-pandemic booking 

volumes despite global wage pressures.

WebBeds profitable for 2H22.
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Domestic 
bookings spike 
as borders open. 
Significant 
international 
opportunity. 

• Profitability highly correlated to domestic 
border openings - bookings increased as 
NSW and VIC lockdowns start to lift in Sep-21

• International borders opened in Nov-21 
however Omicron outbreak subdued both 
domestic and international bookings from 
Dec-21; international bookings increasing 
from Mar-22 as countries start to ease 
travel entry restrictions

• Significant international opportunity as 
international borders open and travel 
restrictions ease

̵ Trip Ninja technology will enable highly 
competitive pricing for complex 
international and domestic itineraries

1) Shows FY22 Flight Bookings as % of comparable period in 2019 – ie
April 2021 vs April 2019

FY22 Domestic Flight Bookings - % of Pre-Covid (1)

FY22 International Flight Bookings - % of Pre-Covid (1)

FY22 Trans Tasman Flight Bookings - % of Pre-Covid (1)

State border closures impacted bookings 
from June; Omicron outbreak subdued bookings 

from December

Webjet OTA profitable for the full year.
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One core brand 
across cars and 
motorhomes. 
Opportunity to 
transform the 
business.

Thriving partner 
relationships

World class 
customer experience 

Improving underlying 
performance

• Profitability highly linked to 
international border openings; inbound 
tourism remained closed for FY22

• Cars demand returning as borders open, 
led by Australia and New Zealand 
domestic markets

• Motorhomes impacted by lack of 
inbound tourism into largest markets of 
Australia and New Zealand

• Rebrand launched Oct-21 - Online 
Republic rebranded as GoSee, delivering 
all car and motorhome inventory on the 
one site

GoSee rebrand launched October 2021.

Transforming the 
business to deliver on 

its strategic goals
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WebBeds.
Strategy overview

Travel Trade Global Travel Marketplace
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Targeting growth as travel markets reopen.

The world has 
changed, and 
our opportunity 
has increased.

WebBeds is more relevant than ever
• Hotels need global reach in order to fill rooms and are looking for trusted partners

• B2C channels are seeking greater access to B2B content

• Customers need seamless access to significant content and efficient systems

• Competition has decreased providing significant opportunities for global B2B providers 
with strong balance sheets and superior technology

WebBeds is taking advantage of opportunities to deliver significant growth

• Targeting new market opportunities 

• Driving operational efficiencies 

• Differentiating our offering
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Accelerating growth opportunities.

Lowering costs by 
driving efficiencies 

across the business.

• Increasing automation and 
robotics across the business

• Smart upgrading of 
infrastructure

• Using data to drive process 
efficiencies

Increasing revenues by 
targeting new market 

opportunities.

• Expanding domestic offerings

• Increased North American 
market penetration

• Targeting new e-commerce 
opportunities

• Expanding airline partner base

Differentiating ourselves 
to become the strategic 

partner of choice.

• Leveraging data to deliver business 
insights for our customers

• Helping hotels maximise revenue 
opportunities 

• Leveraging technology to optimise 
outcomes for supply and 
distribution partners

Focused on 
becoming
the #1 global 
B2B provider.
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FY23 YTD trading.

Outperforming 
the market, 
with bookings 
exceeding 
pre-pandemic 
levels since 
May 2022.

• Recovery continues to accelerate. Significant 
organic growth - with several key large markets 
yet to open

̵ Europe: Strong Northern Hemisphere summer

̵ North America: Now 2nd largest region; Aug-22 
TTV 3x pre-pandemic levels

̵ APAC: Already at pre-pandemic levels with key 
markets still affected by travel restrictions

• Outperforming the market
̵ As at Jun-22, IATA calculates global air 

passenger market is down 30% compared to 
pre-pandemic levels (2)

̵ Since May-22, WebBeds bookings have been 
more than 100% of pre-pandemic levels

• Macro-economic indications suggest a slowing 
of the travel market however WebBeds’ 
growth expected to continue for remainder 
for FY23 given market share gains, new 
customer acquisitions and technological 
improvements.

