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‘J. TUI Group at a glance - FY25

TUI GROUP HOLIDAY EXPERIENCES (Und. EBIT) ~85%

34.7m Customers 463 = Leading leisure hotel and club brands around
y ©) . . .
(+5% yoy) ﬂ Hotels X mmm €735m 4,0 world; investments, operations, ownership
18
:(ef(;' .2b)n Revenue Cruise s | €481m Leading German & UK cruise brands
+470 yoOy ships
€1.4bn Und. EBIT . zsrig:ces Expe"‘e”ier:nsfersTOU"s €67m Tour_s, a_ctivities and service provider in
(+9% yoy) P destination

%e 0.6x Net Leverage' MARKETS + AIRLINE (Und. EBIT) ~15%

j (vs. 0.8xin PY)

o] Market leader in packaged distribution, fulfilment
~66,900 Employees @ %@ €200m

\ 1,200 180 strong market and customer knowledge
(+1% yOy) Aircraft Shops Destinations

51 Defined aset debt (Financial liabilities plus lease liabilities less cash & cash equivalents less other current finarcibyadses)ylivicEBITDA ‘J



Next phase of profitable growth

2014 2015+ 2020-
TUI Travel Building 2021
Integration Holiday COVID-19

Experiences

crisis

2022-
2023

Fast Recovery

2024+

Transformation
& drive
profitable
growth

O

Vertical
Integration




TUI Group Und. EBIT! T12.6% FY26
I n 3m @cCcC Guidance

1,413/

+9%  1,100- 1,400
FY14 FY15 FY16 FY17

1,296

1,187

-:3293m

—Boeing 977
MAXimpact

409

COVIB19

Pandemic

FY18 FY19 FY20

FY21 FY22 FY23 FY24 FY25 FY26e



Ambitious strategy poised to capture growth in holiday demand

TRAVEL IS A MEGA TREND

MEIN SCHIFF 1, [ _——RIU Palace Paratice Ishanth Pico do Arieiro Sunrise Tour,
Tortola Mlegiiece =0 S trrs amas Madeira, TUl Musement
Tourism growth above GDP - Favourable dgmographlc Experl.ences
a multi-vear growth industr supported by high disposable The new lifestyle &
yearg y income and longevity global trend in travel



Our strategy will deliver further growth

Vertically integrated tourism group

1 2 3 A
Hotels & Resorts Cruises TUI Musement Markets + Airline

Sustainable, glolyalifferentiated product growth Selling platform with exclusive and differentiated
products & global sourcing

MEIN SCHIFF 5, Y hedral, | - — i 9 :
Cape Town S a, TUlCallection ML | Y N/ i TUI Airline

-5 Future of search, Al powered connected trip & global platforms

-6 Brand, Loyalty, Customer Retention & CCE'

7 Sustainability

9 1 CCE = Central Customer&eiem v



FY25 FY26+
Signed pipeline of 70+ hotels, mainly mgmt./franchise
U Strategically focusedlmghergrowth destinations

1 Hotels & Resorts — Delivering growth with our asset-right hotel pipeline

Eastern Me®ther

Caribbean /
S & CE America 5%
7%

463 (+187)

No. of hotels
Africa /

Egypt / UAL

LAY ) e NION
e s e e
v U g N

ROIC 19% (+1%pts)

Asia

Q4 CSAT? 8.7
U Diversifiedacrosgproven brands positioned taneet market demand
the
Luxury mora L%yﬂé’w& ~ TUI SunedTUI Magic Life
____________________________________________________ Robinson 4%
/4 2%
Global RIU 9 3UJ¢ W Other
i roemson wewe TomeeE 429
, =
: a 0 @ =
Regional artanics G‘“EEL JAZ IBEROTEL foyois L
or
rice AQI Az
L]

TUI SUNEO

conscious

1041 Total +30dalitionof further +12 hotels in our Caribbean portfolio was through a revised cousighit fsxtets reported by our regionat jeénture partbner| 2CSAT = Customer satisfaction score, rated on a scale ranging from 0 to 10 (ideal re&W’



2 Cruises - JV newbuilds driving de-risked growth & profitability

FY25 FY26+
Growth through +3 new ships
No. of ships 18 (+1) i Off-balance sheet investmentisiven by successtill Cruises JV
o
\/ TUI Cruises an
ROIC 32%  (+5%pts) Aleca. AligZ
MARELLA FY31

84 92 72 CRUISES HAPAG £LLOYD
Q4 NPS1 Mein Hapag-Lloyd Marella FY33

il Siuiees SIviEES 100% owned 50% Joint Venture

TUI Cruises New Builds FY31 & FY33
U Capitalisingpn thegrowth of Germanspeaking market
U FurtherdeveragingrUl Cruisestrong brand in UK & Northern Europe

U  Utilisingr'Ul Cruises' financial capacitffefet expansionsupporting our
assetright growth strategy

