


FORWARD-LOOKING STATEMENTS

This presentation contains a number of statements related to the
future development of TUI. These statements are based both on
assumptions and estimates. Although we are convinced that these
future-related statements are realistic, we cannot guarantee them,
for our assumptions involve risks and uncertainties which may give
rise to situations in which the actual results differ substantially from
the expected ones. The potential reasons for such differences
include market fluctuations, the development of world market
fluctuations, the development of world market commodity prices,
the development of exchange rates or fundamental changes in the
economic environment. TUI does not intend or assume any
obligation to update any forward-looking statement to reflect
events or circumstances after the date of these materials.
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TUI Group at a glance - FY25

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

34.7m Customers 463 Leading leisure hotel and club brands around
RIV| ) . )

(+5% yoy) Hotels m.mm €735m the world; investments, operations, ownership
18

€24.2bn Revenue E Cruise S il €481m Leading German & UK cruise brands

(+4% YOY) ships m—

€1.4bn Und. EBIT >50k Experiences Tours €67m 'ours, activities and service provider in

(+9% yoy) Experiences Transfers destination

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

7 (vs. 0.8xin PY)
.@ Market leader in packaged distribution, fulfilment
& ~66,900 Employees @ 125 ~o €200m strong market and customer knowledge

0
(+1 Yo yOy) Aircraft Shops Destinations

5 1Defined aset debt (Financial liabilities plus lease liabilities less cash & cash equivalents less other current finaredalyassets)lyiividEBITDA 'U



Strong track record of delivering Und. EBIT growth

TUI Group Und. EBIT!

+12.6%@CC

I n 3m
1,413/
+9%
1,296
1,187
-:3293m
—Boeing 977
MAXimpact
409
COVID19
Pandemic
FY14 FY15 FY16 FY17 FY18 FY19 FY20 FY21 FY22 FY23 FY24 FY25

6 1FY14#Y17 TUI Group Und. EBIT excludes Discontinued Operatidh$1&YUhdl. EBIT on IAS17 basis, FY20 and further o#sSRS16



AGENDA

e Strategy Update



Our strategy is poised to capture growth in holiday demand

TRAVEL IS A MEGA TREND

Mein Schiff 1, i-__——RIUPalaceParatice Pico do Arieiro Sunrise Tour,
Tortola et Madeira

. _ Favourable demographic Experiences
a multi-year growth industry | SUPPOTted by high disposable e
y g 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

Transformational growkh

Sustainable, glolyaifferentiated product growth _
global curated leisure marketplace

Hotels, Cruises and Experiences global production Selling platform with exclusive and differentiated
and selling platform products & global sourcing

MEIN SCHIFF5, ]l — P

SEprtanagl OREIWIED L RS T --»\ — i 0 ¢ :
Capetown £ Me ,-TULCollection M | 8 : ) H TUI Airline

Marketing, Customer Retention & CCE'

Building a performance organisation
7 Sustainability

9 1cCE = Central CustomerSiem ‘/



1 Hotels & Resorts - Delivering growth with our asset-right hotel pipeline
FY25 FY26+

Signed pipeline of 70+ hotels, mainly mgmt./franchise
No. of hotels 463 (+18") U Strategically focused lighergrowth destinations

Eastern Me®ther

Caribbean / o
S&CE America%o/5° 5%
0
o) o, ) o AT £ " . Africa /
ROIC 19 /O (+1 /OptS) X ﬁ_{,lll( .I U )J:')‘U;:;)Ut m Egypt / UAE

' ol Asia

8.7 f %

Q4 CSAT?

e
U Diversifiedacrosproven brands positioned toneet market demand
the
Luxury mora %ymﬂ TUI SunedTUI Magic Life
_______________________________________________________ Robinson
Yo o
GIObaI BS!REH ROBI:!)N 3TUIlB{E£ TUI M‘A(::LIFE Other Tl Blue
A ’ %
Regional e GREEL IAZ i
Price AQl acs

conscious TUI SUNEO

101 Total +30;calitionof further +12 hotels in our Caribbean portfolio was through a revised couslighit dmgets reported by our regionat pe@nture partndr2 CSAT = Customer satisfaction score, rated on a scale ranging from 0 to 10 (ideal result)v



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

No. of ships

ROIC

Q4 NPS'