* 2Q23 represents actuals for 1 July 22 to 28 August 2022
1) Shows Bookings and TTV (based on EURO functional currency) as % of 

comparable period in 2019 – ie 1Q22 shows April 2021 to June 2021 
vs April 2019 to June 2019

2) Source: www.iata.org/en/iata-repository/publications/economic-
reports/air-passenger-monthly-analysis/

TTV – % of Pre-Covid (1)

Bookings - % of Pre-Covid (1)
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Webjet OTA.
Australia & New Zealand

Strategy overview
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Targeting growth as travel markets reopen.

Significant 
opportunity 
to grow 
market share.

Webjet OTA’s opportunity is expanding
• Structural shift to online continues to accelerate

• Competitive landscape has changed

• Demand for travel remains strong

Webjet OTA is leveraging its brand strength, scalability and 
superior technology to increase its market share leadership

• #1 OTA in Australia & New Zealand

• Strength in servicing domestic leisure market

• Investing in international opportunities
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Significant market share gains since the pandemic.

Brand strength 
outperforming 
the market. 

Extending its lead as the #1 OTA
• Unique “mix and match” offering – c.40% of 

domestic customers mix and match airlines

• Broadest range of payment options for OTAs 
in Australia

• Award winning OTA 

• First OTA in Australia to offer carbon offsets

Significant international runway to deliver 
market share growth

• Capacity yet to return to pre-pandemic levels

• Trip Ninja investment provides foundational 
innovation to enable lower pricing, unique 
content and greater choice for our 
customers

• Future enhancement for multi-city dynamic 
packaging and virtual interlining capability will 
continue to build out the International value 
proposition

* FY23 YTD based on GDS bookings from 1 April 2022 to 20 August 2022. 
2019 based on GDS bookings from 1 January 2019 to 31 December 2019.

1) GDS bookings do not include low cost carriers
2) Market share data does not include bookings made using flight credits.

Webjet OTA Average Market Share
Across GDS Bookings – Australia Travel Agency Offline & Online

(1)

Significant market share gains, noting flights credit 
transactions are not included in market share data (2)

Domestic Bookings

All Bookings

Up

57%2019

5.6%
FY23 YTD*

8.8%

Up

35%2019

9.3%
FY23 YTD*

12.6%
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FY23 YTD trading.

Return to 
pre-pandemic 
earnings will 
be driven by 
international 
capacity.

* 2Q23 represents actuals for 1 July 22 to 28 August 2022
1) Shows Flight Bookings as % of comparable period in 2019  – ie 1Q22 

shows April 2021 to June 2021 vs April 2019 to June 2019. 
Note: Flight Bookings data does not include bookings made using 
flight credits.

2) All Temporary staff increases are in offshore locations.

Domestic Flight Bookings - % of Pre-Covid (1)

International Flight Bookings - % of Pre-Covid (1)

Trans Tasman Flight Bookings - % of Pre-Covid (1)

• Significant demand but airline capacity yet to 
return to pre-pandemic levels

̵ Ticket pricing currently higher than pre-
pandemic levels, impacting demand

̵ 2Q23 domestic bookings impacted by 
widespread flight cancellations

• FY23 EBITDA margins tracking above 35% 
despite lower international capacity

• Customer service teams continue to manage 
enormous increase in customer interactions

̵ Global airline and airport staffing issues means 
many flights are being cancelled, while use of flight 
credits is complex and requires customer service 
support

̵ We have temporarily increased customer service 
staffing by more than 100%(2) and automated 
change processes where possible

̵ Assuming no material changes in activity, we are 
striving to return to previous high customer 
service levels in 3Q23
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GoSee.
Strategy overview

Formerly Online Republic
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Online Republic
• Corporate brand unknown

• Disconnected from Airport Rentals & 
Motorhome Republic

• ‘Republic’ context has changed over time

• Confusing employee brand

Airport Rentals
• Low brand awareness
• Low repeat purchase
• Brand name can’t be owned in PPC marketing
• Geographically constrained
• Product extensions difficult

Motorhome Republic
• Low brand awareness

• Hard to remember

• Low repeat purchase

• Relevance of ‘Republic’ today

• Product extensions difficult

GoSee Rebrand.

