


TUl is the world’'s number one tourism group

Global = o—
® ™" B = .
~ Germany = &
e B S S

~ €18.5bn* € € |

. €10bn**
€1,2bn* &




And transitions from Tour Operator to Platform Company

From 300 individual companies
and brands to one

85% digital distribution

*in the Nordics

Broad choice require
personalised offers

Component-based, experience
focused booking flow



Modern platforms combine Al, Machine Learning, Blockchain as well as personalisation

* Automated pricing system .
D * Based on artificial intelligence ,. .
‘-
L — s .
Al yield- ’
management One CRM
* Optimising online efficiency E
* Support customer relationships
One Inventory / .
One booking flow One Purchasing
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Reduce cost of sale by strengthening direct
channels

Share customer insight with wider business
Cross-selling of TUI products and ancillaries
Reduce marketing spend

Centralised inventory management based
on Blockchain technology

Bundling of inventory across source
markets

Artificial intelligence based demand analysis

Bed swapping mechanism optimizes yield
across source markets




Example: TUI's ‘Data Guild" implemented a Machine Learning framework in six months

STREAMING & MACHINE LEARNING SOLUTION

TIMELINE - FIRST ITERATION The Data Guild has
made us to work
1 FEB 15 APRIL & June together with data and
First discussions in Data Data hackathon Live' tech’ Coding and
Guild on streaming Machine learning model for 4 .
recin POC. collaborate instead of
planning. We execute
and then learn instead
l l of planning for
25 MARCH 4 June 24 June execution.”
Streaming infrastructure in Directors A/B Test done - And reas MarkerUd

place running with events sign off

live.
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o SUstainabiIit&%and customer satisfaction

Our hotels with sustainability certifications deliver better environ-
mental performance and higher customer satisfaction compared
to non-certified hotels, according to our analysis of 330 hotels”.

Positive trend data
for hotels with sustainability certifications

* 10% lower CO; emissions per guest night

* 24% lower waste volume per guest night

* 19% less fresh water use per guest night

» 15% less total water use per guest night

* 23 % higher use of green energy

* 9% higher employment rate of national employees

« Higher customer satisfaction scores for accommodation overall

* analysis of 2017 performance data in which 75% of hotels surveyed held
sustainability certifications

go hand in hand - -

Growth of ‘greener and fairer’ holidays

(million customers)

2015 —— 5.6m
2016 63 m
207 —— 83 m
B . 2018 9.2m
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In the end, it's all about the customer
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TUI Airways and TUI fly Germany
ranked #1 & #4 most carbon-
efficient airlines globally

{In the 2018 atmosfair Airline Index)

19% o
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TUI's airlines are 19% more
carbon-efficient than the average
of the six largest European airlines

Our sustainability efforts are data driven

make
[®] a difference
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‘Greener and fairer’ TU| holidays
delivered in hotels with sustainability
certifications

Invested to enhance the positive
impacts of tourism

76
£\

s’ﬁ°;,
‘*, B il

Building the best place to work with
a colleague engagement score of 76

81 %

Of hotels owned by TUI Group
had sustainability certifications
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TUI Care Foundation projects
active in 25 destinations

34+ o

Of managerial positions are held
by women