FY25 FY26+

Growth through +3 new ships
18 (+1) u Off-balance sheet investmendsiven by successiil Cruises JV

o
.U TUI Cruises =

32% (+5%pts) A e /4%/%

MARELLA
CRUISES

FY31

HAPAG;LLOYD

84 92 72

Mein Hapag-Lloyd Marella

: : . FY33
Schiff Cruises Cruises 100% owned 50% Joint Venture

1]

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

U Ultilisingr'Ul Cruises' financial capacitifdet expansionsupporting our
assetright growth strategy

Kapstadt

111 NPS = Net promoter score, ranging{t0Mto +100-(00 to O: critical; O to +50: neutral to satisfactory; +50 to +1@dtlexcell



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 muitilay Tours offering

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

U Partnership with Googlenables verifiell-powered intour planning
Uptake Rate c. 30% i LLM-based conversational Agesthances 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




4 Markets + Airline - Transformation into Global Curated Leisure
Marketplace FYOE5 EYOG+

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

o/w Dyn. Airline
Package 3.3m (+11%) /\ Transformation:

Commercialisation of
Airline

Markets

Transformation: @
Transforming

regional tour operators

to Global Curated

Leisure Marketplace

App Sales % 10.3% (+46%)

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

TUI Airline
13



4 Markets + Airline - our transformation levers

Airline . Overhead
Marketplace Growth Commercialisation Operational Excellence Cost Reduction

Risk Right & Own NeF\:\: O%titggers’ Airline Growth Ma[r)llggﬁl ngstams Al-powered Tech Lean Organisation
Dynamic Growth Products J platforms & Winning Culture

Markets (Web/App)

Itur Pauschalurlaub mit
giinstigem RYANAIR Flug!

Inklusive 20 kg Freigepack*

<

,,,,,,,,,,,,,,,,,,, - g
LS R
- #F
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 &A Network & route CAGR (App push) A Leverage NeG@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

(]
14ccE = central Customer Ecosystem | CLV = Customer Lifetime Value ‘/



4 Dynamic packaging — now 16% of customer volume

% Dynamic package pax per regio

Dynamic package pax (in m)

15

FY24

Mid-term low
double-digit
CAGR

FY25

.
Y~ Customers per region (k)

Nprthern
15% <

et

% “

€
Central
21%

A L9
.
s

g

S 9%

Western--,
d &
\. & U ‘ Yy




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

SHARE OF APP SALES

| +46%

FY24 FY25

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&
Und. EBI'T in 3zm Sl ADigital First Distribution

AMarketing Effectiveness
A Airline Efficiency

ACustomer_ - A Arpowered Tech
Commercialisation Platforms

AN T .

ARisk Right & Dynamic & Fleet Optimisation

i S

Target >3%
EBIT Margin

Growth ALean Operating Model

AOwn Products L ) ALean Service 5 i

ANew Customer, Markets

& Products

1.0% i i Transformation benefit&

w ,,,,,,,,,,,,,,,,,,,,, 222000, Cost reductions /
FY25 Marketplace Airline Operational Overhead Cost Mid-term

Growth Commercialisation Excellence Reductions

| I Midterm building blockéZ} AnticipatedrY 26ealelivery
17



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

~60%
Overhead
Cost Reductions;,

~40%
Operational
Excellence

_______________________

______________________

18 spis = Separately Disclosed Items

Reduction in Distribution Lean Operating Model & Service
Costs & Airline Efficiency

4 )
Savings Realisation
100%
60%
30%
FY26e FY27e FY28e
SDls
' n 3Zm
>
50-60 o
39 /
N FY25 FY26e Fy2ze )




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

: 'ﬁf‘; 0
< Al / agenticsearch > 5
“ < Better Content >

< Better Customer Experlence> 4

< Hyperpersonalisation > rJ
< Lower Costs > ‘

OUR Al VISION

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 Al First - TUIl 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@
PN o

\ >

J

f)'
4 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
Llskine easlecforyoute

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 \/.