Going from 
a good business 
– to a great one. 

Resulted in disconnected websites & inefficiencies

GoSee Rebranded
• Single brand & website brings 

together our business, products & 
services for customers, partners and 
employees

• Marketing spend efficiency

• Lead generation & cross promotion

• SEO authority though shared content 
& links

• Scalable across markets, languages, 
and product verticals

• Technology efficiency

• Consistent customer, partner and 
employee experience
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Targeting growth as travel markets reopen.

Significant 
opportunity 
to transform 
the business.

One platform for all car and motorhome content
• Leading online global motorhome and car rental site

• Significant growth opportunities in Australia and NZ as well as in key 
international markets

Bringing a more focused, growth-oriented strategy 
to transform the business

• Improving organisational effectiveness

• Becoming more customer obsessed

• Looking for ways to add value for our partners



GoSee. Everything in one place
GoSee Brand and Marketing Collateral

Digital billboards to grow brand awareness

Amplifying our industry 
leading customer service  

Emotive messaging through human 
connection and travel experience

One destination for all your car 
and motorhome rental needs 

Exclusive deals and offers 
from our largest suppliers

Promoting early bookings to 
optimise availability

Encouraging customers 
for repeat bookings
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Investing in 
innovation.
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.

• $10 million strategic investment in 
February 2022

• Market leader in automated upselling 
solutions - automating the process for 
hotels to provide upsell offers on room 
upgrades, stay extensions and guest 
services

• ROOMDEX products offered to hotels in 
all regions

• Synergistic partnership – WebBeds 
helping fast track ROOMDEX expansion

• Acquired in November 2021

• Automates the highly manual process of 
selling complex international itineraries

• Delivers genuine price advantage for 
customers compared to existing pricing

• Fare Structure (multi-stop fare shopping) 
on track to be integrated into Webjet OTA 
in September 2022

• Staff recruitment completed

• Work underway to deliver next technical 
milestone – Multi-stop Dynamic Packaging

Differentiating our offerings with smart technology.

Investing in 
technology
to build out 
our core 
capabilities.
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FY23 Outlook.



22

• More markets are open and countries are 
easing travel entry requirements

• We are pursuing strategies to accelerate 
growth opportunities and deliver market 
leadership in all our businesses:

WebBeds
become the global #1 B2B provider

Webjet OTA 
increase market share leadership

GoSee
transformational opportunity

Webjet Limited will capitalise on travel recovery.

Significant 
growth 
potential 
as travel 
markets open.
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• All businesses profitable FY23 YTD; cash surplus from operations expected to be 
more than $100 million at 1H23 (1)

• 1H23 Group bookings expected at c.95% pre-pandemic levels

WebBeds – recovery continues to accelerate
̵ Bookings ahead of pre-pandemic levels since May-22 
̵ July delivered the highest TTV on record, and August will surpass July
̵ 1H23 EBITDA margins expected to be greater than 50% - achieved “8/3/5” target (2) during seasonal      

peak (Jul/Aug)
̵ Significant scalability as business expands beyond pre-pandemic levels

Webjet OTA – increasing market share gains with significant international runway
̵ Total flights market share up 57% since the pandemic began; significant international runway as Trip 

Ninja technology launches and capacity returns
̵ FY23 EBITDA margins expected to be greater than 35% despite limited international capacity
̵ Return to pre-pandemic earnings will be driven by international capacity returning to 2019 levels

GoSee – rebrand going to plan

̵ Return to pre-pandemic earnings will be driven by return of inbound tourism to both Australia              
and New Zealand

• Webjet Group expecting to exceed pre-pandemic underlying earnings in FY24 (3)

FY23 – YTD and Outlook.