~ Cape Town

111 NPS = Net promoter score, rangingft6tto +100-100 to 0: critical; 0 to +50: neutral to satisfactory; +50 to +1@dtexcell ‘J



3 TUI Musement - Global, differentiated growth leveraging digital platform
FY25 FY26+

Transfers 30.9m (+1%) Platforming of Transfers & Tours

U Slight growth p.a. in transfers
U Enhancing our mutilay Tours offering

Experiences’ 10.6m (+6%)
TUI Musement enhancing travel journey through Al

u Partnership with Googlenables verifiedl-powered intour planning
Uptake Rate c. 30% i LLM-based conversational Agesihances efficiency & customer satisfaction

Experiences as key growth driver

U Sun & Beach destinations with increasing cities footprint
U Exclusive TUI collection offers
U Up & crosssellingk 1 of 3 M+A customers buy an Experience

We expect "Experiences sold” to increase
by low double-digit CAGR in the mid-term

12 1 Experiences refers to number sold | 2 Large Language Model ‘J




4 Markets + Airline - Transformation into Global Curated Leisure

Marketplace FY25 FY26+

Two Platforms that maximise vertical integration
Customers 20.2m (+0%)

Airline
Package 3.3m (+11%) /\ Transformation:

o/w Dyn.
Commercialisation of
Airline

Markets

Transformation: @
Transforming

regional tour operators

to Global Curated

Leisure Marketplace

Our ambition is to improve M+A to
>3% Und. EBIT margin in the mid-term

App Sales % 10.3% (+46%)

TUI Airline
13



4 Markets + Airline - Our transformation levers

Airline . Overhead
Marketplace Growth Commercialisation Operational Excellence Cost Reduction

New Customers, Digital First Ak-powered Tech Lean

platforms

Risk Right & Own

Dynamic Growth EradliEis Products & Airline Growth Marketing & Sales

Markets (Web/App)

Organisation &
Winning Culture

ltur Pauschalurlaub mit
giinstigem RYANAIR Flug!

Inklusive 20 kg Freigepack

K

Flexibility & Product CLv Customer and Marketing Global Scalability IT Reorganisation &
Choice Differentiation Management Commercial Effectiveness Platforming Efficiency

A Commercial risk | A Drive exclusive TUA Acquire & retain = A New customer A Grow digital by A Entering new A Lean organisation
right steering hotels and concept customer @oss revenue streams mid-double digit growth markets A Lean & smart

A Dynamic package offer leisure segments & Network & route CAGR (App push) A Leverage Ne@en operating model
growth by low A Optimise holiday types profitability A Drive frequency Tech at lower costs and operations
double digit CAGR marketplace A Existing & new A Fleet optimisation A Decrease A High performance

portfolio markets distribution cost culture

.
14 cCE = Central Customer Ecosystem | CLV = Customer Lifetime Value ‘J



4 Dynamic packaging — Now 16% of customer volume

Dynamic package pax (in m)

Mid-term low
double-digit
CAGR

15

FY24

FY25

Dynamic package pax per region

~

-
v Customers per region (%)

Nprthern
15%

o~}

,» B

€
Central
21%

l‘%{(f ~
‘.)
:' <

g

=

9%

Western--,
d &
\_ & U ‘ Y,




4 App delivering strong growth, now >10%
of sales

SHARE OF APP SALES

(" +46% 10.3%

FY24 FY2s

Online, Retail & Otherm App

MID-TERM

MID-DOUBLE DIGIT CAGR

Close the gap to the competition

16% Share of Sales on a booked basis



4 Markets + Airline - First benefits of transformation planned for FY26

Transformation benefit&

: rowth ey
Und. EBIT in zm eife ADigital First Distribution Target >3%
AMarketing Effectiveness ___ ~ EBITMargin

A Airline Efficiency

ACustomer_ - A Arpowered Tech
Commercialisation Platforms

s .

-
1
1
1
1
1
1
1

ARisk Right & Dynamic A Fleet Optimisation

Growth ALean Operating Model
AOwn Products . vmmmannr) AlLean Service
ANew Customer, Markets

& Products

B e S

1.0% Transformation benefit&
EBIT Margin I Cost reductions

FY25 Marketplace Airline Operational Overhead Cost Mid-term
Growth Commercialisation Excellence Reductions

' I Mickterm building blockgZZ AnticipatedrY 26elelivery
17



4 Markets + Airline - We have launched a cost reduction programme
targeting ~€250 million in savings by FY28

~60%
Overhead
i Cost Reductions

""""""""""""

\_ /
~40%
Operational
Excellence
Reduction in Distribution Lean Operating Model & Service

Costs & Airline Efficiency

18 SDIs =Separatelpisclosettems

4 N
Savings Realisation
100%
60%
30%
FY26e FY27e FY28e
SDls
I n 3m
e
50-60 /
39 /
N FY25 FY26e Fy2re )




5 Travel in an Al world — Search is changing - from traditional to agentic

: 2Qur customers
< Al / agenticsearch > ’

< Better Content >

< Better Customer Experlence> d

< Hypekrpersonalisation

b
< Lower Costs > B &

1 Al Firstk TUI changes to an Al powered organisation
I TUI products visible & bookable via all front doors (AEO/GEOQO)
1 TUI open to all LLMs (ChatGPT etc.)