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

r - r — ‘
AEO/GEO Partnerships TUI ‘Al Differentiated

Concierge’ products

Agent

1 ATk
Slomm - -

+ . P MARELLA CRUISES
@ Gemini ¥

Making brands
Al ready

4 mindtrip. loive il

LY
~ ~

‘e: Data - end to end customer insights

v Trustworthy verified content

21 A\



6 We deliver 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
“ Lloir 7.4 -?/4 MARELLA
8
(o)
55 8.5 c.40%
A A 92 84 72
CSAT?
TUI Customer FY95 04
Multiple market segments vatterage customer age of 47 years ‘
() Mmutip e g ge of 47y RIU 7 3UJ¢
. : _ _ HOTES &RESORTS TUI MAGIC LIFE ROBINSON TUIBLUE
Higher share of consumersid- to high income brackets
High share of couples & familiedio continue tprioritisenolidays 8.7 8.7 8.5 8.8
L ]
22NPS = Net promoter scaenging from100 to +100-L00 to O: critical; O to +50: neutral to satisfactory; +50 to +100: exe8hany Customer satisfaction scaterl on a scale ranging from 0 to 10 (ideal rasdi)ilay Overall CSAT | v

2 Accommodation Overall CSAT



6 Launch of TUlI Smiles Rewards Club across Europe in 2026, following
successful Finland pilot

T~ 3-level programme unlocking enhanced rewards

Amazing Partner TUIl Treats Service
Value Perks

AExclusive Smiles  ALocal and global ~AMonthly game A Progressive
offers & partners that encouraging service
personalised enhance the repeat logins enhancements
rewards end-to-end with great prizes for highettier

A Designed to travel journey A TUI product members
drive increased  AlIncrease trip-based A Priority Live
conversion membership rewards Chatand
through benefit& including on Priority Call
relevance frequencyof board or in hotel Support

interaction benefits

TUI Value Creation

Drives Engagement & Higher Conversion & Improves Customer
Direct Traffic Lower Distribution Cost Retention & Lifetime Value




2030 SBTi Targets'

-24% reduction airline?

-

Emission -27.5% reduction cruise® :;i % IE"I" '.

. 3 ‘ ivu own = >
Reduction e A JI- Paln‘i Gar'den,

-46.2% reduction TUI Hotels

Road ma p . & Resorts?®

Our FY25 achievements for emissions reduction’

| Airline | Cruises ] Hotels

-71.8% -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

241 Reduction vs FY19 baseline year Je2peOrevenue passenger kilometre | 3 Absolgte CO 'U



Reasons to invest: TUI - a global leisure brand set for
growth & delivering attractive shareholder returns

O

Travel - A A

. Travel &Tourismcontinuesto outpaceGDP
Growing A

#1 discretionaryspendingpriority

Sector

Integrated Worl dAs | argest fully integrated t#
Business Superior returns in HEX boosted by scale in M-Air global leisure curated

Model marketplace

Assetright growth in HEX; transformational growth in M+A S
Ready for The TUI App as the central sales channel for engagement & repeat customer g ;

Growth bookings
Al-led business enhancing customer experience

Well positioned to deliver sustainable profitable growth
Financial FY25 net leverage of 0.6x, well below COYADevels
Profile Target to improve net leverage to <0.5x in the -teidn

®Sustainable Balancing investments into growth & continued deleveraging
Shareholder A FY2s5: starter dividend of 30.10/
Returns A FY26+: 1@20% payout of Und. EPS




AGENDA

FY26 Q2/H1 Operational Highlights & Results



Revenuedof3 3. 8 bn a{C&€l .  TUI CruisesiS4/MS5 resuming

Und. EBIDf-3 1 8 8 m (at@Q 9 itinerariesfrom midMay
despite3 4 0m | r an w M+A/Hotels: bookings closer to
-25m Jamai ca h departuredemand shiffromEast to

West Med& softer Mexico

Revenueofz 8. 7bn afCe&l . 3 %)
Und.EBIDBf-3111m (at@&% 5 m) Strong H1 progress

despitez 4 0 m | r an Waykic& integratiorg Diff. products
-221m Jamaica hurr.i can L
e | 4T Didtribution & Al efficiencies

271 Constant CurrencyBased on constant currency; the adjusted guidance reflects current trading conditions for the summer season anti@eisesgatationma geopolitical tensions, and that fuel supplies can be maintained

(announced on 22 April)

FY26 Und. EBIT guidance
of 31.1batC& o 31

(prior: +71 0 %

vV S .

FY25

A\