All businesses 
profitable
FY23 YTD, 
expecting
to exceed
pre-pandemic 
underlying 
earnings
in FY24.

1) Reflecting 1H seasonality
2) 8% Revenue/TTV and 3% Costs/TTV will deliver 5% EBITDA/TTV
3) Recovery assumes constant currency for WebBeds, recovery in air 

travel in line with IATA forecast, and Greater China reopening in early 
CY23
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Thank you.


	Managing Director's Presentation
	Slide Number 2
	Slide Number 3
	Slide Number 4
	Slide Number 5
	Slide Number 6
	Strategy overview
	Slide Number 8
	Slide Number 9
	Slide Number 10
	Slide Number 11
	Slide Number 12
	Slide Number 13
	Slide Number 14
	Strategy overview
	Slide Number 16
	Slide Number 17
	GoSee. Everything in one place
	Slide Number 19
	Slide Number 20
	Slide Number 21
	Slide Number 22
	Slide Number 23
	Slide Number 24


<<

  /ASCII85EncodePages false

  /AllowTransparency false

  /AutoPositionEPSFiles true

  /AutoRotatePages /None

  /Binding /Left

  /CalGrayProfile (Dot Gain 20%)

  /CalRGBProfile (sRGB IEC61966-2.1)

  /CalCMYKProfile (U.S. Web Coated \050SWOP\051 v2)

  /sRGBProfile (sRGB IEC61966-2.1)

  /CannotEmbedFontPolicy /Error

  /CompatibilityLevel 1.4

  /CompressObjects /Tags

  /CompressPages true

  /ConvertImagesToIndexed true

  /PassThroughJPEGImages true

  /CreateJobTicket false

  /DefaultRenderingIntent /Default

  /DetectBlends true

  /DetectCurves 0.0000

  /ColorConversionStrategy /LeaveColorUnchanged

  /DoThumbnails false

  /EmbedAllFonts true

  /EmbedOpenType false

  /ParseICCProfilesInComments true

  /EmbedJobOptions true

  /DSCReportingLevel 0

  /EmitDSCWarnings false

  /EndPage -1

  /ImageMemory 1048576

  /LockDistillerParams false

  /MaxSubsetPct 100

  /Optimize true

  /OPM 1

  /ParseDSCComments true

  /ParseDSCCommentsForDocInfo true

  /PreserveCopyPage true

  /PreserveDICMYKValues true

  /PreserveEPSInfo true

  /PreserveFlatness true

  /PreserveHalftoneInfo false

  /PreserveOPIComments true

  /PreserveOverprintSettings true

  /StartPage 1

  /SubsetFonts true

  /TransferFunctionInfo /Apply

  /UCRandBGInfo /Preserve

  /UsePrologue false

  /ColorSettingsFile ()

  /AlwaysEmbed [ true

  ]

  /NeverEmbed [ true

  ]

  /AntiAliasColorImages false

  /CropColorImages true

  /ColorImageMinResolution 300

  /ColorImageMinResolutionPolicy /OK

  /DownsampleColorImages true

  /ColorImageDownsampleType /Bicubic

  /ColorImageResolution 300

  /ColorImageDepth -1

  /ColorImageMinDownsampleDepth 1

  /ColorImageDownsampleThreshold 1.50000

  /EncodeColorImages true

  /ColorImageFilter /DCTEncode

  /AutoFilterColorImages true

  /ColorImageAutoFilterStrategy /JPEG

  /ColorACSImageDict <<

    /QFactor 0.15

    /HSamples [1 1 1 1] /VSamples [1 1 1 1]

  >>

  /ColorImageDict <<

    /QFactor 0.15

    /HSamples [1 1 1 1] /VSamples [1 1 1 1]