1 TUI Al advantage: strong brand & unique products & integrated travel experiences

19



5 AlFirst - TUl changes to an Al powered organisation, working with a

20

Al for our colleagues

35k+ e-learnings
completed in last 12m

1.5k+ FTEs trained in
Amazon Q increasing
speed to market (<25%)

~2.2k Al Assistants
created by colleagues
saving 1000s hrs per
week

Launch of new Al
Literacy Framework to
accelerate
transformation to “Al
First” organisation

broad range of strategic partners & products

Actively working
with key players

aws@
;- o~

P I

¢ mindtrip.

*a subset shown for illustration

Al for our customers

App exclusive: Celebrate 10
years of the TUl app

Half a million more holidays on
sale for summer 2024

Making it easier for

Ability to source new
dynamic products 50%
faster than previously

Al used to create
inspirational videos, content
& translations to improve
trip planning

Al powered
recommendations and
personalisations across the
customer journey

Voice, chat agents with
smart routing enabling
Customer Services to deliver
record NPS & CSAT scores

A\



5 Key ingredients for success for \j

( 1- LLM platform bookers l 2 - Brand specific bookers
< - < , ,

AEO/GEO Partnerships TUI ‘Al Differentiated Making brands
Concierge’ products Al ready
m Agent
Slom -

MARELLA CRUISES

+mindire | ein it

@ Gemini ﬁ

AL
‘e\' Data - end to end customer insights

v/ Trustworthy verified content

21 ‘J



6 One well-recognised global master brand in all our markets

—— TUI Brand Awareness FY25 ———

]
22 TUI Brand Tracker (Ja21June 2026QuestiokAi ded Br and Awareness: AUsing the scale bel aaw,e ploenpaeyi f&kinoavt é thaovwe | fl ari Ikinow y du bzyr‘/vmiet)



6 Top quality & service at scale — Unique products drive superior
NPS & CSAT

MARKETS + AIRLINE HOLIDAY EXPERIENCES

NPS CSAT' Retention NPS
FY25 Q4 FY25 Q4 FY25 FY25 Q4
“ MJ&% MARELLA

CRUISES

55 | 85 | c40%

L 92 84 72
CSAT?
TUI Customer FY25 Q4
@ Multiple market segments vaitlerage customer age of 47 years Rl U ‘ 1’ 3[](
HOTES GREORTS TUI MAGIC LIFE ROBINSON TUIBLUE

Higher share of consumersiid- to high income brackets

High share of couples & familie$o continue tprioritiseholidays 8.7 8.7 8.5 8.8
]
23NPS = Net promoter scasging froml00 to +100-100 to 0: critical; 0 to +50: neutral to satisfactory; +50 to +100: exe8Aant) Customer satisfaction scated on a scale ranging from 0 to 10 (ideal rdstitiflay Overall CSAT | ‘J

2 Accommodation Overall CSAT



6 Launch of TUI Smiles Rewards Club across Europe in 2026, following

successful Finland pilot

Partner
Perks

A Local and global

Amazing
Value

A Exclusive Smiles

offers & partners that
personalised enhance the
rewards end-to-end

A Designed to travel journey
drive increased Alncrease
conversion membership
through benefit&
relevance frequencyof

interaction

TUI Value Creation

Drives Engagement &
Direct Traffic

Higher Conversion &
Lower Distribution Cost

TUI Treats

A Monthly game

encouraging
repeat logins
with great prizes

A TUI product

trip-based
rewards
including on
board or in hotel
benefits

3-level programme unlocking enhanced rewards

Service

A Progressive
service
enhancements
for highetier
members

A Priority Live
Chatand
Priority Call
Support

Improves Customer
Retention & Lifetime Value




Delivering our ESG strategy — SBTi targets achieved in FY25

2030 SBTi Targets!

-24% reduction airline?

E m iSS i on -27.5% reduction cruise®
Reduction

-46.2% reduction TUI Hotel
Roadmap e tion T rotets

Our FY25 achievements for emissions reduction?

____Airline | Cruises | Hotels

-1.8% -5.5% -17.5%
-0.9%pts -2.5%pts -2.5%pts
better vs. FY25 target better vs. FY25 target better vs. FY25 target

25 1 Reduction vs FY19 baseline year | 2 CO2e per revenue passenger kilometre | 3 Absolute CO2e ‘J







































































































