  >>

  /JPEG2000ColorACSImageDict <<

    /TileWidth 256

    /TileHeight 256

    /Quality 30

  >>

  /JPEG2000ColorImageDict <<

    /TileWidth 256

    /TileHeight 256

    /Quality 30

  >>

  /AntiAliasGrayImages false

  /CropGrayImages true

  /GrayImageMinResolution 300

  /GrayImageMinResolutionPolicy /OK

  /DownsampleGrayImages true

  /GrayImageDownsampleType /Bicubic

  /GrayImageResolution 300

  /GrayImageDepth -1

  /GrayImageMinDownsampleDepth 2

  /GrayImageDownsampleThreshold 1.50000

  /EncodeGrayImages true

  /GrayImageFilter /DCTEncode

  /AutoFilterGrayImages true

  /GrayImageAutoFilterStrategy /JPEG

  /GrayACSImageDict <<

    /QFactor 0.15

    /HSamples [1 1 1 1] /VSamples [1 1 1 1]

  >>

  /GrayImageDict <<

    /QFactor 0.15

    /HSamples [1 1 1 1] /VSamples [1 1 1 1]

  >>

  /JPEG2000GrayACSImageDict <<

    /TileWidth 256

    /TileHeight 256

    /Quality 30

  >>

  /JPEG2000GrayImageDict <<

    /TileWidth 256

    /TileHeight 256

    /Quality 30

  >>

  /AntiAliasMonoImages false

  /CropMonoImages true

  /MonoImageMinResolution 1200

  /MonoImageMinResolutionPolicy /OK

  /DownsampleMonoImages true

  /MonoImageDownsampleType /Bicubic

  /MonoImageResolution 1200

  /MonoImageDepth -1

  /MonoImageDownsampleThreshold 1.50000

  /EncodeMonoImages true

  /MonoImageFilter /CCITTFaxEncode

  /MonoImageDict <<

    /K -1

  >>

  /AllowPSXObjects false

  /CheckCompliance [

    /None

  ]

  /PDFX1aCheck false

  /PDFX3Check false

  /PDFXCompliantPDFOnly false

  /PDFXNoTrimBoxError true

  /PDFXTrimBoxToMediaBoxOffset [

    0.00000

    0.00000

    0.00000

    0.00000

  ]

  /PDFXSetBleedBoxToMediaBox true

  /PDFXBleedBoxToTrimBoxOffset [

    0.00000

    0.00000

    0.00000

    0.00000

  ]

  /PDFXOutputIntentProfile (None)

  /PDFXOutputConditionIdentifier ()

  /PDFXOutputCondition ()

  /PDFXRegistryName ()

  /PDFXTrapped /False



  /CreateJDFFile false

  /Description <<



    /BGR <>

    /CHS <FEFF4f7f75288fd94e9b8bbe5b9a521b5efa7684002000410064006f006200650020005000440046002065876863900275284e8e9ad88d2891cf76845370524d53705237300260a853ef4ee54f7f75280020004100630072006f0062006100740020548c002000410064006f00620065002000520065006100640065007200200035002e003000204ee553ca66f49ad87248672c676562535f00521b5efa768400200050004400460020658768633002>

    /CHT <FEFF4f7f752890194e9b8a2d7f6e5efa7acb7684002000410064006f006200650020005000440046002065874ef69069752865bc9ad854c18cea76845370524d5370523786557406300260a853ef4ee54f7f75280020004100630072006f0062006100740020548c002000410064006f00620065002000520065006100640065007200200035002e003000204ee553ca66f49ad87248672c4f86958b555f5df25efa7acb76840020005000440046002065874ef63002>

    /CZE <>

    /DAN <>

    /DEU <>

    /ESP <>

    /ETI <>

    /FRA <>

    /GRE <>



    /HRV (Za stvaranje Adobe PDF dokumenata najpogodnijih za visokokvalitetni ispis prije tiskanja koristite ove postavke.  Stvoreni PDF dokumenti mogu se otvoriti Acrobat i Adobe Reader 5.0 i kasnijim verzijama.)

    /HUN <>

    /ITA <>

    /JPN <FEFF9ad854c18cea306a30d730ea30d730ec30b951fa529b7528002000410064006f0062006500200050004400460020658766f8306e4f5c6210306b4f7f75283057307e305930023053306e8a2d5b9a30674f5c62103055308c305f0020005000440046002030d530a130a430eb306f3001004100630072006f0062006100740020304a30883073002000410064006f00620065002000520065006100640065007200200035002e003000204ee5964d3067958b304f30533068304c3067304d307e305930023053306e8a2d5b9a306b306f30d530a930f330c8306e57cb30818fbc307f304c5fc59808306730593002>

    /KOR <FEFFc7740020c124c815c7440020c0acc6a9d558c5ec0020ace0d488c9c80020c2dcd5d80020c778c1c4c5d00020ac00c7a50020c801d569d55c002000410064006f0062006500200050004400460020bb38c11cb97c0020c791c131d569b2c8b2e4002e0020c774b807ac8c0020c791c131b41c00200050004400460020bb38c11cb2940020004100630072006f0062006100740020bc0f002000410064006f00620065002000520065006100640065007200200035002e00300020c774c0c1c5d0c11c0020c5f40020c2180020c788c2b5b2c8b2e4002e>

    /LTH <>

    /LVI <>

    /NLD (Gebruik deze instellingen om Adobe PDF-documenten te maken die zijn geoptimaliseerd voor prepress-afdrukken van hoge kwaliteit. De gemaakte PDF-documenten kunnen worden geopend met Acrobat en Adobe Reader 5.0 en hoger.)

    /NOR <>

    /POL <>

    /PTB <>

    /RUM <>

    /RUS <>

    /SKY <>

    /SLV <>

    /SUO <>

    /SVE <>

    /TUR <>

    /UKR <>

    /ENU (Use these settings to create Adobe PDF documents best suited for high-quality prepress printing.  Created PDF documents can be opened with Acrobat and Adobe Reader 5.0 and later.)

  >>

  /Namespace [

    (Adobe)

    (Common)

    (1.0)

  ]

  /OtherNamespaces [

    <<

      /AsReaderSpreads false

      /CropImagesToFrames true

      /ErrorControl /WarnAndContinue

      /FlattenerIgnoreSpreadOverrides false

      /IncludeGuidesGrids false

      /IncludeNonPrinting false

      /IncludeSlug false

      /Namespace [

        (Adobe)

        (InDesign)

        (4.0)

      ]

      /OmitPlacedBitmaps false

      /OmitPlacedEPS false

      /OmitPlacedPDF false

      /SimulateOverprint /Legacy

    >>

    <<

      /AddBleedMarks false

      /AddColorBars false

      /AddCropMarks false

      /AddPageInfo false

      /AddRegMarks false

      /ConvertColors /ConvertToCMYK

      /DestinationProfileName ()

      /DestinationProfileSelector /DocumentCMYK

      /Downsample16BitImages true

      /FlattenerPreset <<

        /PresetSelector /MediumResolution

      >>

      /FormElements false

      /GenerateStructure false

      /IncludeBookmarks false

      /IncludeHyperlinks false

      /IncludeInteractive false

      /IncludeLayers false

      /IncludeProfiles false

      /MultimediaHandling /UseObjectSettings

      /Namespace [

        (Adobe)

        (CreativeSuite)

        (2.0)

      ]

      /PDFXOutputIntentProfileSelector /DocumentCMYK

      /PreserveEditing true

      /UntaggedCMYKHandling /LeaveUntagged

      /UntaggedRGBHandling /UseDocumentProfile

      /UseDocumentBleed false

    >>

  ]

>> setdistillerparams

<<

  /HWResolution [2400 2400]

  /PageSize [612.000 792.000]

>> setpagedevice



